In Market Squeeze... 


Sunkist Names 
Burnett for Fresh 


Lemon Account 


$1,330,000 Budget May 
Be Hiked; FC&B Retains 
Bulk of U.S. Account 


Los ANGELES, May 18—Follow- 

a ing recommendations of its 12- 

&. } man advertising committee, the 
: board of directors of Sunkist Grow- 
ers today named Leo Burnett Co. 
its advertising agency for fresh 
lemons in the U. S., effective with 
the fiscal year beginning Nov. 1. 

Sunkist’s Canadian agency, 
Spitzer & Mills, will be retained, 
and European advertising will re- 
main with the London office of 
Foote, Cone & Belding; FC&B has 
been the agency for all Sunkist 
advertising for the past 52 years 
and will continue as agency for 
Sunkist oranges and Sunkist prod- 
ucts in the U.S. 

The naming of Leo Burnett fol- 
lowed mid-April presentations by 
Burnett; FC&B, the incumbent; 
Batten, Barton, Durstine & Os- 
born; Donahue & Coe; Grey Ad- 
vertising Agency, and J. Walter 
Thompson Co. 

“The list could have been much 
longer, but in deference to the 
committee’s time it was confined 
to those named, any one of which 
is competent to serve the account,” 
Russell Z. Eller, Sunkist advertis- 
ing manager, said. 


a The agency change was made, 

Sunkist said, “to gain a new ap- 

proach to fresh lemon advertising, 
(Continued on Page 128) 


Third Class 
Mailers Hit 
McKinsey Study 


Mailers Use Attack on 
Study to Oppose P.O.’s 
$550,000,000 Rate Boost 


WASHINGTON, May 20—Mail us- 
ers fought the Post Office Depart- 
ment’s $550,000,000 rate increase 
bill this week with a concerted at- 
tack on the McKinsey & Co. survey 
which assured Congress that users 
?an pass additional costs to adver- 
Mmtisers and subscribers (AA, May 
16). 

A series of witnesses for Asso- 


members of the House post office 
and civil service committee that 
McKinsey certainly didn’t have 


said direct mail advertisers can 
offset higher postage costs through 


their businesses in mind when it 


dvertisin 
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THE NATIONAL NE 


Elliott Reportedly 
Is Key to Rep Deal 
for Ex-CBS Stations 


NEw YorK, May 20—The big- 
gest news in the rep field this week 
centered around the battle for 
four tv stations which are up for 
grabs as a result of the FCC’s hav- 
ing ordered the networks out of the 
television representation business. 

The object of this maneuvering 
is the spot business of WTOP-TV, 
Washington, and WJXT, Jackson- 
ville, both owned by the Washing- 
ton Post’s broadcast division, and 
WBTV, Charlotte, and WBTW, 
Florence, S. C., both owned by Jef- 
ferson Standard Broadcasting Co. 
All four have been handled by 
CBS-TV Spot Sales. 

Three of the independent sta- 
tions represented by CBS are se- 
lecting new reps individually. Ef- 
fective in September, KGOU-TV, 
Houston, will switch to H-R, and 
KSL-TV, Salt Lake City, will move 
to Blair Television Associates. 
KOIN-TYV, Portland, Ore., has giv- 
en CBS notice and reportedly will 
name Harrington, Righter & Par- 
sons. 


= NBC-TV Spot Sales and four of 
the five affiliates it still represents 
are appealing the FCC order, which 
does not become effective until 
Dec. 31, 1961. Their cases are now 
in the courts. But CBS decided not 
to fight the order before the com- 
(Continued on Page 125) 


Simoniz Screens 
Rivals for Billing 
Now in Y&R Fold 


Marketer Adds New 
Line to Buchen Share 
of $5,250,000 Account 


Cuicaco, May 20—Simoniz Co., 
manufacturer of car and home pol- 
ishes and other products, has been 
talking with 15 agencies, including 
Young & Rubicam, the incumbent, 
for several weeks in a review of its 
ads for consumer products. 

At stake is some $5,000,000 in 
billings, currently handled by 
Young & Rubicam in Chicago. Paul 
J. Greenfield, Simoniz director of 
marketing, told ADVERTISING AGE 
that only Y&R’s portion of his com- 
pany’s account is involved. 

“We have finished talks with 
the agencies and a decision will be 
made -some time later this year,” 
Mr. Greenfield said. None of the 
agencies put on speculative presen- 
tations, he said. AA learned that 
the original field of 15 agencies 
had been narrowed to a smaller 


“ated Third Class Mail Users told|number, but Simoniz declined to 


mame any agencies or say how 
many still are under consideration. 


= Buchen Co., Simoniz’s other 
agency, handles Electric Polisher 
floor wax for home use, Plumite 
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and take a taste of instant pleasure! 


VEE QUICKEST, ASEESY BREWER VOU CAN MEK ALWAYS REASY 


yd 


— KENTUCKY 
GENTLEMAN 


MIXING TEST—This is first of eight 
weekly 1,000-line b&w test ads 
Barton Distilling Co., Bardstown, 
Ky., will use in the Macy news- 
paper group’s eight Westchester 
County, N. Y., dailies, starting May 
24, to push Kentucky Gentleman 
straight whisky mixed with fruit 
juices. Gerald Keller Co., New 
York, is the agency. 


Carr Begins Serving 
Six-Month Sentence 


for Tax Omission 


NEw YorK, May 20—William B. 
Carr’s motion to suspend a six- 
month sentence for failure to file 
a tax return was denied today by 
Federal Judge John F.X. McGohey, 
and Mr. Carr began serving his 
jail sentence at 2:30 p.m. 

Judge McGohey, in ruling on 
the motion, said: “I would do a 
disservice to the government, to 
the system of taxation, and to the 
taxpayers of the U. S.” if he were 
to suspend sentence. 

Mr. Carr’s attorney told the court 
that Million Market Newspapers, 
“despite the adverse publicity and 
the risks involved, has come to the 
conclusion to risk its enterprise in 
retaining this man” if the sentence 
were to be suspended. The attor- 
ney added that if the sentence were 

(Continued on Page 12) 
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Proprietary 
Disbelieved 


Proprietary Assn. Also 
Urged to Combat Threat 
of ‘Consumer Stoicism’ 


(For other news and pictures of 


‘|the Proprietary Assn. meeting, see 


Pages 3 and 80.) 


WHITE SULPHUR SPRINGS, W. Va., 
May 18—The proprietary medicine 
business was told today that the 
public image of its advertising “is 
clearly on the bottom of the totem 
pole.” 

Charles T. Lipscomb Jr., presi- 
dent of the Bureau of Advertising, 
American Newspaper Publishers 
Assn., reported this finding to the 
closing session of the 79th annual 
meeting of the Proprietary Assn., 
a group whose membership is said 
to account for more than 80% of 
the U.S. advertised packaged med- 
icine industry. This year propri- 
etary makers will spend $135,000,- 
000 in advertising, excluding co-op 
expenditures, Mr. Lipscomb said. 
In contrast, they spent $8,000,000 
in 1900, $25,000,000 in 1920 and 
$45,000,000 in 1940. 

The group also heard an address 
by Robert B. Brown, exec vp of 


Food Field Study 
Hastens FTC Plans 


for More Policing 
WASHINGTON, May 20—The Fed- 


today that it is planning more in- 
tensive policing of the food indus- 
try, following the release of a 
338-page economic analysis tracing 
the growing power of chains. 

The study, which has been the 
major activity of the commission’s 
economic staff for the past 18 
months, notes that chains increased 
their share of food sales from 29% 
in 1929 to 44% in 1958. While 
the unaffiliated independent gro- 


(Continued on Page 12) 


ed $600,000 to,$700,000 annually. 
agency. 


cies (AA, Marc} 
present agency 
which solicited 
& Smith & Ros 
Briggs. 


Last Minute News Flashes 


Chicopee Mills Moves to Doyle Dane from L&N 

New York, May 20—Chicopee Mills, a subsidiary of Johnson & John- 
son, has appointed Doyle Dane Bernbach to handle -advertising for 
its baby products division, effective July 1. The division bills a report- 


Lennen & Newell is the previous 


Oliver Cory, Decides to Stay with Buchen 


Cuicaco, May 20—After reviewing its ad program for agricultural 
and construction machinery and listening to presentations by six agen- 
14, April 11), Oliver Corp. has decided to keep its 
Huchen Co., for the $1,000,000 account. Other agencies 
Oliver include Biddle Co.; Compton Advertising; Fuller 
; Marsteller, Rickard, Gebhardt & Reed, and Waldie & 


Schlitz Retuyns Export Account to Gotham-Vladimir 


eral Trade Commission reported |: 


drain cleaner and the commercial 
line of floor waxes and cleaners. 
Simoniz this week appointed Bu- 
chen to handle the introduction 
and advertising of a new line of 
marine waxes and cleaners. Bu- 
chen’s billings on Simoniz amount 
to an estimated $250,000. + 


further refinement in their mailing 
lists ahd improvements in the sales 
offectiveness of their mailing ma- 
terials. 


= Payson Hall, exec vp of Mere- 
dith Publishing Co., said McKinsey 
(Continued on Page 125) 


> 


MILWAUKEE, May 20—Jos. Schlitz Brewing Co., which shifted its 
export advertising account last Jan. 1 from Gotham-Vladimir Adver- 
tising, New York, to J. Walter Thompson Co., New York (AA, Oct. 
26, 59), has haved the account back to Gotham-Vladimir, effective 
June 1. Billings are estimated at $500,000. JWT continues to handle all 
the rest of Schiijiz, with the exception of Old Milwaukee beer, which 
is handled by ‘jordon Best Co., Chicago. 


( Additional News Flashes on Page 125) 


Drug Ads 
: Lipscomb 


Bristol-Myers Co. and retiring as- 
sociation president, in which he 
|predicted a shorter product life 
|span and increased competition in 
this home remedy field. He told 
|smaller companies that many new 
|products will stem from creative 
| marketing imagination rather than 
jexpensive laboratory research 
| projects. 


|@ Mr. Lipscomb reported the find- 
|ings of a BofA opinion survey on 
jconsumer attitudes towards the 
drug and proprietary industry, 
and, in a major convention report, 
Harold L. Grafer, vp, J. B. Wil- 
liams Co. (formerly Pharmaceu- 
ticals Inc.), presented a nine-point 
program for the industry’s consid- 
eration. 

Mr. Grafer, who is head of the 
association’s public relations com- 
mittee, of which Mr. Lipscomb is 
a member, said the program would 
have three major objectives: 

e 1. To enhance consumer con- 
fidence in advertised proprietary 
(Continued on Page 133) 


MacManus, John, 
Rothmans Cigaret 
Brands Split Up 


Putative Rock City Office 
Seen a Factor; Aspects 
Recall ‘59 Y&R Hassle 


BULLETIN 

Toronto, May 20—Robert M. 
Campbell, formerly advertising di- 
rector of Rothmans of Pall Mall 
Canada, has joined F. H. Hay- 
hurst Co., Montreal, as an account 
executive, Advertising Age learned 
exclusively today. Before going to 
Rothmans, Mr. Campbell was a 
top executive of J. Walter Thomp- 
son Co. in Toronto. 


Toronto, May 18—The adver- 
tising accounts of Sportsman and 
Craven A cigarets, variously esti- 
mated as involving $150,000 to 
$500,000 a year in billing, are on 
the loose. 

MacManus, John & Adams, 
which has, been advertising the 
brands in’Canada, and Rock City 
Sales Ltd., a subsidiary of Roth- 
mans of Pall Mall Canada Ltd., 
will call it quits at the end of 
June, ADVERTISING AGE learned late 
yesterday. 

However, neither the agency’s 
office here nor the company would 
comment on the rift, other than to 
say that “by mutual agreement 
the agency-client relationship .. . 
will be terminated June 20.” 


s However, AA learned from an- 
other MacManus, John source 
that the agency resigned the ac- 
count after being faced with a 
decision whether or not to open a 
branch office in Rock City, Ont. As 
part of the arrangement, the agen- 
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cy also would hire a number of 
persons from Rock City Sales’ ad 
staff for that office. 

Because of this, and because 
billings had never approximated 
the $500,000 figure discussed by 
Rock City Sales, MJ&A decided to 
clear out. 

Questioned by ADVERTISING AGE 
about where the accounts would 
land, Rock City, which is the sales 
organization for Rothmans, would 
only say, “We will not know for 
some time; our management is out 
of town.” 

About a year ago, Rothmans and 
Young & Rubicam had a classic 
war of words when they parted 
company. Young & Rubicam main- 
tained it had resigned the account. 
Rothmans, on the other hand, said 
it had fired Y&R. 


® The Rembrandt-Rothmans in- 
ternational group of tobacco com- 
panies, touted as being one of the 
“big two” in the British Common- 
wealth, invaded Canada in slam- 
bang fashion in 1957. 

The company broke into’ the 
black in two years on an expendi- 
ture of $5,000,000—in half the 
allotted time and at half the cost 
initially anticipated. Rothmans 
and its associated and integrated 
companies in Canada in 1959 en- 
joyed a sales volume of $80,000,- 
000, of which $43,000,000, accord- 
ing to the company, was paid to 
the federal government in duty 
and excise taxes. 

The company’s first agency in 
Canada was F. H. Hayhurst Co., 
Toronto, which handled the ac- 
count during the summer of 1957. 

Then Young & Rubicam took 
over the account in the autumn of 
that year and directed it until 
March 16, 1959, the date the let- 
ters of termination and resignation 
were said to have “crossed in the 
mail.” 

Two weeks later, Rothmans re- 
engaged Hayhurst to handle the 
$1,000,000-plus account of Roth- 
mans king size, Rothmans regular, 
Consulate and Rembrandt cigar- 
ets. 


s At the same time Patrick 
O’Neil-Dunne, world technical di- 
rector of the Rembrandt-Roth- 
mans group, awarded the accounts 
of Craven A and Sportsman cigar- 
ets to MacManus, John & Adams 
and the account of Black Cat 
cigarets to Foster Advertising. 

The latter three brands (Craven 
A, Sportsman, and Black Cat) 
were products of Rock City, which 
Rothmans acquired here when it 
took over control of the Carreras 
group in the U. K. Kenyon & Eck- 
hardt had directed advertising for 
the brands. 

The Rembrandt-Rothmans ad- 
vertising budget in Canada is esti- 
mated to run between $1,750,000 
and $2,000,000 a year. 

An estimate gives Hayhurst 
$1,000,000 in billings and Foster 
$250,000. + 


Colorado Hikes Ad Budget 

The Colorado Advertising & 
Publicity Committee has allocated 
$259,472 to boost the state’s com- 
merce during the next fiscal year. 
The schedule includes $59,000 for 
advertising and literature to pro- 
mote travel in the state and $34,- 
200 to encourage hunters, fisher- 
men and winter sports enthusiasts 
to visit. 


AA Is Moving 
Detroit Office 


Mowat Leaves 
McCann to Head 
BBDO, Montreal 


Toronto, May 20—W. S. (Cy) | 


Mowat, formerly vp and super- 
visor of the Coca-Cola account 
with McCann-Erickson here, has 
been named manager of the Mon- 
treal office of Batten, Barton, Dur- 
stine & Osborn, ADVERTISING AGE 
learned exclusively today. 

He succeeds Colin Smith, who 
last week was transferred in a 
hurry to BBDO’s new London of- 
fice. Mr. Smith reportedly was 
rushed to England to help smooth 
over some client trouble spots 
which have developed since BBDO 
moved into the international field 
with the purchase of controlling 
interest in Dolan, Ducker, Whit- 
combe & Stewart, London (AA, 
March 7, et seq.). 

Mr. Mowat, who is expected to 
be made a vp of 
BBDO, also will 
be managing su- 
pervisor on the 
Pepsi-Cola ac- 
count, recently 
/ acquired in 
Canada by 
BBDO (AA, 
May 16)’. 

Michael 
Hicks, vp and 
managing direc- 
tor of BBDO in 
Canada, also 
told AA that Russ Haughland, who 
has worked on the Pepsi account 
for the past nine years at Kenyon 
& Eckhardt and Cockfield, Brown 
& Co., will join the agency as sen- 
ior account executive on Pepsi. 

W. R. Wright, president of Mc- 
Cann-Erickson in Canada, said no 
successor to Mr. Mowat has been 
named. It is understood that G. P. 
Altenbrand, exec vp, will take 
over active supervision of the 
Coca-Cola account until a replace- 
ment for Mr. Mowat is named. 


) ae 


W. S. Mowat 


= BBDO, which has picked up 
$3,500,000 in Canadian billings in 
the past month (Dodge, De Soto 
and Dodge trucks for $2,000,000 
[AA, April 25] and Pepsi for $1,- 
500,000), will hire about 30 peo- 
ple to help handle the new busi- 
ness. About 20 of these will be 


located in Montreal. + 


Agfacolor Photo Contest 


CONTEST—Agfa Inc., New York, will 
use this four-color ad in the June 
Holiday to announce its Agfacolor 
contest, featuring trips to Europe 
as top prizes. U.S. Camera, PSA 
Journal and Popular Photography 
will also be used during the cam- 
paign. Ketchum, MacLeod & Grove 
is the agency. 


Reeves Loses Account 
to Mithun, Shares 


Another from Buchen 


MINNEAPOLIS, May 18—Pacific 
Gamble Robinson Co. and Knox 
Reeves Advertising will end a 16- 
year relationship Aug. 1 by mutual 
agreement. 

The account, with its estimated 
annual billings of more than $300,- 
000, goes to Campbell-Mithun. 

Gamble Robinson, with general 
offices in Seattle, has wholesale 
and retail food distribution opera- 
tions in northwest states and in 
Canada. 

Knox Reeves will recover some 
of the lost billings this fall when 
it takes on the building products 
division of Wood Conversion Co., 
St. Paul. Products of the division 
include Balsam-Wool insulation, 
Nu-Wood tile and structural in- 
sulation board. Its advertising is 
now handled by Buchen Co., Chi- 
cago. 

Knox Reeves has had the indus- 
trial products division (Tufflex 
cushioning and protective packag- 
ing) account since October, 1959. 
Combined annual billings of the 
two divisions amounts to about 
$400,000. + 


FDA Fires Dr. Welch After Probe, 


Advertising Age, May 23, 1960 


Says Ads Were Basis for Compensation 


| Accounting Office Says 
| Magazine Paid Him a 
| Percentage of Drug Ads 


so told that other publishing ven- 
tures in partnership with Dr. 
Felix Marti-Ibenez, owner of 
M.D. Publications, added  sub- 
stantially to his income. 


WasHINGTON, May 19—Dr. Henry » pr. Welch was reported too ill 
Welch, director of the Food & Drug | tg appear before the committee. 


netted him $287,142 since 1953. 


Arthur S. Flemming said 
Welch “deliberately misled” his 
superiors, and that the arrange- 
ment was particularly offensive 
because his compensation was 
directly related to drug industry 
expenditures for promotion. 
Evidence received by investiga- 
tors showed Dr. Welch’s earnings 
from two technical journals in the 
antibiotics field depended directly 
on advertising revenues and other 
promotional sales to leading drug 
companies. The committee was al- 


Eversweet Seeks 
Ad Manager; Leeper 
Resigns, Joins Handy 


Lyons, ILL., May 18—H.B. Leep- 
er, advertising and sales promotion 
manager of Eversweet Corp., mid- 
west orange juice marketer, has 
joined Handy Associates, Chicago, 
executive recruitment agency, 
leaving his post vacant at Ever- 
sweet. 

J. R. Sandberg, vp and director 
of marketing, is handling the ad 
and sales promotion responsibil- 
ities until the post is filled. 


s Eversweet recently acquired 
Barra Frozen Foods, River Grove, 
Ill., which produces a line com- 
posed primarily of frozen pizza 
and hamburgers. 

Burton J. Vincent, chairman of 
the board, said the acquisition rep- 
resents the first step in a long- 
range program of building a mid- 
western diversified food company. 


A number of other acquisitions 
are being studied, he said. # 


Highlights of This Week's Issue 


Marion Harper Jr., president and chair- 
man of McCann-Erickson, urges devel- 
opment of a new busi professi 
to help management shape strategy and 
policy Page 6 


Earle N. Lashmet, senior vp, Liberty Mu- 
tual Insurance Co., says that “believ- 
ability is advertising’s and _  selling’s 
EE Ce” sincseiaientntents Page 8 


Merck, Sharp & Dohme division of Merck 
& Co. wins top honors in Readex Inc.’s 
reader interest survey of ads in 14 
business publications for 1959 ...... Page 14 


Irving White, director of Creative Re- 
search Associates, says a company’s 
“perception franchise’’—the impression 
consumers have of basic values the 
company supplies—is the “ultimate de- 
ciding factor in sales” 


Tennessee state revenue agents are in- 
structed to notify tobacco companies 
that the giving of trading stamps with 


the sale of cigarets is against state 
law Page 4 


Harry W. Chesley Jr., president of D’Arcy 
Advertising Co., urges the American 
Assn. of Advertising Agencies to fight 
the threat of government control of all 
SElling ACtiVitiSEs 0.0... ccceceeeeesseees Page 36 


ADVERTISING AGE’s Detroit ad- | Riviera Convertible Sofa Bed Co. plans 


dress has been changed from: 
99 West Bethune 
to: 
806 New Center Bldg. 
Detroit 2 


Please change all 


if Wee OSE Mae ie OP SN Se ee | a ee. es 


| next 
| 


records to) 
show this new address. The phone | 


aumber remains TRinity 2-7211. Crosley Broadcasting Corp. survey finds | International Paper Co. launches an in-|What They’re Saying 


a $1,000,000 advertising campaign in the 
11 months in the Los Angeles 
BHO secercncrestiness Page 41 


| Leek offers a new merchandising service 
| for supermarkets in which individual 
retailers and chains may sign up on a 
monthly basis to receive quantities of 
eight-page tabloid circulars, which will 
include tie-in material with national 
ads carried by Look. .........0....00...0 Page 42 


| 


color tv commercials more than treble 
the impact of b&w ads ................ Page 50 


Sid Stone revives his battle against pro- 
ducers Mark Goodson and William Tod- 
man for allegedly lifting the idea for 
“The Price Is Right’”’ from him by ask- 
ing the New York supreme _ court 
to permit him to file an amended 
complaint to cover breach of con- 
re ee See Page 54 


Peter W. Allport is elected exec vp of 
the Assn. of National Advertisers, a 
new post Page 56 


Leo Burnett Co. of Canada initiates a 
new training program whereby prom- 
ising young college graduates will be 
sent to Burnett headquarters in Chica- 
go for a training period of between two 
and three years, prior to being posted 
in Burnett offices in Toronto or Mont- 
real 


Bell Telephone System introduces its new 
National Yellow Pages Service, which 
allows advertisers to buy space in more 
than 4,000 system directories under a 
one-contract, single-billing arrange- 
ment Page 64 


National Industrial Conference Board sur- 
vey reports that nearly one-third of 
the total U.S. population is clustered 


within boundaries of the nation’s 15|\Information for Advertisers 
major metropolitan areas ............ Page 68 | Learning from the Retail Ad 


Lee H. Bristol, head of Bristol-Myers and | opityaries 
of the Advertising Council, outlines a|\ gy the Merchandising Front ... 
new ad council campaign to start 4 | peeled Eye Dept. 
“new vogue for verity and custom for Photographic Review 


mittee with these details about Dr. 
Welch’s income from M.D. Publi- 
cations Inc.: 


advertisers in the 1953-60 period 
were $309,898, less $44,317 in dis- 
counts. Dr. Welch’s share, at 744%, 
was $20,294.43. 


$685,760, less $339,164 in costs and 
overhead. Dr. Welch’s share, at 
50%, was $173,293.02. 


| Administration’s antibiotics divi-|p, arti-Ibenez also submitted 


sion, was fired today after the medical statements saying that his 
Kefauver drug industry investiga~| peaith might be permanently dam- 


tion uncovered evidence that his ‘aged if he were forced to testify. 
editorial services for commercial | 


publications in the medical field | ., 


An official of the general ac- 
unting office, Francis N. Engel- 


, stad, told the Kefauver committee 
In announcing that Dr. Welch)}i, examination of financial re- 


had been asked to resign, Secre- cords provided by M.D. Publica- 
tary of Health-Education-Welfare tions showed that Dr. Welch had 


Dr.| been compensated under a formu- 
‘la which assured him a fixed 
percentage of revenue from all 
advertising, 
|/pages purchased by drug compa- 
inies in Antibiotics & Chemo- 
|therapy and Antibiotic Medicine 
|& Clinical Therapy, two journals 
he edits for the company. Mr. 
Engelstad reported that Dr. Welch 
was also in partnership with Dr. 
Marti-Ibenez in Medical Encyclo- 
pedia Inc., and that they attempted 
| jointly to start a British edition of 
| Antibiotic. 
Therapy. 


reprints and extra 


Medicine & Clinical 


# The formula for compensation, 


according to Mr. Engelstad, pro- 
vided that Dr. Welch would get 
74%2% of all advertising revenues 
after commissions; 50% of net in- 
come from sales of reprints and 
25% of the net income from sales 
of extra pages. 


Mr. Engelstad supplied the com- 


Advertising—Total sales to 29 


Reprints—Sales amounted to 


Extra Pages—Sales volume 


amounted to $69,454, less $30,547 
for costs and overhead. Dr. Welch’s 
share, at 25%, was $9,726.91. 


Breakdowns supplied to the 
(Continued on Page 126) 
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6) stein, Wilson & Robinson is thé 


agency. 
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Advertising Age, May 23, 1960 
Manuel President 
of D. P. Brother; 


Detroit, May 19—Kenneth G. 


& Co. advertising agency in 1949, 
after editorial work in radio and 
tv and on the staff of the Detroit 
News, today was named president 
of the agency. He has been sen- 
ior vp in charge of radio and tv. 

Mr. Manuel succeeds D. P. 
Brother, who founded the agency 
in October, 1934, and who now 
becomes board chairman, a new 
position. 

Prior to joining Brother in Sep- 
tember, 1949, as a member of the 
creative staff, Mr. Manuel had 
gained wide recognition as a news 
commentator, writer and produc- 
er with WWJ and WWJ-TV. He 
was a program pioneer in televi- 
sion and created and produced a 
number of popular shows, includ- 


D. P. Brother 


Kenneth Manuel 


ing one of the first important 
education programs, an award 
winner, “Television University.” 

Earlier he had been on the edi- 
torial staff of the News as a re- 
porter, critic and columnist. 

He is a native of Ohio and a 
graduate of the University of 
Michigan. 


s D. P. Brother’s advertising ac- 
counts include Oldsmobile, AC 
spark plug, Guide lamp, Hyatt 
bearings, Saginaw steering gear, 
Harrison radiator, New Departure, 
Rochester products, Brown-Lipe- 
Chapin and Delco—all divisions of 
General. Motors. It also handles 
GM’s Guardian Maintenance serv- 
ice program. 

Brother recently became nation- 
al advertising agency for Holiday 
Inns of America, nationwide mo- 
tel-restaurant system, with head- 
quarters in Memphis. 

The agency, which in 1959 
billed $31,200,000 (AA, Feb. 29), 
has offices in New York and Los 
Angeles, in addition to its head- 
quarters in Detroit. + 


USDA, Apple Growers 
Find ‘Use’ Ads 
Sell More Apples 


WASHINGTON, May 19—Con- 
trolled experiments in 72 super- 
markets in six midwest states have 
convinced the Department of Agri- 
culture that the best way to sell 
apples is to tell housewives how to 
use them. 

A four-week test in cooperation 
with the Washington State Apple 
Commission showed sales of Wash- 


32% higher when the apple use 
theme was used in ads (emphasiz- 


was no advertising. 


aa run. 


Brother Chairman 


Manuel, who joined D. P. Brother 


ington-grown apples per store were | 


the importance of apples to health. 
The “health” ads resulted in sales|tivities, billings through the new 
21% higher than when no ads were 


Visit a Comfort-Conditioned Home! 
Now's the time to invest in a new home! For the finest 
your money can buy...see the leading builder in your area: 


You may win this 


Cruiser or Corvette! 


1 


—_— 


biBERGLAS 


CONTEST—In this spread in the May 30 Life, Owens-Corning Fiber- 

glas Corp. will encourage home buyers to visit the model homes of 

builders enrolled in the company’s builder-aid program. The ad 

features a contest with entry blanks available only at the model 
homes. McCann-Erickson is the agency. 
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Private Brands Growing, 
Says Nolen; Larrick 
Warns of Ad Control 


May 17—The opening .session of 
the 79th annual meeting of the 
Proprietary Assn. was told by one 
speaker to expect doubled adver- 
|tising expenditures in the next 


| decade, and warned by a second 


against continued excessive thera- 
peutic claims, 
vitamin 
fields. 
Ever increasing interest by gov- 
ernment in the ways of business, 
and the product research and de- 


especially 
and weight 


eral speakers as more than 500 
day meeting here. 


McKesson & Robbins, forecast a 
happy future for the proprietary 
field, but added: “I don’t think 
that proprietary sales are going 
up twice, but your advertising ex- 
|penditures I’m sure are going up 
twice.” 

The drug business is headed for 


Dad's Root Beer 
Names Fisher to 
Succeed Bozell 


ceeding Bozell & Jacobs. 


drinks, 


| drink. 


|tion of some of its advertising ac- 


agency will be higher. 


WHITE SULPHUR SPRINGS, W. VA., 


Changes in Drug Selling Mean More 
Advertising, Proprietary Assn. Told 


bigness, and while the number of 
stores may remain constant, or 
actually decline slightly, average 
sales volume will rise from about 
(Continued on Page 52) 


Two Task Force 
Agencies to Be 
Named in California 


in the 
reducing 


velopment problems of smaller 
companies, were stressed by sev- 


makers and marketers of home 
remedies convened for their three 


# Herman C. Nolen, president of 


Cuicaco, May 19—Dad’s Root 
Beer Co. has named M. M. Fisher 
Associates as its new agency, suc- 


Fisher, which won the account in 
final competition with two other 
agencies (AA, May 16), will han- 
dle the company’s line of soft 
including root beer and 
Flip, a lemon-lime-grapefruit 


Dad’s reportedly spends about 
| $350,000 annually on advertising, 
although only about $20,000 to 
ing use of the fruit in salads, pies | $25,000 of that was placed through 
and other dishes) than when there | Bozell & Jacobs last year. 
G. E. Kopald, national advertis- 
The “use” theme ads did better|ing and public relations director of 
than a second campaign stressing |Dad’s, said that due to consolida- 


San Francisco, May 20—Two 
California agencies will be named 
next week as task forces to plan, 
develop and carry out civic adver- 
tising campaigns on behalf of traf- 
fic safety and education. 

Appointment of the agencies will 
be made by a steering committee 
headed by Dick Ryan, president 
of the Advertising Assn. of the 
West, which has reviewed ques- 
tionnaires sent to some 22 of the 
state’s top agencies asking advice 
on “how advertising can help pro- 
mote the public interest and econ- 
omy of California.” 

The action stems from a meeting 
of Gov. Edmund G. Brown with 
representatives of all phases of 
advertising, to see what could be 
;}done not only to stem the tide of 
| government criticism of advertis- 
|ing but, in the words of Charles W. 
Collier, exec vp of the AAW, “to 
determine how we in the business 
could make a sound contribution to 
expanded public knowledge of 
some of the major civic issues 
which face the state” (AA, April 
4). 

“The steering committee which 
was appointed following a later 
meeting at which state department 
heads outlined their problems,” 
Mr. Collier said, “received a 60% 
return of the questionnaires and 
offers of services from all agencies 
which were contacted.” 


# In addition to the two task for- 
ces, which will develop campaigns 
on the two major subjects which 
the steering, committee decided to 
tackle first, two representatives of 
advertising will be named to serve 
as liaison with the office of the 
California state consumer council. 

“The agencies selected to handle 
|campaigns on traffic safety and on 
education,” Mr. Collier told AA, 
“will coordinate their efforts with 
national programs in these two 
areas, and it is hoped that the end 
result will be patterned somewhat 


Film Folk Leaving 


Tape Commercial Field 


Union Problems, 
Dominance of Networks 
Called Key Factors 


New Yorx, May 19—The $5,- 
000,000 ty tape commercial field 
has proved a most unfertile one 
for independent film producers. 

Elliot, Unger & Elliot, the last 
of the New York film producers 
who has also been active in taping 
commercials, has suspended tape 
operations to concentrate on film. 

There have been reports that 


MRCA VP Expounds 
Helpful Marketing . 
Theorem: P=(1/bs)? 


Los ANGELES, May 18—Did you 
know that: 

“The profits of. competitors at 
competitive equilibrium are pro- 
portional to the cube of the recip- 
rocal of brand switching’’? 

Or that: 

“At competitive equilibrium, the 
promotional outlay of competitors 
is proportional to the manufac- 
turing margins, proportional to in- 
dustrial volume and inversely pro- 
portional to the number of com- 
petitors”? 


s The foregoing “business theo- 
rems” were given as examples of 
how higher mathematics can aid 
marketers. They were described 
by Benjamin F. Butler, exec vp of 
Market Research Corp. of Amer- 
ica, New York, at a meeting of the 
Southern California chapter of the 
American Marketing Assn. tonight. 

MRCA has developed about 20 
such “business laws,” Mr. Butler 
reported. “The springboard for de- 
veloping these laws was the con- 
cept of competitive equilibrium,” 
which he described as a _ state 
“when a set of competing business 
firms have adjusted their opera- 
tions in relation to each other and 
to the total market, so that the de- 
parture of any firm from its posi- 
tion will reduce its profits.” 


s “By studying equilibrium condi- 
tions we can learn a great deal 
about business competition,” Mr. 
Butler said. “In doing so, however, 
it is doubtful that you and your 
competitors will ever attain a state 
of competitive equilibrium. As a 
hard-hitting competitor, you prob- 
ably would not strive to obtain 
equilibrium, but rather would at- 
tempt to keep your competition off 
balance.” 

The leading functions of business 
theorems, he said, are to establish 
what is feasible and to determine 
what factors are important. 

The theorems, he said, “are not 
determined through statistics or by 
observation; they are derived 
mathematically from simple defi- 
nitions and assumptions. Business 
theorems can be derived, just as 
the laws of gravity and ballistics 
were derived. 

“Business theorems afford a new 
way to approach research into 
business operations,” Mr. Butler 
explained, “not only in business 
strategy, but in business logistics 
as well.” # 


Dad’s formerly did some of its 
advertising direct, through Mark 


after the successful Advertising 
Council efforts.” # 


Evans Named Creative Head 


A The study, conducted by the de-| 

: partment’s agricultural marketing | Martin, who has handled the ac- 
service, also measures changes in|count at several agencies and who 
sales of other fruits during the ap- | left Bozell & Jacobs a few months 


ple promotion periods. + 


|ago to enter the sales field. + 


| William G. Evans has been ap- 
pointed creative director of Zim- 
mer-McClaskey-Frank, Richmond, 


copywriter. 


Platta Named Treasurer 


Klau-Van Pietersom-Dunlap, 


| Milwaukee, has named Albert J. 
|Platta treasurer. Mr. Platta, who 
will continue as secretary, succeeds 
A. R. McGinnis, board chairman, 


‘who has resigned to concentrate 
|on management planning and ad- 
|ministration. Ray L. Pierson, who 
Va. Mr. Evans was formerly a joined KVPD last March, succeeds | 


Mr. Platta as controller. 


= (2 & eRe 


Videotape Productions of New 
York, a tape-only independent, is 
going out of business, but Howard 
S. Meighan, head of the company, 
said there is absolutely no truth 
to these rumors. 

A goodly share of the important 
tape assignments for national and 
regional products seems to be going 
to CBS and NBC, both of which 
are competing for this kind of 
business. ABC will provide com 
mercial tape service for sponsors 
upon request, but this network has 
not set up a special unit to solicit 
business. 

Besides the CBS tape unit, 
NBC’s Telesales and Videotape 
Productions, NTA Telestudios is 
still vying for taped commercials 
business in the New York area. 


® Elliot, Unger & Elliot, a division 
of Screen Gems, suspended tape 
commercials operations after about 
two years of testing because of 
(1) inadequate space, (2) union 
difficulties, (3) the tendency of 
agencies to write film-style rather 
than tape-style commercials for 
the most part and (4) the diffi- 
culty of meeting network competi- 
tion. Tape represented only a slight 
percentage of Elliot, Unger’s out- 
put. Industry sources say CBS is 
probably the leading tape com- 
mercial producer in New York. 
Industry sources indicate that 
No. 2 and No. 4 are the key points 
in the Elliot, Unger decision. The 
crews which regularly work for 
the film producers are skilled in 
film techniques, but they are nov- 
ices when it comes to tape tech- 
niques and equipment. The cam- 
eramen in the film’ producers’ 
studios are represented by the 
International Alliance of Theatri- 
cal & Stage Employes. There are 
experienced tape technicians 
available, but they belong to other 
unions, representing tv employes, 
and cannot be brought into film 
(Continued on Page 128) 


D-F-S Digs in, 
Holds Line on 
the Army Account 


WASHINGTON, May 18—Dancer- 
Fitzgerald-Sample, New York, 
emerged triumphant today from 
another of the periodic competi- 
tions for the Army recruiting ac- 
count. 

A recommendation that D-F-S 
remain on the job had been sub- 
mitted following presentations by 
competing agencies more than six 
weeks ago, but the final decision 
rested with the Secretary of the 
Army. 

The account involves about $1,- 
000,000 and includes recruiting for 
the Army, the Army Reserve and 
the ROTC. D-F-S obtained it in 
competition in October, 1952, and 
successfully survived two _ sub- 
sequent competitions. 

Under Defense Department pol- 
icy the account is for one year, 
effective July 1, plus two annual 
options. Announcement of the 
competition was made in January. 
Seven agencies, including D-F-S, 
participated. # 


Leisure Homes Names Agency 

Leisure Homes Inc., Alameda, 
Cal., maker of pre-cut, do-it-your- 
self vacation homes, has named 
Allen, de St. Maurice & Spitz, San 
Francisco, to handle its advertis- 
ing. 


L&N Gets Colgate’s Driacol 


Colgate-Palmolive Co., New 
York, has appointed Lennen & 
Newell to handle advertising for a 
|new product, Driacoi cold tablets. 
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Plowe Is President, Grant Still Chairman 
of Grant Advertising; Seven Others Move Up 


Cuicaco, May 20—Elliott Plowe, | 


and head creative director for all 


senior vp in the New York office | offices; Robert C. Mack, director 
of Grant Advertising, has been of tv and radio in Detroit, promot- 
promoted to president of the agen- | ed to vp and national director of tv 


cy, succeeding Will C. Grant, who} 
continues as board chairman and | 


chief executive officer. 

The agency also announced the 
promotions of seven key execu- 
tives, and the moving of its U.S. 
headquarters from Chicago to New 
York. Grant’s worldwide head- 
quarters will remain here, as will 
Mr. Grant. Mr. Plowe’s promotion 
and the move to New York were 
reported earlier this month by 
ADVERTISING AcE (AA, May 2, 16). 

The seven men who have been 
promoted, and their old and new 
titles, include Christopher Cross, 
vp and administrative assistant to 
the president, promoted to senior 
administrative vp in Chicago; Fred- 
erick A. Peck, creative director of 
the Detroit office, advanced to vp 


and radio with headquarters in 
New York. 

Also, Leonard J. Kotowski, copy 
chief in Detroit, moved up to vp 
and copy chief of all U.S. offices; 
Wallace J. Gordon, assistant copy 
chief in Detroit, advanced to as- 
sistant national copy chief in New 
York; Myers B. Cather, vp and 
manager of the Detroit office, pro- 
moted to vp and account super- 
visor, New York, and Bruce W. 
Yount, controller, Detroit, boosted 
to internal office manager in New 
York. 


s Messrs. Peck, Mack, Kotowski, 
Gordon, Cather and Yount cur- 
rently are stationed in Detroit and 
all will move to New York as soon 
as their work is completed there, 


— 


Will Grant 


Elliott Plowe 


the agency said. Grant announced 
last week that it was reducing its 
Detroit staff from 90 to about 20 
persons (AA, May 16). 

Mr. Grant told AA that he will 
stay just as active in agency af- 
fairs as he did in the past when 
he was both president and board 
chairman. “I intend to spend more 
time on corporate affairs and 
less time with creative functions,” 
Mr. Grant said. 

The agency founder praised Mr. 
Plowe for his “excellent leader- 
ship” at the agency, and added 


where things are happening to keep 
business good...and make it better! 


Already open half- 
Tacoma, the new $35 million Tacoma- 
Seattle-Everett Freeway makes it 
easier for shoppers to reach downtown 
Tacoma. It’s another tangible example 
of what the market figures say: things 
are happening in Tacoma, to keep busi- 
ness good .. . and make it even better. 


way through 


So, when you’re planning a promotion 
—think twice about Tacoma. First, as 
a separate metropolitan area, vital to 
the total economy of the Puget Sound 
Circle. Second, as a market which can 
not be covered by any outside news- 
papers. Proof? Ask the man from 
Sawyer-Ferguson-Walker Company. 


The TACOMA NEWS TRIBUNE now delivering more than 85,000 daily 
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Mr. Plowe was “the best man I 


were being shifted to New York 
because New York offers far more 
creative facilities. He added that 
the agency hopes to strengthen its 
client roster in the New York 
area with the move. 


# In discussing the loss of the 
Dodge car account earlier this 
year (AA, March 21), with billings 
ranging between $14,000,000 and 
$17,000,000, Mr. Grant pointed out 
that the agency’s nine U.S. of- 
fices have added 23 new accounts 
since Jan. 1, with total billings of 
$5,700,000. 

Mr. Grant also told AA that the 
agency has acquired 12 other new 
accounts, billing an additional $3,- 
500,000, but said he could not name 
them yet. He predicted that the 
agency would recover all of its 
billing losses from Dodge by Oct. 1. 

Following are the 23 accounts 
which the agency has acquired 
this year: Nicholas of America 
Ltd. Landmaster Inc., Sutherland 
division of KVP Sutherland Paper 
|Co., Micro-Lube Sales, Autolite- 
|Carter-Holley, California Pretzel 
|Co., Western Backing Co., Com- 


mercial Coatings Corp., Brother 
|International Corp., Delka Re- 
|search Corp., Duvernoy Baking, 


Industrial Bank of Commerce, Jap- 
anese Export Trade Recovery Or- 
ganization (JETRO), Mitsibishi 
|Co. (Kirin beer), Landers, Frary 
|& Clark, Long Island Rail Road, 
Meier & Frank Co., Penick & Ford 
Ltd., Almaden Vineyards (p.r. ac- 
count, Grant has the advertising), 
Dialaphone Co., Code-a-Phone 
\Inc., Roffe Mfg. Co., and Wiener 
| Wagons Inc. 

| In addition to Dodge billings, 
however, Grant also will have to 
replace more than $2,000,000 in 
billings of four other accounts 
| which have left the agency since 
Jan. 1. These include Old Milwau- 
kee beer ($1,500,000); Trifari, 
Krussman & Fishel ($300,000); 
Mutual Benefit Life Insurance Co. 
($250,000), and Firth Carpet Co. 
($250,000). 


s Elliott Plowe, 46, who just joined 
the Grant agency last Feb. 1, be- 
comes the first president in the 
|agency’s 25-year history, other 
|than Mr. Grant. Mr. Plowe began 
|his business career in 1936 when 
|he joined H. J. Heinz Co.’s adver- 
tising department. 

| He resigned as Heinz’ 


adver- 


Mr. Grant said U.S. headquarters | 
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|tising manager in 1950 to join 
have come across in a long time.” | 


|Peter Paul Inc., candy manufac- 
turer, as director of advertising. 
Mr. Plowe left Peter Paul in 1954 
to join Batten, Barton, Durstine 
& Osborn as a vp, and remained 
with BBDO until he joined Grant. 

A graduate of Michigan State 
College, Mr. Plowe has traveled in 
social register circles. He is mar- 
ried to the former Maria Feliza 
Pablos of Mexico City, who was 
Cornelius Vanderbilt’s fourth wife. 
He served in the U. S. Navy for six 
years, from 1940 to 1946, coming 
out as a lieutenant commander. 

While at BBDO, Mr. Plowe head- 
ed up the Penick & Ford account, 
which followed him to Grant. He 
also was supervisor on Hit Parade 
cigarets and Ocean Spray Cran- 
berries Inc. Friends describe him 
as a “good, handsome-looking, 
clean-cut account man, who gets 
along well with clients—a man in 
a gray flannel suit.” 


# Mr. Grant, 53, was born in Dal- 
las and attended Southern Meth- 
|odist University and the law school 
at the University of Texas. He 
| worked for R. R. Donnelley & 
| Sons, Chicago, before forming his 
| own agency in Dallas in 1935. 

| Mr. Grant opened a Chicago of- 
| fice in 1937, and in 1949 opened a 
branch office in New York. The 
| agency currently maintains 31 for- 
|eign offices throughout the world, 
|in addition to its nine US. offices. 


| 
|Ackerman to Hinde & Dauch 

| Robert D. Ackerman has joined 
| West Virginia Paper Co.’s Hinde & 
Dauch division, Sandusky, O., as 
advertising and public relations 
|manager. Mr. Ackerman was for- 
merly on the advertising staff of 
Timken Roller Bearing Co., Can- 
ton, O. 


‘Business Week’ Names D&C 

Business Week has appointed 
Donahue & Coe, New York, to 
handle its $350,000 advertising ac- 
count. The account had been unas- 
signed since Jan. 1, when the pub- 
lication left Needham, Louis & 
Brorby. 


Sherry Joins Doyle Dane 

Doyle Dane Bernbach has ap- 
pointed Edward Sherry creative 
director of its Los Angeles office. 
| Mr. Sherry formerly was a creative 
|consultant for New York and Chi- 
| cago agencies. 


250,000 + NET PAID CIRCULATION 
2,000,000 + MULTIPLE READERSHIP 


WITHIN THE 


$10,523,000,000 
MILITARY CONSUMER MARKET 


Essentially universal coverage of the essential $10.5 
billion military consumer market—the world-spanning 
TIMES Service Weeklies deliver it with single-rate 
efficiency end top peid-cicuiati 

gigantic market should not be neglected. Sell it, now. 
WRITE FOR COPIES, RATES, MARKET INFORMATION 
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U. S. OFFICES: BOSTON, CHARLESTON, SC. CHICAGO, DALLAS, DETROIT, HONOLULU, LOS ANGELES, MiAM! NEW YORK 
| PHILADELPHIA, SAN ANTONIO, SAN FRANCISCO FOREIGN OFFICES: FRANKFURT LONDON, PARIS ROME TOKYO 


i a - ins = ; ue, ae i ag ; Ti ae eee: 3A pce oy i jet: i eer ae eee Nae ; eae x 3 on i et a a ‘ : ee eg a * 
/ og ue = é ; a Aer : eee - ae: liye = ee pos et ne aa ee oar a ne paee Te Re ett Ye pag Ss ae eas at Be F ee oe 7 igs aa 
ec ok ie as err ee ie see : ee ee me, he oo ae ta ee ae 2 re E 
ae : i ae 
ieeraee ais ities 
sake ae 
tg | me 
ae ee on 
a in 
~~... — 
BERR = 
ae .\ 7 beth? 
Kole: PF a owl 
a” a 
Aas ! 
Sade? 
C a a, 
a a ie 
; Bhs: 
ae aes 
be Se | 
=o a : a § 
sf i — = ae ——EO tia Je: _ 
: + 5 a _ om ee Buy gBbie is fl 
P ye Ee _ pt oe aaa pet SNE yeaa i) 
is y is eos FS Se 
: ce hoy * Ps - ae is Be : si - " oe. * < 
reo i & pt = oF : p e . P , ile .* * a % ' : ieee 
ae E ii? e —  : 2 — oe ag 
2 Y/ ai _ ae Ree 1 eres oad aie 
ty. /) A a eee ge. ‘ ak : ae Be ade an 
is eter) Lo Eee Re pet Oia y me ce So ty nee i d enw 
te Lj) ‘4 ee (2a Rae Pe ee. ee Fey aie Me og eral a aes ee 
” L » at 3 aes: q % . ia ae " ar * ho? 
nD W “A hal tr MEN ROY e ae fe tae cs 
fy Fo a if 
Bae. ; 3 sgh et ‘ = ick: 5 be, oe a Z 
ees 7 sea ea a ae ¥ 3 : Z hs MAG k 3 Raa ; “4 + 5 eer is 
end 5 Be Miele he Se Uae 2a: felae aay estat Minetiar waae eae RS—ied ee . or “A e sts 
hes ee ORS Se ee Maes " . oes < ee eased 
Bie ee isch ets <f ; an 
at aM ai - ae e. \ eres 
ee os yk ee 2s ae —" 2 ; . e; . vis 
Pate P oe eh Pees —. e i By Me” ie oi i hehe Sig 
ot me ‘tee: ike —_ — — a Bet se ak ne sand 
si * — = be : ee os | Ae or 
eee k _- _— a eee ee ake 
SES { ee a eS) ae ee ue : t pie 
ee 7 a + . a ; * 4 ree. & \ igs 
ae = mn iz ‘% ere aoe IER Be fi ' See 
ee _ ics i ~ Pie ee ha | . SER 2. é ee 
Bee) Re 3 > ~ we: 
: Alb ie ie : — ; ; : 
we ¥ Bo * ; " = ‘ — > 
, Ee oe eg e ee” 
or catia a ig. Be ie, a8 Figs . : : . Foe y 
; i i le aS Teas a sl fie ms : | 
i Soe ey rod as amie be eee - = Bu * + 
i. ie Brat ae ' —_— Oe . ee es THE “BIG THREE” T | Mi ls S SERVICE WEEKLIES 5 
Be ere ‘ee aia oe 
~ Tagg ye wt ete } acl es ; 1 ea 3 i og a vag fal 
Hi ee ae ae Fy 3 ng 4 
cht § Mem: os ipo H Ja. ON =o - 
a Ph Re eee & er we om ; B.. 33) SP 
: FS ape ce r fee: Rae VAY ‘ , — cee 
a ge pew. i awe a oo 2 dpi i - To bs \ ear es 
poe eee aN, age” gle a og . SN eae PEE JN 44| | (Faas sie 
nie And Say : oy ae Fae ‘ ; — — Ee } HN ~ soar mss] Beck 
noe, F ib cobs ate aie ca a % @ . < fe é , 
ae ei See ahs . ee ei ; ~. L Way], “e RY, ew ; = Ai sce 
se Sy hee ay oka ae TA “isd ee: p S : Beg 
a ge ie {oo " | - ZA ca} UR LE ) ee 
ae: ant Page i ie . ea ib), | YR? Lod sce, hy) a 
a  £acoma_ an re ale - 
Si, ee Pea 
pea | west 
a ee 
_ | hi 
: | lee 
: ore 
Aue Force" _— 
q ARMY Times 
= —=_s 
wavy ee | 
aaa Be 
| este al 
: ARMY TIMES PUBLISHING CO. 
_—_<$$_ 
2020 M STREET. NW. - WASHINGTON 6G. D. % 
‘eae ears: anaes Sess eh “ee Tei Oe Beane ae a A is a : : 


ae ee nie Te 5 Go, ae ae 


i i 
<— a 


Ps 


ye 


food sales 


Ex ntl ’ wy Hi «ik Com 


os ee at Von’s... 


Let Mr. T.A.Von Der Ahe, President of Von’s Grocery Company, 
give you just one example of what happens in food stores from 
coast to coast when products are advertised in THIS WEEK 
Magazine —the biggest thing in print: 

<6 E effectiveness of THIS WEEK as an instrumentality for pre-selling ~ 
Tons is something we at Von’s have noted for many years. We are 


aware of the impact of THIS WEEK and its continuing influence week 
after week in the movement of goods through our stores.” 


T. A. VON DER AHE 


T. A. VON DER AHE 
President, 
Von’s Grocery Company, Los Angeles, Calif. 
(operating Von's and Shopping Bag Markets) 
67 stores. $190,000,000 annual volume. 


Week “” * 


4. 
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GREar NEWSPapers 


To move goods fastest... 


Buy The Big One 


CIRCULATION MORE THAN 


13,000,000 
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Business Needs 
G-2 Researcher, 
Harper Asserts 


McCann Head Tells New 
Management Function in 
Receiving Parlin Award 


PHILADELPHIA, May 17—Devel- 
opment of a new business profes- 
sion to help management shape 
strategy and policy was urged to- 
night by Marion Harper Jr., presi- 
dent and chairman of McCann- 
Erickson. 

Mr. Harper made this sugges- 
tion in delivering the 16th annual 
Parlin memorial lecture before the 


Philadelphia chapter of the Amer- | 
ican Marketing Assn. Prior to that | 


| to receive it. 


c 
er. 


son of the late 


His citation read: “There is 
probably no one in marketing who 
has so effectively advocated the 


close relationship between crea- 


tive advertising and marketing 
research as a key to successful 
ommunication with the consum- 


” 


s Mr. Harper called for the crea- 
tion of a specialized curriculum to 
relieve the “glaring shortage of 
well rounded professionals trained 
to relate the various social sci- 
ences to the problems of  busi- 
ness.” 

To start this project, Mr. Harp- 
er told the marketers, McCann- 
Erickson will give $50,000 to an 
unnamed university to establish a 
program of studies leading to a 
graduate degree in research. 

In citing the need for the devel- 


he had received the Charles Cool-|opment of new and highly skilled 


idge Parlin Memorial Award, the 
first advertising agency executive 


Good salesmen love to sell. Especially when you back them up with 
the shelf-clearing power of Spot Radio, through the Blair Group 


Plan. 


Total Reach, 142,592,300—Over 40 radio stations in major 
markets are represented by Blair, the most important group of 
stations and markets served by one representative firm. Devel- 
oped in cooperation with these stations, the Blair Group Plan cov- 
ers 80.35 % of the national market — or any parts of it you select. 

Pick Your Markets—The Blair Group Plan is NOT a network, 
although in spot on Blair Stations alone, advertisers invest far 
more dollars than on the largest radio network. You allocate 
dollars market-by-market, achieving close control with complete 
flexibility. Plus exclusive merchandising advantages that excite 


| professionals, whose title might be 
;comparable to that of a director 


the trade, and inspire your sales force. 


A Plan for You—About results: ask Dash, or Marlboro, or 
M-G-M, or Mennen, or Odorono, or Parker Games, or Philip 
Morris, or Scot Tissue or Tanfastic, or United Artists, or the Tea 
Council of the U. S. A. Better still, ask your nearest John Blair 
office about a Blair Group Plan tailored to your specific objectives. 


‘ 
0) and Company 


National Representative of Major Radio Stations 


. 


Bie Ran eg ikiers Sage oe 
ets Co 


7 ao 7 Be Pomme 


Presentation was | 
| made by Charles C. Parlin, a New 
York attorney, 
| Charles Coolidge Parlin. 


of intelligence services, Mr. Harp- 


| er said: 


“We can never have all the 
facts to cover all contingencies in 
a forecast. A decision to act or not 
to act must always be partly ra- 
tional and partly visceral.” 

He added, however, that “man- 
agement decision-making is _ be- 
coming an increasingly complex 
process, with a multiplication of 
both knowns and unknowns.” 


® One of the major complications 
involved, he said, is the growing 
need for 
successful decision makers will be 
those who can best process, inter- 
pret, and put facts to use, he said. 

“Production of the sheer mass 
of information will increase at a 
far higher rate than our gross 
national product or any other pro- 
duction growth,” he said. “The 
key question is how well will we 
put this mass of raw information 
to use?” 

He warned that management 


needs protection from the special- | 
ist in seeking to solve this prob-| 


up 


information. The most * 


Steamed 


by 


the Blair 


Group 
Plan 


/ Blair Stations Sell 


—and these are the BLAIR STATIONS: 


WO Ts ccs ccwens WABC 
| WLS 
Los Angeles........ KFWB 
Philadelphia........ WFIL 
ee WXYZ 
I was vencanktes WHDH 
San Francisco....... KGO 
Pittsburgh.......... Wwwsw 
ree KXOK 
Washington......... wwoc 
Cleveland.......... WHK 
Baltimore.......... WFBR 
Dallas-Ft. Worth..... KLIF- 
KFJZ 
Minneapolis-St. Paul. WOGY 
rr KILT 
Seattle-Tacoma... .. KING 
Providence......... WPRO 
Cincinnati.......... wcPo 
Ps was cabanas WQAM 
Kansas City......... WHB 
New Orleans........ wosuU 
Portland, Ore........ KGW 
NG 6060 6oncngte KTLN 
eee WAKY 


Norfolk-Portsmouth- 


Newport News........ WGH 
Indianapolis............ WwiBc 
| WBNS 
San Antonio............ KTSA 
RE WBBF 


Tampa-St. Petersburg.... WFLA 
Albany-Schenectady-Troy. WTRY 


SSS wMc 
ee KOY 
MEK gce coats Cxeeeed wow 
Jacksonville. ............ WMBR 
Oklahoma City.......... KOMA 
RR WNDR 
ne, TOTO. WSM 
Ee a WNOX 
Wheeling-Steubenville.... WWVA 
RE ARS Pe KRMG 
Pere KFRE 
MK gh 5 ¢-<cexsndoncee KFH 
Shreveport.............. KEEL 
GR kis soacaueenes WwDBO 
Binghamton. ............ WNBF 
EC: WSLS 
DN 65.6: 5cKaxsecicnn KFYR 


COMMUNICATOR—Marion Harper Jr. (left) receives the Parlin award 
from Charles C. Parlin. 


Advertising Age, May 23, 1960 


lem. The research specialist car. 
be trusted in his judgment only 
part of the way, he said. 

Mr. Harper also cautioned that 
| much research today is conducted 
/on a “crisis” basis, usually to re- 
| verse a declining curve or to cor- 
rect a negative development. 

“It is feasible, however, to con- 
duct studies, especially in mar- 
keting, on much the same basis 
as research in a laboratory or de- 
velopment center,” he added. 


= Mr. Harper suggested that the 
training program for “intelligence 
executives” might include courses 
in survey techniques, statistics, 
econometrics, protective psycho- 
logical research, the theory and 
practice of experimentation and 
operations research, computing- 
machine techniques, analysis of 
administrative data, library tech- 
nique and the design and man- 
agement of research. + 


Michigan Advertising Bill Dies 

A bill limiting state agencies’ 
regulatory power over professional 
or trade group advertising has 
been vetoed by Michigan’s Acting 
Gov. John B. Swainson. Gov. G. 
Mennen Williams was absent from 
the state. The bill restricted state 
agencies’ power over advertising to 
prohibiting only fraudulent or un- 
true advertising. 

Backed by the Michigan Press 
Assn. and the Michigan Retailers 
Assn., the bill had passed the 
legislature with both Republican 
and Democratic support. Chief ar- 
gument for it had been that free- 
dom of the press was to a degree 
impaired under the existing law. 
Agencies dealing with the medi- 
cal and dental profession, corpora- 
tions and securities and the liquor 
industry would not have been af- 
fected in their regulatory authority 
over advertising had the bill be- 
come law. 


Mason, Borg, Baumohl to ChW 
Kenneth Mason has joined Cun- 
ningham & Walsh, Chicago, as 
account supervisor on Sara Lee 
Kitchens and a 
Dan Borg and 
Rudy Baumohl 
have joined the 
agency’s New 
York office as 
media buyers. 
Mr. Mason 
was formerly 
creative direc- 
tor of Kenyon & 
Eckhardt, Los 
Angeles, and 
before that he 
was vp, account 
supervisor and assistant to the 
chairman of Earle Ludgin & Co., 
Chicago. Mr. Borg was formerly 
with Grey Advertising Agency; Mr. 
Baumohl was previously with Len- 
nen & Newell. 


Kenneth Mason 
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How many times 
do you 
tell yourself? 


I BEFORE E EXCEPT AFTER C. I BEFORE 
E EXCEPT AFTER @& BEFORE E EXCEPT 
AFTER C. I BEBE EXCEPT AFTER C. 
I BEFORE E EXC CR C. I BEFORE 
SE EXCEPT AFTRA —/ecCORE E EXCEPT 
AFTER C. 1 5a ‘XCEPT AFTER C. 
ai BEFORE E EXC RC. I BEFORE 


a2 EXCh= ms EXCEPT 
BAYTER C. | Mie EPT AFTER C. 
I BEFORE E ERAJMBEAEEC. I BEFORE 
E EXCEPT APT RRO RPORE E EXCEPT 
AFTER C. I QEFOQRE EBCEPT AFTER C. 


I BEFORE E EMZQMMETOIC. I BEFORE 


MBs EXCEPT AFT REDRE E EXCEPT 
AFTER C. I A OQRQR EBPEPT AFTER C. 
i. BEFORE E @RCEPT AFTER. I BEFORE 


It’s true in selling as well as spelling: the more you repeat a message, the lusty 37% more exposure to the average reader than the same ad in the 
more chance it has of sinking in. That’s why frequency is so important to _ other big weekly. = That’s not all. Your Post ad page is seen more times 
advertising men. You #eeieve-receive an added measure of frequency inthe _ by your better prospects... three million more times by readers in larger 
Post at no extra cost. m Check the facts. The new study of media effec- families (3 or more members) ... half a million more times by readers in the 
tiveness, Ad Page Exposure, measures the number of face-to-face con-  $4,000-and-over households that spend two-thirds of all durable and 
tacts your ad page makes. (When a reader turns to page Rt package-goods dollars. # The Saturday Evening Post 
89 — the Dial Soap ad page in this week’s issue — click, pve thangs rainy spells results with a capital “R” because 


one Ad Page Exposure.) # Now, in the Post, your ad READERS TURN AND RETURN TO YOUR AD PAGE 
page gets frequent exposure with a single issue. It gets a IN THE POST... THE HI-FREQUENCY WEEKLY! 


<é. 
= 


THE INFLUENTIALS' MAGAZINE 


Note: Total Ad Page Exposures to the readers of one issue: Post—30,861,000 . . . Life—30,110,000 . . . Look—30,702,000 
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Believability Is ‘Basic Strength’ of 
Advertising, Selling: Lashmet to NSE 


Dowell, Phelps Win 
Sales Exec, Marketing 
Educator of Year Honors 


the buyer—new information, ways 
to economize, ways to protect. 

e “Don’t subject the buyer to dif- 
ficult mental work. What you sell 
should be made clear and simple.” 


He called imitation “a cardinal 
weakness” of too many marketers. 

“Don’t ‘panic-imitate’ competi- 
tion,” Mr. Lashmet said. “Con- 
struct your marketing program 
from your own company strength. 
By stressing your strong points 
you attract the very customers 
who rate such strengths the im- 
portant ones. Also, have the cour- 
age to stick with a good program 
and, at the same time, do not 
fear when others copy you.” 


“Marketing Educator of the Year,” 
a new award. The awards, given 
for contributions toward raising 
“standards of living throughout the 
| free world,” were presented by 

BUFFALO, May 18—National|7: A. Mclinay, NSE president. 
Sales Executives International, | Addressing the congress, Earle 
New York, presented “Salesman | Lashmet, senior vp, Liberty 
of the Year” and “Marketing Edu- | Mutual Insurance Co., Boston, 
cator of the Year” awards and|Urged the sales executives to re- 
heard pleas for more believability | member that “believability Is ad- 
and creativity in advertising and | Vertising's and _ selling’s _ basic 
selling at its 25th annual inter- | Strength. 
national distribution congress here | 
this week. 

Dudley Dowell, chairman of the | 
executive committee of the board | 
of directors and exec vp of the 


® He urged the “fullest use” of 
“pe . po agency media specialists ‘and the 
vertising and selling “don'ts”: media themselves. What is essen- 
e “Don’t overstress the past. Aj|tial here, to make best use of 
product’s or service’s present use-|these specialists, is to open all 


es Mr. Lashmet cited several ad- 


New York Life Insurance Co.,| fulness is what counts. |company doors so they comple- | 
was named “Sales Executive of|e “Don’t be afraid to demonstrate |ment their special knowledge with 
the Year,” and Dr. D. Maynard|how your product solves a prob-| general knowledge of all company 
Phelps, professor of marketing,|lem. Be sure your program is) problems.” 


University of Michigan, was named oriented in terms of rewards for Agency specialists “‘must be al- 


WAVE-IV Gives You 


28.8% MORE HEAVY SMOKERS! 


(and light smokers, too, for that matter!) 


Yes sir, it’s a fact! WAVE-TV gives you 
28.8% more smokers, because it gives you 
28.8% more VIEWERS than any other TV station 
in Kentucky — sign-on to sign-off, every average 
week ! 
How many more sales can you make with 28.8% 
more viewers? 
Ask NBC Spot Sales for all the facts — including 
WAVE-TV’s much lower cost-per-thousand! 


CHANNEL 3 @ MAXIMUM POWER 


RS aaemaatns mos 


LOUISVILLE 
NBC SPOT SALES, National Representatives 


= sv. 


Advertising Age, May 23, 1960 


lowed to familiarize themselves|one and/or (2) get a prospect— 
with a company in order to help| who gave every indication of not 
fortify- its corporate image. Only} buying at all (or as much as he 
by full communication with them| might) to buy, now, from that 
can agency and media people be-|salesman, all the prospect can 
|come a real part of your mer-/jreally use, on the salesman’s legit- 
| chandising team,” he said. |imate terms, to the prospect’s con- 
| “In their turn, the agency peo-/|tinued and complete satisfaction.” 
| ple must appreciate that top man- | Creative selling is important to- 
|agement is receptive to expanding |day, Mr. Wachs said, because in 
la successful marketing program; | today’s highly competitive market, 
is uninterested in further subsi- | “about one-third of all buying de- 
|dizing a mediocre campaign. cisions are either optional or based 
| Therefore,” Mr. Lashmet empha-|0n impulse; they are not predicat- 
\sized, “it is up to these agency | ed on fully expressed needs.” 
people to make the very most of| He added that prospects are 
‘their opportunities in studying|“becoming more and more dis- 
their clients.” ° ‘criminating in their buying deci- 
: |sions” and that most salesmen are 
® William Wachs, management|«being trained in the same tech- 
consultant and adjunct professor niques of ordinary, effective sell- 
|in the management program, Rut-|jng, and are in equal competition 
gers University, New Brunswick,| among themselves for the whole 
|N. J., stressed the need for more | market.” 
| creative selling. The only way to “get the neces- 
He defined this as the thinking | sary edge on this kind of market,” 
| through, studying and finding “an he said, “is by creating a suffi- 
honest way” to (1) “turn into a|cient demand and buying action 
good prospect one who gives every for your products or services.” 
indication of being a very poor 


® Ralph D. Myrick, president, 
Ralph D. Myrick & Associates, 
North Collins, N. Y., charged that 
salesmen “lack an understanding 
that the basis for any sale is a 
customer problem. Apparently 
they fail to realize a buying 
thought—a need, a want, a desire 
to own—can exist only where 
there is a customer problem,” he 
said, “and that if there is no 
problem, there will be no sale.” 
“There is no better passport to 
successful sales management,” Mr. 
| Myrick said, “than through a staff 
of salesmen who have acquired 
the ability to make non-evident 
problems evident to a buyer, to 
generate problems in the minds 
of buyers, and by so doing to 
- |earn the right to suggest [their] 
products or services as acceptable 
solutions for these problems.” 
Effective supervision, he sug- 
| gested, “will substitute the thought 
|of ‘customer problem’ for the 
thought of product as a theme for 
|discussion with his buyer.” 


|@ G. Worthington Hipple, region- 
|al manager, Fedders Corp., Mas- 
|peth, N. Y., called for better sales 
training, and Howard P. Mold, 
exec vp and marketing director, 
|Streater Store Fixtures, Spring 
Park, Minn., said, “You can’t teach 
anyone anything. You can only 
| help people to learn.” 

“If you could get a man who 
could really train your salesmen, 
he should be worth at least $50,- 
000 a year to your company,” Mr. 
Hipple said. “You could take it 
out of advertising or any otherg 
| fund and not even miss it. 

“Don’t give your salesman an 
|incentive with spiffs for doing 
what he is paid for, or a trip to 
Las Vegas, a range, a freezer or a 
|plaque for first place,” he said, 
“Give him a solid education in his 
life’s work, and he’ll be eternal- 
ly grateful.” 

He cited a lack of training as 
/one reason salesmen “let advertis 
|ing down.” One of the “most po 
tent sales weapons in our econ 
omy,” advertising, produces results 
under the most adverse conditions 
he said. “Customers do come in 
and then disaster strikes. Our sales 
men let the advertising down 
They have a penchant for breakin 
the chain when we're almost a 
the finish line.” 


|@ Estimating that 75% to 90% o 
salesmen are selected by methods 
“obsolete 40 years ago,” Mr. Molc 
told the congress that the “only 
effective tool for improving the 
‘ability of salesmen on the job i: 
| ‘sales coaching’.” 

He said a supervisor should (1 
give a salesman “opportunities t 
learn by putting him into situa 
tions where he can experienc 
new activities,” (2) help him dis 
tinguish right from wrong and se 
why and (3) help him see thé 
significance of his experiences. + 
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INTER-OFFICE MEMORANDUM 


Yay 12, 1960 


a SMASHING New Concept 


Dear Hugh: 
How can you possibly get four 
more classes of information into 
your product indexes and plant 
listings? Our DIRECTORY is getting 
pretty big! Will it be so detailed 
that nobody can understand it? I'm 
worried, How complex can radio 
and electronic manufacturing get? 


INTER-OFFICE LETTERS ONLY 
5/12/60 
TO "Classifiers" and Key Punch Staff 


FROM Hueh Keays, IRE DIRECTORY 1961 


SUBJECT Classifying a complex industry 


To improve data for radio and electronic engineers 
we have added four measures of a firm's capability to 
our listings - Size:(1) Employees and (2) dollar volume. 
Experience: (3) Year founded, and (4) number of IE mem- 
bers on staff. 1t can be done by concise "codes." 


DIRECTORY users (60,000) are all IRE Engineer Mem- 
bers. They "think in symbols and mathematical codes." 
But using codes calls for maximum accuracy in classify- 
ing and number punching. Our success depends on your 
skill, which can help us break all records in reader 
usefulness. 


INTER-OFFICE LETTERS ONLY 


5/13/60 
TO Mr. Copp 


FROM Hugh heays 


SUBJECT Codes do the trickt 
Dear Mr. Copp: 
Years ago IRE dropped simple "terminology" 
product indexes as silly for engineers, in 
favor of fundamental classifications "the 
way an engineer thinks." He can find product 
data even if he forgets the product name. By 


using "codes" we can solve the most "complex 


listings" with simple clarity. We match the 
engineer's skill at reference with good clas- r 
sifying and accurate coding. Electronics is Th i 4 t D] R - CTO RY 
a complex industry! But we'll be ready for e 

the June 15th deadline. Even with cross- The Institute of Radio Engineers 
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Rehbock Suit 

Charges Account 

‘Piracy by Pair 
Chechen 


Payroll, Says Complaint 


New York, May 19—Rehbock 
Advertising yesterday filed a $100,- 
000 “piracy” and “conspiracy” suit 
against two of its former vps, Je- 
rome Cooper and Roy Mendelson, 
and their newly formed agency, 
Cooper-Mendelson Advertising. 

The state supreme court suit al- 
leged that Mr. Cooper and Mr. 
Mendelson, who had served as new 
business director and account ex- 
ecutive, respectively, at Rehbock, 
organized their own agency and 
then solicited Rehbock clients with 
the help of Rehbock files and pres- 
entations. These things were done, 
the suit said, without Rehbock’s 
knowledge, and while the defend- 
ant were still employed at Reh- 
bock. 

Rehbock asked $100,000 in dam- 
ages, a permanent injunction 
against further solicitation of Reh- 
bock clients or prospects and the 
recovery of the property in ques- 
tion. 

Filed by Howard N. Beldock, at- 
torney for Rehbock, the suit listed 
four accounts as having “already 
been pirated” from Rehbock. The 
accounts and their gross billings: 
Swaco Products Corp., $1,983 for 
the past four months; Hartman Ma- 
rine Equipment Corp., $14,274 for 
four months; Ocean Pool Supply 
Co., $18,223 for nine months and 
Post Mfg. Co., $9,943 for nine 
months. 

This list, the suit stated, “is a 
partial indication of the damage 
which plaintiff will ultimately suf- 
fer as a result of this conspiracy.” 


s Sigmund Rehbock, president of 
the plaintiff agency, cited a con- 
versation he had with a Rehbock 
client which Mr. Rehbock said he 
learned had been solicited by the 
defendants on May 10, 1960, “two 
days before these defendants gave 
me their notice of their intentions 
to leave.” 

In this conversation, Mr. Reh- 
bock continued, the client ques- 
tioned him on: 

1. “... The financial stability of 
our agency, since both Mr. Men- 
delson and Mr. Cooper had indi- 
cated—in fact had said—that our 
company was bankrupt. They fur- 
ther stated that we were granted 
credit privileges by very few of 
the suppliers with whom we dealt 
and were being forced to pay cash 
with orders for whatever we pur- 
chased.” 

2. “ ...“Inordinately high” costs 
of preparing artwork and advertis- 
ing at Rehbock “because of gross 
mismanagement, and because work 
which was done once and rejected 
was done a second time and both 
were charged for ...’’” 

3. “... The ability of the various 
individuals in our agency to per- 
form the functions for which they 
were hired, such as art director, 
the production manager, the copy- 
writer ...” 


® This and other conversations 
with clients, Mr. Rehbock charged, 
“indicate the extent to which the 
defendants have gone to destroy 
plaintiff’s good will and business, 
in complete violation of their ob- 
ligations to plaintiff, and in utter 
disregard of ordinary business 
practice.” 

With respect to the property in 
question, the suit charges the de- 
fendants “did unlawfully take from 
the plaintiff, withouts its knowl- 
edge, files and records of plain- 


tiff’s contacts with prospective cli- | 
ents, correspondence with clients 
and prospective clients, written 
presentations of advertising pro- 
grams and ideas prepared for cli- | 
ents and prospective clients by | 
plaintiff.” 


in 20 days. The defendants, how- | 
ever, yesterday were “enjoined | 
and stayed from soliciting or at-| 
tempting to solicit” clients and 
prospective clients of Rehbock un- 
til tomorrow, May 20. 

At that time the defendants are 
to show cause why a preliminary 
injunction should not be issued en- 
joining them from _ solicitation | 
“pending the determination of this 
action.” 

Speaking for the defendants, Mr. | 
Mr. Cooper told ADVERTISING AGE 
that the “grievances which Mr. 
Rehbock alleged are completely 
untrue. The contentions he makes 
are ridiculous. The court will prove 
this statement to be true.” # 


ABC-TV Offers New 


Daytime Bonus Plan 


New York, May 20—To boost 
sales on its soon to be expanded 
Monday-through-Friday daytime 
schedule, ABC Television will offer 
advertisers a quarter-hour bonus. 

The summer plan, which match- 
es what NBC has offered for some 
time, will give a bonus of one 
quarter hour to purchasers of 
three afternoon quarter hours 
weekly. 

The fall plan, which starts Oct. 
10, will be on a one-free for four- 
purchased scale. The bonus quar- 
ter hour will be in the 11 a.m. to 
noon (EST) period, which is be- 
ing added to the network’s pro- 
gramming day as of the fall. A 
fall bonus in this period will go 
to advertisers who buy at least 
four quarter hours weekly between 
noon and 4 p.m. 

Edward Bleier, who this week 
was promoted from account execu- 
tive to vp in charge of daytime 
sales, said the incentive bonus 
strategy was planned to meet the 
competition’s summer discount 
rates and to attract fall business 
to the newly programmed mid- 
morning time period. 


The new hour of entertainment 
will be filled with Gale Storm 
re-runs, now aé_e mid-afternoon 
attraction, and a new western soap 
opera, called “Hope Springs.” 

Miss Storm’s old time period 
will be taken over by “Road to 
Reality,” a group psychoanalysis 
series. 


s Kaiser Industries (Young & 
Rubicam) was in the forefront of 
nighttime sponsor news at ABC- 
TV. This company, which has been 
sponsoring the hour “Maverick” 
show on a three weeks out of four 
schedule, will cut back to a weekly 
half hour next autumn. Drackett, 
this season’s co-sponsor on the 
western, will bow out. Coming in 
the fall as participating sponsors 
with a minute each are Armour 
(Feote, Cone & Belding), R. J. 
Reynolds Tobacco Co. (William 
|Esty Co.) and Noxema (Sullivan, 
| Stauffer, Colwell & Bayles). 

| Union Carbide Consumer Prod- 
jucts Co. (Esty) and Block Drug 
|\Co. (Grey Advertising) have 
signed to fill part of the alternate 
|summer hours that are available 
jon the Lawrence Welk show. 
| Dodge will cut back to an every- 
|other-week schedule as of June 
|25, but the new co-sponsor, J. B. 
| Williams Co., will not begin its 
run on the program until Septem- 
ber. # 


Gross Joins William Spitz 
Gordon Gross has joined Spitz 
| Advertising Agency, Syracuse, as 
|creative director. Mr. Gross was 
|formerly creative director of Hen- 
derson Advertising Agency, 


Greenville, S.C. 
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FLEXIBILITY—O’Keefe & Merritt, Los 
Angeles, introduced its Ranchero 
surface range unit with color pages 
in the Los Angeles Times Home 
Section and Pictorial Living in San 
Francisco. Similar layout will be 
used to introduce the Contempo 
custom-built electric range. Cun-: 
ningham & Walsh is the agency. 


Volvo Distributor 
Offers $5 to Get 
Buyers to Test Car 


SHERMAN Oaks, CAL., May 19— 
Auto imports, distributor of the 
Swedish car, Volvo, in the 13 west- 
ern states, has launched a newspa- 
per and radio campaign offering $5 
to anyone over 21 who will test 


drive the car after having tested | 


any other compact or imported car. 

The offer was made last week- 
end via ads in six dailies in Los 
Angeles, San Diego and Fresno, 


and with heavy spot schedules on | 


seven Los Angeles area radio sta- 
tions. This same schedule will be 
followed the next three weekends. 


® To get this $5, a prospect must 
come into one of the 44 Volvo 
dealers in the area, take a test 
ride, and fill out a two-part ques- 
tionnaire. Half the questionnaire is 
a registration, giving his name, 
address, driver’s license number 
and naming the compact car pre- 
viously tested. This half must be 
mailed to Auto Imports in an en- 
velope by the prospect. 

The second half requires answers 
to questions giving reaction to the 
Volvo test drive. These cover han- 
dling and _ performance. Both 
halves are numbered, and when 
Auto Imports receives a prospect 
card that can be matched to a 
dealer card, the $5 check is sent. 
Dealers will be billed $2.50 for 
each $5 paid. 


= By today, four days after the 
weekend of the offer, Auto Im- 
ports has received slightly more 
than 200 cards from prospects. Due 
to the time lag in mailing and de- 


livery, it is expected several weeks | 
will be required before the effec- | 


tiveness of the idea as a traffic 
builder stimulus to customer in- 


terest and in making sales can be) 


evaluated. 

If successful, the campaign will 
be extended here and introduced in 
other western markets. Davis, 
Johnson, Andersen & Colombatto, 
Los Angeles, is the agency. + 


Scripps League Adds Two 
The Roseburg News-Review, 
Roseburg, Ore., and Klamath Falls 


Herald & News, Klamath Falls, | 
Ore., have become members of the 


Scripps League of Newspapers, 
Seattle. 

At the same time, William B. 
Sweetland, formerly publisher of 
the Daily Inter Lake, Kalispell, 
Mont., a Scripps League newspa- 
per, has been named publisher of 
the Klamath Falls Herald & News, 
succeeding Frank Jenkins, who re- 
mains editor. 


= | 


Patterson, Repplier 
to Be Honored at AFA 


| New York, May 20—Graham 
|Patterson, publisher and board 
|chairman of Farm Journal Inc., 
jand Theodore S. Repplier, presi- 
\dent of the Advertising Council, 
will be the recipients of the 1960 
awards for public service con- 
ferred by the Advertising Federa- 
tion of America. 

The awards are presented for 
“professional achievements and 
|dedicated leadership in public serv- 
|ice which have added greatly to 
\the stature, acceptance and effec- 
tiveness of advertising.” They will 
be conferred at the June 6 awards 
luncheon at the AFA’s 56th annual 
international convention at the Ho- 
tel Astor. 

Mr. Patterson has spent his en- 
tire business life in advertising and 
publishing. In 1918 he became pub- 
lisher and president of the Chris- 
tian Herald, remaining there until 
1935, when he became president 
and publisher of Farm Journal. He 
is past chairman of the AFA and 
is currently a director. He is one of 
two surviving founder-members of 
the national Magazine Publishers 
Assn. and a charter director of the 
Foundation for American Agricul- 
ture. He was also a founder of and 
is a director of the Freedoms Foun- 
dation, a past chairman and cur- 


Graham Patterson Theodore Repplier 


rently vice-chairman of the United 
Negro College Fund. 


= Mr. Repplier has spent his en- 
tire career in mass communica- 
tions. After many years with 
Young & Rubicam, he shifted in 
1942 to the War Manpower Com- 
mission. Since 1943 he has served 
as the executive head of the Ad- 
vertising Council. 

In 1955 he was appointed a fel- 
low of the Eisenhower exchange 
fellowships. He is a consultant to 
the U. S. Information Agency and 
was one of the organizers of the 
Business Council for International 
Understanding. He was also chair- 
man of the advertising organiza- 
tions committee of the People-to- 
People program. As a member of 
the President’s committee for the 
U. S. exhibition in Moscow, he ac- 
companied Vice-President Nixon to 
the U.S.S.R. for the exhibit, open- 
ing. + 


Advertising Age, May 23, 1960 


Execs for New 
Product Setup 


Morristown, N. J., May 19— 
Due to product line expansions 
and the introduction of new prod- 
ucts, Mennen Co. has completed 
several organizational and person- 
nel changes. 

Five distinct product lines have 
been established: men’s line; baby 
magic products; date line products 
(youth market); family products, 
and proprietaries. In addition, a 
new line of men’s fine toiletries, 
called Citation, will be introduced 
shortly on a regional basis. 

Mennen has some ten products 
currently in test. Among them are 
Steri-Spray, a spray-on first aid 
treatment which is said to have 
antiseptic, antibiotic, analgesic and 
other qualities, and two new de- 
odorants called Brake and Orbit. 
The products are being tested in 
four markets each. 


s Jack Leonard, formerly sales 
promotion manager, has been 
named junior products manager 
for the men’s line. 

Jerry Boehling, formerly with 
Warner-Lambert Pharmaceutical 


Co., succeeds Mr. Leonard. Sylves- 
ter Cleary, formerly in charge of 
|marketing services, has been pro- 
|moted to marketing coordinator 
and will be staff assistant to the 
director of marketing. Jack Gold, 
manager of market research, and 
|Tom Brady, product development 
manager, will also report to the 
director of marketing, Jack Doran. 

Charles Dentinger, advertising 
manager who was formerly in the 
marketing services department, 
now reports to Irving Kiem, mer- 
chandising manager. 


s James Farrell, formerly in 
charge of materials specifications, 
was appointed packaging coordi- 
nator, reporting to Mr. Brady. 
Robert Foth, formerly administra- 
tive sales manager, has been 
named non-drug trade sales man- 
ager. Robert Teuscher, who had 
been with Pharmaco Inc., has 
joined Mennen as administrative 
sales manager, reporting to Tom 
Vandiver, general sales manager. 
He will also be a member of the 
company’s marketing and product 
development committees. 

Sam Sirota, formerly sales 
training manager, has been named 
drug trade sales manager and John 
Malloy, previously with Glenbrook 
Laboratories, has been appointed 
sales training manager. Emil Sor- 
ensen was named sales manager 
for both military and syndicate 
store sales. # 


} 
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PACKAGE ON WHEELS—Truck bodies built in the shape of the product 
they carry and advertise are being produced by MPM Corp., Mil- 
waukee maker of truck bodies. First to use the MPH “ad-vans,” as 

they are called, is Dean Milk Co. 
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The conservation of time 
‘and energy in 
communications is the 
essence of 

information theory. 


 - fi t ° In electronics, this is 
1ri OrrmMna 1ONri applied by eliminating 
repetition and transmitting 
only that which is new 


the ory | and useful. 


This principle is applied 
by Electronic News in 
newsgathering, editing, 
and reporting. 


Electronic News delivers 
maximum information in 
minimum time to the 
industry’s key executives 
and engineers. 
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THE IDUSTRY'S WEEKLY NEWSPAPER 


eee 


say 


af 


a 
2) ee ee panic teal 


-— 
ae ae 


\ eee WS cg taal pit tures os: Bay nf 2 ee Cue. ETA tea ee ket : a ere his Fara a ae 7. 
Bay ag 
‘ itae 
op aes 
oe 
¥ ‘ 
ere 
= EW. FOW) | 
as. es ee 
. ry, ¥ eu Pi ¥ enter 
ey "ed . GA 7a 
tia an 25 i ak 
+ pte ae = oa eg ai 
eg Gee! 32) oe mate 
Lae eee s, Saar 
var Be . Bey 
nih: ee a ioe 
eile Bair series 6 re: 
Seer Reece ah a 
Sas ee : Habe 
a a a eee 
BAe i ete 
Up eat teat a ree 
taeda wee oe. 
nie cs > ne 
A ee ae 
> i — : . ae. 
. a ee \ aap 
RP > * ; - Ee 
sit ae 
: - 5 De - 
fit al - 
ele \ 
oan 
“ a 
saa 
eee Ee 
rilSees om 
oe 
Sara 
rer 
* at ; i 
Te : 
et 
es % 
anreie 
+ Png 
eet 
te ig are 
Ae Bek, 
Rees ae 
3 iss a 
q ole at: 
ee Fe: 
ae HA 
ony ee 
te 
i cn - 
i rT 
ia 
pices Ss 
eo sie 
ay .T # a 
ae et ra 9 hi aaa e 
ays eee RE er meee = 
‘tay : “fel Ga en eee . - e 
24 rar : Sees. % 2 > ay 
Stee oe SA ee ek) Le ae oS 
a TE en sarees : , - , 
i= 3 
i» 3 - : 
» 
; = me t aa bi Be 4 
: ‘veh 5 Ve . 
: P ; a _ " ee 
- he fi. = bd ‘ ee 2 ¥ a A le ro ae. 
apis er ee . a nes Fees Monier F a 
goes ee Ce ae eas a | Be ee ae i 
meg opel ? PS mee: SS Fe ee Mie ee Se A 
fie ae ’ al ee Be aie ee eS eg : y 
potas es  . eee on Oi a 3 a 
. ee ee il ee Bin ae ee” t 
ok , ee oe ee an . 
i. Ae ee: ee ae We a a 
ee. Ria ek nae j ‘ peas be oad ak.) PO im - 
: Ste se Oe “ey me 4 er an fe ape mF 
ee eee ie eee nas 
: < re iF a 5 sa sliced San a Ce: ciseoleae P Sih 
7 ie Ph ; ; ee NRE og alla ka ~ =, 
sy oe ae ae see « i ee Bs gprs ede ne 
eet ‘ a ae ae Bes gach ss Eee oa ; 
fs . ; , pe a ae Peaks gl “ear + Siete Rea 
bet er z ee eee A — es age 
ae 2 Migs he bra ce eae. 
; 4 a Rees aha Beas tiny se be Ley 
aN PERSE eg in eee Aa lana aes 5 ok rr f ; Bo f 
Uae a id i Riera eo a ger Stee 3 ‘ see 2 ais She 
ae a - ee ll me 
Si YEO" git enna i ey ee ee > Re rig” wa 
sk ee cae a ey Mires Ra ee Se ae ne 
fags, Or aa aA eh ae : 
ae * nae ee ae Bey PTE rae aA 
5 il fe ee i ay. Bes ie cae cM 2 
ve Ene oe a “i ae ; me, me 
5 og “ “ eres is 
E . 4 a ?- ‘ * Sg . ey, 
; - 2a Bie _ 4 
ws i e es: é . r f 
s - % a —— i re : 
ver a 4 Bee % wy st Sis 
sei es 
Bs. - f - 
ae . ia 
we \Y ee 
’ ® : . 
mi % 
. ey Py ae 
‘. \nder % ae 
Tode¥ we ATION I fo icac . 
_-* yetic Bihan he oS 
—— == cud & ge op ne ae 
“ « . eS ae Shee, TA Pera eee : 
\ — oe ne ome A'® TS ee Ee one Seren 
. ——_m- ie ; re 
et en =” 7 
¢ 
ai ——— —,_ Cro | 
: a 
, nf f= 
Pe : 
eae ese a ae ee ey Pee ee San a ! ea we 2 a oe oa - r oa : 7 yy eet oo. i _ 7 Co Oe DT doce Ved © ae be Se : 
i LD 
wg 


12 


Carr Begins Serving 
Six-Month Sentence 
for Tax Omission 


(Continued from Page 1) 
carried out Mr. Carr could not re- 
main as president. 


= When the motion to suspend 
sentence was denied, he urged the 
court to reduce the jail term to “a 
couple or three months” so that 
MMN could expect only a short 
hiatus in Mr. Carr’s services. The 
judge denied this, saying it 
amounted to “attrition” of the 
sentence. Referring to letters from 
leaders of the advertising business 
testifying to Mr. Carr’s good char- 
acter, which had been presented to 
the court, Judge McGohey said, “I 
find it incredible that these pledges 
of devotion would be so soon for- 
gotten that when he comes back 
from his confinement he would be 
a pariah.” 

Judge McGohey alsp said that 
Mr. Carr obviously possessed “high 
intelligence” and “a superior de- 
gree of know-how.” Then he added 
he could not suspend sentence on a 


Bill Carr's Tax Troubles Show Heavy 
Expenses Can Trip Up Top Ad Execs 


New YorK, May 20—This 
the story of a man who rose to the 
top of his business—the selling of 
advertising. He commanded a top 
salary, $45,000 and more for the 
last decade. He held positions of 
leadership: Chairman of the Mag- 
azine Advertising Bureau, Pub- 
lishers Information Bureau, Pub- 
vertising clubs and charity drives. 
He was a man of such talent, 
charm, drive and courage as to be 
a recognized leader of the adver- 
tising business. 

Yet for a major portion of his 
prominence in advertising, he car- 
ried a heavy load of personal 
guilt. And last pita he pleaded 
guilty and was :, , 
sentenced to six 
months in jail 
on a charge of | 
failure to file a 
1954 federal in- 
come tax return |@ 
with another | 
six months’ 
sentence sus- 
pended pending 
his ability to 
pay a total tax 
indebtedness 
which might 
reach $99,574. In addition, he was 
placed on probation for four years. 

Last Friday William B. Carr, 54, 
president of Million Market News- 
papers, former vp of N. W. Ayer 
& Son, former vp and advertising 
director of McCall’s, former ad 
manager of Time, took just such 
a sentence from federal judge 
John F. X. McGohey. 

The six-month term was not to 
start until today, pending the filing 
of an application to reduce sen- 
tence. 


William B. Carr 


s The government had previously 
told the court that Mr. Carr had 
also failed to file tax returns from 
1948 through 1953, but that the 
statute of limitations had removed 
the possibility of prosecution for 
years before 1954. 

The government charged that 
Mr. Carr grossed $47,362 in 1954, 
and that his total tax indebtedness 
amounted to $38,000—a _ figure 
which, over the years with accu- 
mulated interest and penalties, 
became $99,574. 

Mr. Carr’s counsel indicated that 
he owed considerably less—per- 
haps $19,000 or as much as $27,- 
000, depending on allowances 
granted by the Internal Revenue 
Service. 


Mr. Carr’s attorney emphasized 


that his client had pleaded guilty 


Bape a! beget ete Ua Deve 


hw oe 


a. 


“man of that background, who! 
|filed no return, who paid [with- 
holding] taxes only by the com- 
pulsion of law, at the source.” 
The judge called Mr. Carr’s fail- | 
ure to file tax returns “a wilful 
thing,” adding: “For one year it 
would be understandable, but for 
six years ...it seems to me, that is 
something that cannot be done.” 


= In response to questions from 
ADVERTISING AGE, Million’ Market 
Newspapers said flatly that (1) it 
had no resignation from Mr. Carr 
and the board of directors had not 
asked for one; (2) it would be de- 
cided “at a later date” if MMN can 
wait for six months for a presi- 
dent’s services. Meantime, all ac- 
tivities would move ahead under 
the direction of F. Bourne Ruth- 
rauff, exec vp and general manag- 
er, and no special meeting of the 
board is planned. 

Million Market Newspapers 
salesmen were instructed to tell any 
interested admen that the news- 
paper publishers did not know of 
Mr. Carr’s tax difficulties when he 
was hired, and that he had confided 
his problems to them only in re- 


is!to a misdemeanor, and that the 


'|culties with the Internal Revenue 
» | Service were in no way condoned, 


cent weeks. 


government had never charged nor 
suggested that the adman was 
guilty of tax evasion or fraud, and 
that Mr. Carr had met all other 
business and personal obligations. 


e Mr. Carr’s employers—the 
newspapers which comprise Million 
Market Newspapers—were stand- 
ing by him. A statement on the 
“Bill Carr situation” said: “We 
look upon Bill Carr as one of the 
nation’s most exceptional ad lead- 
ers and trust his present difficul- 
ties can be cleared up in the short- 
est possible time.” 

Unofficially, the view went 
about like this: Mr. Carr’s diffi- 


| but they did not alter the newspa- 
| pers’ view that in his tenure of of- 
fice (starting last November) he 
had done a remarkable job for 
MMN, and they would like him to 
|continue. The newspapers were 
known to have offered him any 
tax or legal help they could extend 
to him. 

What stunned Madison Ave. was 
that tall, Texas-born Bill Carr had 
not only been a leader in advertis- 
ing circles, he had also been a law 
student, at the University of Texas 
and at Harvard. 

The unofficial version of Mr. 
Carr’s legal difficulties, as ex- 
plained to the publishers (Mr. 
Carr and his attorney declined 
comment, and he pleaded guilty to 
the misdemeanor charge), was 
about like this: 


# When Bill Carr came east to 
New York as ad manager of Time 
—in Chicago he had been a land- 
mark on the advertising scene, and 
president of the Chicago Federated 
Advertising Club, a notable 
achievement for a media man—he 
ran into heavy expenses. In 1949, 
when the tax deadline for calendar 
1948 loomed, he first got a 30-day 
extension, let the extension lapse, 
and simply did not file for that 
year. In successive years—despite 
the fact that his withholding forms 
continued to be filed, and that as 
an officer and stockholder of Mc- 
Call Corp. his salary and stock 
holdings were a matter of record— 
he neglected to file a return. Later, 
around 1953, he brought his New 
York state income taxes up to date 
with a large payment; from-about 
1956 on he is current with the fed- 
eral tax. 
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PRISCILLA PRIMPS—Dealer Gordon Typical (Alan North) watches in 

amazement as the formerly prim and proper Priscilla Merryway 

(Paula Wayne) prepares to do a torrid dance in one scene of “Has 

Anybody Seen My Profits?” presented to parts jobbers by Sylvania 
Electric Products. 


Merchandise! Don’t 
Just Deal, Skit Tells 
Sylvania Distributors 


Cuicaco, May 17—An “original 
musical comedy” closed here to- 
day,after only four performances. 
But the show’s “angel,” Sylvania 
Electric Products, said it was 
worth the expense. 

“Has Anybody Seen My Prof- 
its?” was produced solely for four 
performances to distributors at the 
two-day Electronics Parts Distrib- 
utors Show which ended here yes- 
terday. 

Sylvania said it spent about 
$12,000 to bring the show to a to- 
tal audience of about 1,000 distrib- 
utors. But with all U. S. distribu- 
tors controlling about $100,000,000 
worth of business in tubes and al- 
lied products, Sylvania said reach- 
ing this exclusive audience was 
considered well worth the invest- 
ment. 

The show featured a cast of six 
journeymen stage and tv actors. 
The moral of the play: Distribu- 
tors should avoid competitive dis- 
count wars, and instead promote 
their products to dealers. The nar- 
rator detailed the extensive array 
of promotional material available 
from Sylvania. 


= Last year at the show, Sylvania 
presented a puppet show, “Will 
Success Spoil Gordon Typical?” 
Both shows were written by Wil- 
liam Levine, supervisor of creative 
services at Sylvania. # 


ment in the Carr case became one 
of whether it was more likely to 
be able to collect the $99,000 
which it figures the adman owes 
if he were permitted to continue to 
work, earn his substantial salary 
and gradually pay off his tax in- 
debtedness, or whether to jail him 
as the law permits, presumably as 
a deterrent. 

Bill Carr came into Million Mar- 
ket Newspapers last year. For the 
preceding 12 months he had been 
vp and new business chief for N. 
W. Ayer & Son in Chicago. In No- 
vember of 1958 he, along with Otis 
Wiese, editor and publisher of Mc- 
Call’s, resigned—as did 12 other 
McCall executives. Mr. Carr lacon- 
ically attributed his resignation to 
the end of “any hope I’ve had for 
professional management in the 
company.” He had joined McCall’s 
in 1950 after 17 years with Time, 
when he was a salesman in New 
York, western manager in Chica- 
go, and advertising manager in 
New York. # 


Hyman to Loewy, Stempel 


Hyman & Hyman Beauty Prod- 
ucts, New York, has appointed 


Loewy, Stempel, Zabin, New York, 


® Thus the problem of the govern- 
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to handle its advertising. 
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Food Field Study 
Hastens FTC Plans 
for More Policing 


(Continued from Page 1) 
cer’s share dropped from 58% to 
25%, the commission found that 
cooperatives and voluntary chains 
were able to boost their share from 
33% to 38%. 


= The commission’s report is based 
on surveys of more than 1,000 bus- 
iness organizations. The surveys 
were conducted in January, 1959. 
The report shows that a fifth of 
the sales gains for chains resulted 
from mergers and three- fifths from 
opening new stores. 

FTC Chairman Ear] Kintner said 
the study provides a background 
for a new phase of FTC activity 
now getting under way which in- 
volves an investigation of purchas- 
ing patterns of chains and whole- 
salers and their relations with sup- 
pliers. 

“Where adverse economic im- 
pact, unfair relationships with sup- 
pliers, unwarranted discrimina- 
tions or other evidence of abuse 
of free competition are discovered, 
remedial steps will be recommend- 
ed,” he said. 


= The report includes a detailed 
analysis of food retailing trends 
in 15 specific metropolitan areas. 
While the document is largely sta- 
tistical, it reports that independ- 
ents have successfully defended 
their positions in many instances 
by joining voluntary groups. 

“While thousands of small food 
stores have disappeared, many still 
operate successfully by offering 
services and convenience of loca- 
tion,” the report noted. “Competi- 
tion for the major share of the 
consumer food dollar, however, has 
increasingly come to mean rivalry 
among supermarkets.” 


s Commenting on the transforma- 
tion of the food industry from a 
family business to a large volume 
operation, it noted that stores sell- 
ing over $1,000 a day ($300,000 a 
year) accounted for only 4% of 
food store sales in 1929, but 70% 
in 1958. 

Copies of FTC’s “Economic In- 
quiry into Food Marketing, Part 
I, Concentration and Integration 
in Retailing” can be obtained from 
the Government Printing Office for 
$1.25. + 


MacManus Adds Detroiter 
Detroiter Mobile Homes Mfg. 
Co., St. Louis, Mich., manufacturer 
of mobile homes, has named 
MacManus, John & Adams, Bloom- 


field Hills, Mich., to handle its ad- 
vertising. ADVERTISING AGE learned 
the account will bill approximately 


enoeesl ety. 


$100,000 a year. 


Advertising Aye, May 23, 1960 


‘'WEOL Users Denied 
“Lorain Journal’ 
Space, Court Hears 


CLEVELAND, May 17—For eight 
|years the Lorain Journal would 
|not accept advertising from anyone 
using Radio Station WEOL, of 
Lorain-Elyria, according to a for- 
mer Lorain advertiser testifying in 
WEOL’s suit against the Journal 
before U.S. District Court Judge 
James C. Connell. 

The station, which won a fed- 
eral injunction against the Journal 
for these practices in 1951, is 
asking treble damages in the 
| amount of $984,000 for advertising 
|revenue the station claims it lost 
| in previous years. 

Robert Tebbel, former adver- 
tising manager for Kroger Baking 
Co. in northeastern Ohio, testi- 
fied that he dealt with P. D. Self, 
then business manager of the 
Journal. 

“Mr. Self told me that Kroger’s 
should decide for itself whether to 
advertise in the Journal or on 
WEOL,” Mr. Tebbel said, repeat- 
ing the testimony he gave during 
the injunction and anti-trust trial 
in 1950. 


@ “He told me that if we chose we 
could go ahead and advertise on 
WEOL, but in that case our ads 
would not be accepted by the 
Journal. 

“Then he said, ‘If you are not 
successful on WEOL, and I doubt 
if you are, you can return to the 
Journal. But Kroger’s will have to 
give the Journal a letter saying 
you are not advertising on radio.’ 

“We didn’t give the letter to the 
Journal,” Mr. Tebbel continued, 
“but neither could we afford to 
pass up the Journal as an adver- 
tising medium. We did not adver- 
tise on WEOL.” 

Mr. Tebbel, now with Kroger’s 
at Columbus, was the first of six 
advertisers called as witnesses by 
WEOL. The station, like the news- 
paper, operates in Lorain County, 
adjoining Cleveland. 


s Attorney Marcus Cohen, repre- 
senting WEOL, said in his opening 
statement that the Journal’s ad- 
vertising policy resulted in con- 
siderable damage to the station. If 
it had not been stopped by the 
government, it would have been 
“the death knell” for WEOL, Mr. 
Cohen said. 

In the 1950 trial, the Journal 
was charged with trying to 
force WEOL, operated by the Elyr- 
ia-Lorain Broadcasting Co., out of 
business by refusing to take ad- 
vertising from merchants who ad- 
vertised on the company’s fm and 
am outlets in the two cities. 

The broadcasting company is 
contending that although the anti- 
trust decision was handed down in 
1951, the company was not able to 
get a foothold in the national ad- 
vertising field until 1953 and was 
“injured until 1955 as far as local 
business was concerned.” 

Raymond T. Jackson, attorney 
for the Journal, argued that dam- 
age to WEOL was slight and could 
not have lasted more than two 
years and that the amount being 
sought is exorbitant. + 


Camden to Babcock, Romer 

Camden County Beverage Co., 
Camden, N.J., producer of beer 
under the Camden label, has ap- 
pointed Babcock, Romer, Carberry 
& Murray, Philadelphia, to handle 
its advertising. The account .was 
formerly handled by J. M. Korn & 
Son, Philadelphia. 


Lyttle to Diamond Alkali 

Kenneth L. Lyttle has been 
appointed advertising manager of 
Diamond Alkali Co., Cleveland, a 
newly created post. He had been 
advertising assistant for the past 
four years at American Steel & 
Wire, a division of U.S. Steel. 


SS hage eon Das 


—— 


Lien ¢ be as bs ie FP , + " 
bss’ : Cie eile ger : ae = ae Res ae ee re Se 
ee, 2 ea ig ee i ye AF ee ee a i oe eh bs i iy hea a gk | ms pede 
ee : Bt ae eee. Fe ee aneaiy oo oe er, dames Ne ci be ke A eee t 7 wh Lo Age eich Pa Ai eater ieee bee oe ee 
hae a E 
& = y ra roe aa, 
ins en 
ee he 
_— . . - 
een i l 23 
r a, } P 2 ; * aa él 
hee : eo. — bi - 
v = ne - 
% t "oe a 
he at We 
oe aa : ar | 
eee.) fe ] : 
7 mes m 
7 
bral 8 a rt hed h 
ey es ' . es 
sae es aia i |] Bi eae ae 
Ne at 3c ag rae 7” a Rin p< * ‘ 
ey i Saat aed + j ii ew Se 5 
EN i core ts 
rary P| 4y ax: . ee oe ¢ 
a 4 2 ih 2, a 
ae ‘ - , “ P es 
teak nhac 
¥ ea 
ee; 
= x a 
os ae 
r; par ci 
: Slee: 
; - Bhie 
oe sf i a 
ees 4 ar 
ae ~ me 
Sea : 
ae : , 
San tt P ; 
Beh Mirae > : 
2 ae ; 
e Bare Me 4 ‘ 
dea se 
poe mie ae 
oh 
es 4 
es aes . 
ig OS fic, 
mv Bah. _ —_—- —_—______ fees 
ag Te 
it ‘ aa in 
ae - 
bs es 
Big ras 
mies a es 
pee Sy 
Giron ; 
a 
seis wih a 
Pea Te . 
. uk % as 
pk alee " Joie ; 
ae au 
‘ ‘ 
wer 2 pore 
Ton 2 
te q . 
es Ae isis 
ps 7 eae. 
Bee 
a .73 nila 
wer wie ts 
ete Bk, inh 
an Oe “ 
i 
7 ae, ye 
ee ep 
ee ai 
ae a 
7 cane 
ages, 5 me 
pine nt | 
petite ee fae 
ogee Bue 
aie | ae 
ete co 
present. see 
‘ ee ed — 
ce ae 
7 ae j a, 
ee; a 
ee ee a 
ae . . : 
eo t 
Wig 
ta . 
I 
) 
: 
ee ee 
es eS ; a 
vo so al Sn ee a, RE ra Smeets eras ke 5 ‘ ee Shae ee re nie fC MEME meget oe Se ee ee ee 


rer rmS 


OR GLEAR? 


Does she filter you out or hear you through? It depends on whether her radio is tuned in—or just 
turned on. Listeners to the CBS Owned Radio Stations are tuned in and alert, because C-O pro- 
gramming demands it. It is radio for the active attention of the adult mind—not just a substitute 
for silence. Locally-produced C-O shows include live music, comedy, opinion forums, edu 

tion, special events, regional news, documentaries, interviews, sports, farm shows, business 
reports—everything that interests people. And added to all this is the unique strength of ihe 
CBS Radio Network, with its schedule of star personalities, drama, comedy, complete NeWwaums 
coverage and analysis, public affairs and great live music programs. This 1s responsime 
broadcasting. It gets a responsive audience. And gets response to your advertising, too! 


CBS OWNED RADIO STATIONS C 0 KCBS SAN FRANCISCO KMOXK ST. LOUIS 


KNX LOS ANGELES WBBM CHICAGO WGAB 
REPRESENTED BY CBS RADIO SPOT SALES PHILADELPHIA WCBS NEW YORK WEE! BOSTON 
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Two Join ‘House Beautiful’ 


They are William M. Melville, for- 
merly with the New York Herald 
Tribune, and Philip V. scpceneees 
formerly with Cue. 
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WHO RADIO’S 
0,000 - watt voice 
reaches more people 
than any other 
single medium in lowa! 


OU may have recently read an advertisement 

that said Iowa is one of the top ten U. S. 
markets—because its “population of 2,747,300 ranks 
after New York, Chicago, Philadelphia, Detroit, 
Los Angeles and Boston.” 


You may also question the propriety of comparing 
a state with a city. However, NCS No. 2 proved 
that WHO Radio’s population coverage made it in 
fact America’s 14th largest radio market—that sta- 


House Beautiful has added two) 
salesmen to its New York office. | 


Nelson Avery 


75. 4 
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Simpson Peters 


AD MEN ACCLAIMED—Harold B. Simpson, William Esty in New York. H. Preston Peters, president of Peters, 
Co., received the Silver Nail time buyer of the year Griffin, Woodward and SRA president, presided, 


/award, and Louis J. Nelson, vp and marketing di- and Lewis H. Avery, of Avery-Knodel, made the 


rector at Wade Advertising Agency, was presented presentations. Genevieve Lemper was lauded as 


with the annual Gold Key award as advertising Chicago time buyer of the year at a similar SRA 
agency executive of the year at the third annual gathering in Chicago. 


luncheon held by the Station Representatives Assn. 


tions in only thirteen other markets in America 
reach more people than WHO Radio. So far as 
reaching people is concerned, WHO Radio belongs on 
any media list of 14 or more “largest U. S. markets.” 
As an advertiser in the Middle West, you are con- 
cerned with people you can reach, rather than with 
population figures within city limits, within trading 
areas, or within state lines. WHO Radio does just that! 
Ask PGW for “the numbers.” 


for lowa PLUS! 
Des Moines . . . 50,000 Watts 


WHO Radio is part of Central Broadcasting Company. 
which also owns and operates 


WHO-TV, Des Moines; WOC-TV, Davenport 


y oa. > J. Palmer, President 
a P. Resident Manager 


Peters, Griffin, Woodward, Inc., Representatives 


rat. Hn Harter, Sales Manager 


Merck, ‘Champion 
Spark Plug Leaders 
in Readex Ad Study 


St. Pau, May 17—Merck, Sharp 
& Dohme division of Merck & Co. 
won top honors in Readex Inc.’s 
reader interest survey of ads in 14 
business publications for 1959. 

Merck, Sharp & Dohme had 19 
ads among the top 1% of the 15,- 
662 ads judged by Readex. The 
drug company was followed by 
Champion Spark Plug Co., which 
had nine ads among the top 1%. 

J. Walter Thompson Co., Detroit 
and Chicago, led the agencies by 
creating 17 of the ads in the top 
1%. In second place was Batten, 
Barton, Durstine & Osborn, Pitts- 
burgh, Minneapolis and San Fran- 
| cisco, with 12 ads in the top group. 


@ The Readex study showed that 
large-space ads—a page or bigger 
—created more reader interest. Of 
the 163 ads judged in the top 1% 
| all except nine were pages or larg- 
\er. 

Color also was more effective 
than b&w, the study disclosed. 
More of the top ads (39%) were in 
full color, as compared to only 
33% for b&w ads in the top 
| group. # 


‘Grant to Strout Realty 

| Harry A. Grant, formerly a 
writer and speaker for the promo- 
|tions department of Pepsi-Cola 
Co., has joined Strout Realty, na- 
tional real estate agency, as na- 
tional director of advertising and 
public relations, a new post. His 
offices will be in the midwest di- 
vision headquarters in Springfield, 
|Mo. The company now has 586 
‘offices in 38 states. 


Two Join West-Holliday 

Elmer Holmes has joined the Los 
Angeles office of West-Holliday 
Co., newspaper representative, and 
|Peter B. Bement has joined the 
‘company’s Seattle office, both as 
salesmen. Mr. Holmes previously 
was with Campbell Soup Co.; Mr. 
Bement formerly worked in the 
, sales promotion field in the North- 
| west. 

| 


Sprague to ‘This Week’ 

Wallace A. Sprague has re- 
‘signed as assistant publisher of 
Parade to join This Week Maga- 
zine, New York, as exec vp. He 
succeeds Ben G. Wright, who has 
been appointed president and chief 
executive officer of United News- 
papers Magazine Corp., publisher 
of This Week. 


Dick Arnold Joins GB&B 

Richard K. Arnold, formerly 
with Consultants Inc., has joined 
| the creative staff of Guild, Bascom 
& Bonfigli, San Francisco. 
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BEST IN ITS CLASS... 


Judged by the experts as best in its class in the annual competition 
sponsored by the Lithographers & Printers National Association was this 
outstanding point-of-purchase material created by Clay Stephenson 
Associates, Inc., of Houston, Texas, for their Client, MARYLAND 
CLUB Coffee. 

The selection of Continental Lithographers (an award winner for 
the third consecutive year) to produce this series is further tribute to 
the exacting standards and individualized supervision that distinguish all 
work produced in our plant. Meticulous attention to every detail of 
faithful reproduction combined with superior craftsmanship are the 
essential ingredients of successful printing . . . and at Continental 
everything we print must reflect quality. 


Continental 
S aimt Jours 


21 SOUTH NINTH ST. ST. LOUIS 2, MO. 


HOLIDAY FASHIONS IN FOODS... 


. . . One of a series of store-wide promotions for MARYLAND CLUB 
Coffee, consisting of one “theme” wire-banner (individually imprinted with 
the Chain Store’s name), six double-faced side-pieces, each featuring an 
exciting recipe, and a folder giving the recipes for the specialties featured 
on the side-pieces . . . all in full color. 


Designed and Produced by 


CLAY STEPHENSON ASSOCIATES, INC., HOUSTON, TEXAS 


Lithographed by 
CONTINENTAL LITHOGRAPHERS, INC., ST. Louis, Missouri 
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The Editorial Viewpoint... 


Don't Be Bashful, Boys! 


It continues to amaze us—the large number of people who are in- 
dignant as the very devil about something, to the point of wanting 
something done about it... by someone else. 

To this harassed worker in the vineyards of journalism, it seems 
that scarcely a day goes by which does not bring us, via telephone 
6r post, a communication which in effect says, “Here is a horrible 
thing that someone ought to do something about. It is the most re- 
volting thing I have ever seen (or perhaps the most unfair, or un- 
American, or dastardly). I think this disgusting activity should be 
STOPPED AT ONCE, and I hope you will do something about it. If 
you do, please don’t identify me or my company in any way.” (The 
italics, of course, are ours, but we are by no means inventing the 
tenor of the message.) 

Why is it, we wonder almost continuously, that so many people 
who are so intensely wrought up about something or other are so 
scared to death about identifying themselves with their (presumably) 
valid emotions? Sometimes we even wonder if this is really a free 
country, or if we have been mistaken all these years, and the thought- 
control police are out searching the highways and byways for idiots 
who dare to be annoyed at anything. 

Sometimes, of course, there is a legitimate reason why the indig- 
nant writer or caller cannot be identified. In fact, one of the nicest 
things about being in the publishing business is the editor’s ability to 
air things that might not otherwise ever be aired. When someone’s 
boss, or someone’s customer, is doing or saying something that ought 
to be challenged, it is not only pleasant but proper that an editor or 
writer be urged to get into the act, thus calling attention to the mat- 
ter without personal hurt to any particular individual. 

But still, it’s lots more fun to have somebody who feels really teed 
off about something willing to stand up and be counted, instead of 
hoping that he can retain his pleasant anonymity the while an editor 
fights his battles for him. 


More on Postal Service 


Speaking of battles, we intend to continue calling attention to the 
inferior quality of postal service we are all putting up with these 
days. 

Here’s our current example: ADVERTISING AGE has re-arranged its 
printing and mailing schedules so as to get better delivery on the West 
Coast. Despite the fact that we don’t close our forms until 7 o’clock 
Central time on Friday night, our West Coast copies make an early 
Saturday morning train that gets them to Los Angeles late Sunday 
night. So we’d like to get Monday delivery in and around Los Ange- 
les, and we think we should. 

Well. ..we’ve been asking readers in the area to tell us exactly 
when their copies arrive. 

A couple of weeks ago, we got Monday delivery with some of our 
copies. But other subscribers, served from the same batch of mail 
out of our print shop, got their copies on Tuesday, on Wednesday, and 
even on Thursday! 

Remember, they all arrived in Los Angeles on the same train on 
Sunday night. Yet some people got delivery the next day, while oth- 
ers in the Los Angeles area got their copies three days later! You 
wouldn’t call that excellent service, would you? 

So again» we say—if we’re going to have continually increased 
postal rates, why do we simultaneously have to put up with deterio- 
rating service? 


Diverted Promotion Funds 


William E. Williams, president of Procter & Gamble of Canada, 
told the Assn. of Canadian Advertisers something about the promo- 
tion practices of Canadian soap producers that applies equally well 
in the U. S.—and not only to soap producers. 

“We have allowed an undue amount of our advertising investment 
to fall into the category of plain, old-fashioned wheeling and deal- 
ing,” he said. “We have hit the promotion side of the ledger far too 
heavily and have been guilty of too much price-packing, too many 
premiums and not enough top notch competitive advertising of really 
basic product virtues, such as desirable end results, convenience in 
use, emotional satisfaction and the like.” 

Price-packing, he said, is “not good for the brands themselves; it 
helps reduce them to the commodity status. It cheapens them in the 
public eye; it will make it harder and harder to return them in the 
future to a normal price level.” 

Mr. Williams said P&G did not start this competitive rat race in 
Canada, but had gone along with the competition; now, he said quite 
candidly, his company hopes to lead the parade away from this type 
of price promotion onto more solid promotional ground. 

While Mr. Williams leads the way in Canada, does anyone want 
to lead the parade in the U. S.? 


“ 
—Bill Arter, creative director, Byer & Bowman Ad Agency, Columbus, O. 


“No, he hasn’t been sick. He got those hollow cheeks trying to draw 
through one of the new filters.” 


What They're Saying... 


New Kind of Readership 
for the Business Press 
Tomorrow—the entire area of 
production and presentation will be 
revolutionized to the extent that 
the shape, size, design, layout, 
typography, pictography of busi- 
ness publications will be almost 
unrecognizable. And all of that will 
be related to a new kind of reader- 
ship developed through a new use 
of language, enabling people to 
read with greater ease and a mini- 
mum of time. It will be a means of 
instantaneous communication, with 
its own peculiar speed-reading al- 
phabet of signs and symbols. In that 
connection, I should like to recom- 
mend for your reading “The Or- 
chestra of the Language,” by Er- 
nest Robson—a study of the impact 
on the mind of sound images in 


the art of writing. 


—Robert E. Harper, president, Na- 
tional Business Publications, speaking 
before the Chicago Business Publica- 
tions Assn. 


That Extra Push 

I can’t believe that any agency 
executive or media executive can 
afford not to read at home, not to 
take some extra course of study, 
formal or informal, or not to inter- 
est himself more deeply in the af- 
fairs of his clients. More than that, 
I don’t believe any executive in 
any business is as qualified as he 
ought to be unless he’s using his 
mind in some sort of intellectual 


business. 


—John J. O'Rourke, president, John 
O'Rourke Advertising, San Francisco, 
speaking at a meeting of the Fresno 
Advertising Club. 


or creative pursuit, outside of his 
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Rough Proofs 


Tv checks up on our forgetful 
correspondents, like the one who 
wrote that Armstrong-Jones 
“smiled but did not wave” from 
the Buckingham Palace balcony 
after the royal wedding. 

Viewers had already seen his 
enthusiastic waves on the tv 
screens. 

~ 


The Sahara in Las Vegas failed 
to persuade Life to run its ad for 
chorus girls equipped with perfect 
36s, but the publicity was just as 
good and a lot less expensive. 


“Gillette Industries sets $500,000 
push for razors in Great Britain.” 

Just to remind you that the beard 
of Schweppes’ Commander White- 
head isn’t a bit typical. 


| Stuart Siebert says that media 
jsalesmen are “cannibalistic” in 
| their attacks on competitors. 

They don’t want to eat them— 
(one starve them to death. 


| , 


“One elderly adman,” reports 
the veracious New York Times, 
“asked how frequently he ate on 
his or someone else’s expense ac- 
count, looked amazed at the na- 
ivete of the question. ‘Why, I 
haven’t paid for my lunch for 31 
years’.” 

Everybody’s “on the list” at one 
time or another. 


Clark Oil’s radio advertising, the 
story says, is concentrated in the 
morning and evening driving hours 
to catch auto listeners. 

In rush hour traffic, there’s al- 
ways plenty of time to listen. 


“Ike snubbed me,” “Stevenson 
let me down,” says Harry Truman 
in his series in Look. 

The ex-champs always hate to 
move out of the limelight. 


“FTC will make extensive probe 
of ratings, Kintner tells house 
unit.” 

And every star whose show 
failed to make the grade will be 
itching to testify. 


“Excessive violence” on tv 
screens is a matter of grave con- 
cern to program directors, parents 
and teachers, it says here. 

And no doubt there are a lot of 
people who would like to blue- 
pencil “Jack and the Bean-Stalk.” 


“Ladies, note,” says a classified 
advertiser, ““we don’t impose a sal- 
ary penalty on gals. If you can do 
a man-sized job, you’ll draw man- 
sized pay.” 

Three cheers for the new eman- 
cipation proclamation. 


“We prefer a married man, 30- 
45 years of age, with at least 10 
years’ agency experience,” says a 
shop looking for an account man 
for an air transport advertiser. 

They want to be sure he has his 
feet on the ground. 


Copy Cus. 
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The Washington Post gained 13,469 Sunday 
circulation and 8,233 daily circulation- March, 


1960 over the same period in 1959. This 


brings the totals to more than or 199 


Media Records 
First 50 Report 


Total Advertising 


460,000 Sunday, 401,000 daily. eaiheskc eter 


1. Los Angeles Times 

2. Miami Herald 60,267,704 

3. New York Times 60,056,995 

4. Chicago Tribune 56,237,322 

5. Milwaukee Journal 55,689,107 
A.B.C. Publisher's Statements for 6. Clev. Plain Dealer 47,589,274 


P . 7. Washington Post 44,49\ 452 

“mon h, 1960 ~ - 
. = ene ning Bare 8. Washington Star 44,270,559 
9. New Orleans Ti-P. 43,745,555 
10. Cincinnati Enquirer 42,328,964 


FIRST IN WASHINGTON 
IN CIRCULATION 
IN ADVERTISING 
IN AWARDS 


Member Newspaper Color Advertising, Inc. 
Continuity Rates Apply to Both Color and Black and White. 


Represented by: Sawyer, Ferguson, Walker Co.—N. Y., Chic., Det., Atlanta, Phila., San Fran., Los Angeles; Joshua B. Powers, Ltd.—London; Senor G. Enriquez Simoni— Mexico 
City; Allin Associates—Toronto and Montreal; The Hal Winter Co., Florida Hotel and Resorts, Miami Beach; Tom McGill, New England Hotel and Resorts, West Roxbury, Mass.; Lou 
Robbins, N. Y. and N. J. Hotel and Resorts, 1265 B'way, N. Y.; Grant Webb Co., Financial Adv., N. Y., Chic., San Fran., Los Angeles, Seattle, Boston, Phila.; Puck, The Comic Weekly 
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number of half-hour ‘firsts” es 
average-rating-wise, ABC came in first three nights of the week, second 
four nights and third no night of the week. Looks like a merry month 
of May. Etc. 
*SOURCE: Nielsen 24 Market TV Report, for week ending May Ist, 1960, 
all nights, from 8:00 to 10:30 pm. 
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Pharmaceuticals Changes in mid-1957, has changed its name | Willey Joins Botsford | Bellingham Herald, has joined the 
Name to ]. B. Williams ‘to J. B. Williams Co. The company | Bob Willey, former copy chief | Seattle office of Botsford, Con- 

Pharmaceuticals Inc., New York,|now has two divisions—pharma- | at Cole & Weber, Seattle, and as- | stantine & Gardner as a copywrit- 
which acquired J. B. Williams Co. | ceuticals and toiletries. sociated with Lynden Tribune and | er. 
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SPRINGFIELD SUPERMARKET — Drawing by Franklin McMahon, noted Illinois artist 


SPRINGFIELD 


Springfield is the capital of Illinois and the economic capital 

of an 11-county market in the heart of the state. Food 

store sales in this market reached an estimated $110,139,960 
last year, and other retail totals reflected the 

same solid prosperity. 


Two historic newspapers — Illinois State Journal and 

Illinois State Register — are firmly entrenched as the market's 
strongest sales force. These dailies offer 100% coverage 

of Sangamon County (Springfield) and 60% coverage 

of the entire 11-county trading area. First-rate R.O.P. color 
and active merchandising support are additional values 
available to advertisers. (Write for color samples.) 


Dilinsis State Journal 
ILLINOIS STATE REGISTER. 


~ oc @ Coplay Newepapere 


15H t Daily Newspapers covering Springfield, Illinois — 
Northern Illinois — San Diego, California — and Greater Los Angeles. 
Served by the Copley Washington Bureau and the Copley News Service. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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VODKA 


FINEST any way 
you look at it 


Phe difference is there 
1 subtle, smooth, light. An invitation 
| for your approval, appreciation and 
j applause, Enjoy Arrow Vodka in 
a a Martini Screw Driver 
<> 
Bloody Mary .. . Collins Gimlet 
\ ) with Tonk Over-the-Rocks or 
ss = Straight. Any way you look at it 
c Ararot 5 clear, pleasant, Arrow Vodka 
one Fi ts a well mannered mixer 
wy you and your guests will welcome 
; i with any beverage 
~ 


ARROW LIQUEURS CORP. DETROTY 7. MICH 
ond 100 PROOF DISTILLED PROM GRAIN 


‘OFF BEAT—Arrow Liqueurs Corp., 
| Detroit, is using a new ad theme 


to advertise its Arrow vodka, a 


/man standing on his head, with 


the slogan: “Finest from Any Point 
of View.” The campaign will be 
kicked off in the May 23 Life. 


| Simons-Michelson Co. is the agen- 


cy. 


ABC Promotes Pival; Other 
Radio-TV Appointments Listed 

John Pival, formerly vp in 
charge of WXYZ-TV, ABC-owned 
station in Detroit, has been pro- 
moted to president of WXYZ and 
WXYZ-TV. John O. Gilbert II, 
previously sales manager at WBZ, 
Boston, has been appointed gen- 
eral manager at WXYZ, replacing 
Harold L. Neal Jr., who is now vp 
in charge of WABC, New York. 
David M. Sacks, previously general 
sales manager at KGO-TV, ABC- 
owned station in San Francisco, 
has been elevated to general man- 
ager. He replaces John H. Mitchell, 
formerly vp at KGO-TV, who re- 
cently was named general man- 
ager of the Central American Tel- 
evision Network. 

At ABC Radio, Theodore M. 
Douglas Jr., previously an account 
executive, has been named eastern 
sales manager, replacing Robert 
R. Pauley, who is now vp in charge 
of the network. Edward G. Bish- 
off, who has been an account ex- 
ecutive at ABC Radio, was pro- 
moted to central division sales 
manager. Mr. Bishoff replaces 
James Duffy, who was named di- 
rector of national sales. 


Phila. Chapter of AMA Elects 

Alfred H. Lowe Jr., General 
Electric Co., has been elected pres- 
ident of the Philadelphia chap- 
ter, American Marketing Assn. 
Other officers elected were: The- 
odore Nowak, Handy Associates, 
lst vp; Paul W. Kayser, Farm 
Journal Inc., 2nd vp, and Donald 
I. Miller, Sun Oil Co., treasurer. 


Thomasville to Selinger 
Thomasville Chair Co. and its 
upholstery division, Finch Furni- 
ture Co., Thomasville, N.C., has 
appointed Gerald F. Selinger Co., 
Bala-Cynwyd, Pa., to handle ad- 
vertising and publicity for its new 
LaGalerie line of living room, din- 
ing room and bedroom furniture. 
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increases the acceptance of every 
product that is advertised in JAMA 


WHY WE Doctors who read and rely on compared to other professional 


SOMETIMES JAMA are a critical audience. publications. They appreciate, 
ASK When they want to learn about too, its average 50-50% editorial- 
QUESTIONS product developments or usage, advertising ratio that protects 
Every statement that appeats in A.M.A. they depend upon the accuracy their sales messages against 


publication ads must be backed by 
substantiated facts . . . or we won't run it! 


SSE a of the information in JAMA. “overcrowding.” 
read about the products that are advertised 
in the pages of A.M.A. scientific journals. 
Paden ton, b-aren hy rng selamceqgg Physicians are being made Our A.M.A. representatives will be 
that protect their readers against superlative, x ‘ > ’ 
- tion increasingly aware that every glad to give you the details... 
Suitability of Advertising Copy ‘ A : ' 
Alter a product or service has been declared Aevertseertes dna be deceptive advertisement JAMA accepts is as well as explain why all A.M.A.’s 
publications of A.M.A., each specific ad must be be such as to od j kien oak bap cr ’ ‘£: ‘ s 
WiMwtnuemiten “ carefully screened. So, they are scientific publications are 
t copy, layout, and art work, guided in ali cases Unfatr comparisons or the blatant and ‘ R . ‘ ‘ yy ’ 
cea oat, ee javakecswaiam inclined to respect the validity excellent ‘buys.”’ It'll be worth 
The advertisement should clearly identify the : 
seeds entien shee ua baiasemieyemesie of, and respond to the statements your time to see him on his 
full ger superiority must be supported by evidence 
Sirs as se aca made in these ads. This extra next visit to you. 
name of ad n close juxtaposition to wotations or excerpts from a published paper 
~tranieiinin wecrrnmne Tengen tens commen Measure of believability and 
on not apr en in ct pahepadttinn to the a ch ap ond eee om eee ‘ . 
rade care, ah ot ny ed ana teramen confidence is a strong factor. 
than 10 point type to conflict with the principles of medical ethics 


This is one reason for JAMA’s 


popularity with advertisers... 


A.M.A. 
American Medical Association and why, year after year, 


535 North Dearborn Street 
ne _ JAMA's ad linage ranks high 
A.M.A. ads, such as this one, build s 
greater confidence in the reliability 
of your advertising statements when they 
appear in A.M.A. publications. 


*J.A.M.A.; Archives of Ophthalmology; Archives of 

A ivi A Internal Medicine; Archives of Otolaryngology; Ar- 
s * * chives of Neurology; Archives of General Psychiatry; 
American Medical Association Archives of Pathology; Archives of Surgery; Journal of 
535 North Dearborn Street Diseases of Children;. Archives of Environmental 


Chicago 10, Illinois Health; Archives of Dermatology. 


Published by the American Medical Association, 
535 N. Dearborn St., Chicago 10, Ill., WHitehall 4-1500 
¢ 475 Fifth Avenue, New York 17, N.Y., ORegon 9-9383 
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Gs Magazine Editorial Profile: 
Business, travel, current events, hunting 
and fishing, “do-it-yourself”... these are 
some of the topics that, in addition to 
fraternal news, whet the reading appetites 
of 1.2 million Elks every month. 

Add an interesting array of fiction, plus 
articles on sports or matters of national 
importance ...that’s a general outline 

of The ELKS Magazine. 

This appealing editorial package, penned 
by noted writers, invites readership... 
provides the right setting for your 
advertising. It’s the best way to sell 
the #1* men’s market. 


*1960 Starch Report . . . ask 
your local ELKS Representative 
to show you a copy. 


MAGAZINE 


New York, 386 Fourth Ave. . 
Chicago, 360 N. Michigan Ave. iq 
Los Angeles, 1709 W. 8th St. 


7-COUNTY PULSE REPORT 


KALAMAZOO-BATTLE CREEK AREA—MARCH-APRIL 1959 
SHARE OF AUDIENCE — MONDAY-FRIDAY 


| WKZO | Station ‘*B" | Station “C”’ 
6 A.M. - 12 NOON 30 21 1 
12 NOON - 6 P.M. 27 10 
6 P.M. - 12 MIDNIGHT 29 10 


BUT... WKZO Radio Will Do Your “Courting” For You 
In Kalamazoo - Battle Creek And Greater Western Michigan! 


WKZO Radio causes more ‘‘marriages”’ 
between manufacturers and consumers than 
any other AM station in Kalamazoo-Battle 
Creek and Greater Western Michigan! 


Pulse (see left) gives WKZO-AM a total 
audience 32% larger than that of any other 
station. And WKZO-AM keeps the lead 
morning, afternoon, evening (Monday 
through Friday, 6 a.m.-Midnight)—WNo. 1 
in 345 of 360 quarter hours surveyed! 


Ask Avery-Knodel for the details on 


WKZO-AM. 


CBS RADIO FOR KALAMAZOO-BATTLE CREEK 


AND GREATER WESTERN MICHIGAN 
Avery-Knodel, Inc., Exclusive National Rep tati 


Advertising Age, May 23, 1960 


Getting Personal 


In the news at Ketchum, MacLeod & Grove, Pittsburgh: Robert 
M. Brown, vp, has published his first novel: “Brother, Which Drum- 
mer?” Central character of the book is the ad manager of a food 
processing company. Account supervisor Helen Rose Ruch has won 
the Public Relations Award of the Pittsburgh Women’s Press Club 
for her teen age grooming project for Scott Paper Co., featuring her 
book, “Off to a Beautiful Start”... 

Broadcast veterans: CBS’ Arthur Godfrey was guest of honor at 
the Old Timers Day lunch staged by the Radio & Television Execu- 
tives Society and the Broadcast Pioneers in New York. Among the 
other “oldtimers” receiving recognition: William Hedges, NBC vp, 
oldest member of RTES; Ida A. McNeil, owner of KGFX, Pierre, 
S. D., oldest living broadcast licensee; Arthur M. Tolchin, exec vp, 
WMGM, oldest station salesman; William H. Ensign, CBS Radio, 
oldest network salesman; Edward Voynow, president, Edward Petry 
& Co., oldest rep salesman, and Elizabeth Black, Cohen, Dowd & 
Aleshire, “agency timebuyer around the longest.” Heading the 1960 
slate of RTES officers are Richard S. Salant, CBS vp, as president, 
and Robert H. Teter, Peters, Griffin, Woodward vp, as lst vp... 

Chicago’s first Adman of the Year award goes to Wesley I. Nunn, 
recently retired ad manager of Standard Oil Co. (Indiana), who is 
moving soon to his ranch near Heavener, Okla. . . The adwomen 
of Washington, D.C., have voted Helen Ver Standig, exec vp and 
media director of M. Belmont Ver Standig Inc., their “Adwoman 
of the Year”... 


Dunn Goss Ewbank Fried 


TEEING UP—Set to tee off in an annual golf tournament April 21 at 
5 Farms golf course, Baltimore, Md., are Jack Dunn III, pr director, 
Baltimore Orioles baseball team; Bailey Goss, sportscaster for the 
National Brewing Co.; Weeb Ewbank, head coach of the Baltimore 
Colts pro football team, and Herbert D. Fried, vp and general man- 
ager, Baltimore office of W. B. Doner & Co., agency for National 
Brewing Co. since it started sponsoring the Colts games. 


John Farris; American copywriter with EWRR in London, pokes 
sly fun at tv, Anglo-American relations and politics in his first 
book, titled “Itt.” It’s a group of satirical cartoons to be published 
this summer by P. R. Macmillan Ltd. . . 

Travelers: Stanley Breyer, president of KSAY, San Francisco, . 
and Mrs. Breyer left the end of April on a European junket... 
William Miller, general art director of General Outdoor Advertis- 
ing, and his wife returned to Chicago May 1 from a month-long 
vacation-business tour of the Far East. Enroute, Mr. Miller made 
slides to show at the first International Congress of Outdoor Adver- 
tising in Toronto during July, where he’ll serve as chairman of the 
exhibition committee and coordinator of the creative panel .. . 
James Schwenck, president of Grant, Schwenck & Baker, Chicago 
agency, won a ten-day tour for two of the West and Hawaii in 
Sunset magazine’s recent Chicago drawing . . . Garland Porter, edi- 
tor-general manager of Southern Advertiser, is vacationing in Eu- 
rope again this year... 

Charles W. D. Hanson Jr., son of the late Life advertising sales 
manager, has won a National Merit Scholarship . . . Julia Meade, 
tv saleslady for Eastman Kodak, American Gas Assn., Nestle, etc., 
etc., was named Television Saleswoman of the Year May 18 by 
the Philadelphia chapter of the American Women in Radio & Tv 

. . New member of the Ten Year Club at Henri, Hurst & Mc- 
Donald, Chicago, is President Martin Zitz .. . Richard E. Berlin, 
Hearst Corp. president, will receive an honorary Doctor of Laws 
degree and be Commencement Day speaker at Seattle University 
June 3... The Bronze Plaque of Achievement of the New York 
Adclub goes to Arthur H. “Red” Motley, Parade Publications pres- 
ident, this year... 

John H. Hoefer, president of Hoefer, Dieterich & Brown, has been 
elected to the board of directors of the University of California’s 
Big “C” Society, fraternal organization of Cal athletes. He rowed 
as number 5 man on Golden Bear crews from 1934 to 1938... 

Honolulu honeymooners: Margaret S. Frey, audience promotion 
manager, KOMO-TYV, Seattle, and F. W. Hagerty, KOMO radio-tv 
merchandising manager, who were married April 30... And sun- 
ning at St. Thomas, Virgin Islands, are Dione Lilly, formerly of Ted 
Bates Inc., and Sampson P. Bowers, in the Market Planning Corp. 
of McCann-Erickson, who wed May 14... June 11 is the day picked 
by Andrea Marie Madell, of the merchandising department of Look, 
and Michael I. Rosen, copy and promotion writer for McGregor 
Sportswear . . . Friends of George Podorson, account exec at Hy 
Radin Associates, New York, are calling him “Benedict.” He was 
married to Clara Baumann on April 30... Mary Barnes, daughter 
of Bernard Barnes, Time Inc. vp, will be married in June to George 
Humphreys... 
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A city larger than Milwaukee 


is hidden from your newspapet ” b 


advertising in Los Angeles— it’s 
THE MILLION YOU'RE MISSING 
if you’re not in THE MIRROR NEWS 


Over 300,000 families—more than 1,000,000 men, women 
and children—read The Mirror News. 4 out of 5 take 
no other Los Angeles weekday metropolitan newspaper 
(84.4% read no morning newspaper; 95.3% read no other 
afternoon newspaper). 


Predict Prosperous 1960s if 

—~  Minnon i News Co ' 
INCOMES REACH NEW 
HIGH IN LOS ANGELES @ 


- ee d 
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Ist IN THE WEST IN AFTERNOON 
HOME-DELIVERED CIRCULATION 


LOS ANGELES EVENING 
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Chance can deliver a real buzz in this kind of spelling bee . . . but 
if it’s business you’re after, see what happens when you can 
deliberately select what you want! That’s what magazines do— 
select the bigger buyers from the little-or-can’t-or-won’t-buyers! 
Don’t take our word for it—take a close look at the new (280 
page big!) “Study of the Magazine Market.” You'll see why 
magazines can mean a Profitable Difference to advertisers of 
virtually all kinds of products and services. Magazine Advertis- 
ing Bureau of MPA, 444 Madison Avenue, New York 22, N. Y. 


MAGAZINES...FOR THE PROFITABLE DIFFERENCE 
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and creative thinking for advertising and promotion in all media; print, Dallas office of Branham Co., ra- DETROIT, _ ee ee 
package design, art and illustration, displays, posters, TV spots, type, dio-tv station representative. ate: ang Path saideiel "ikea 
photography. Keep on your creative toes. Get Art Direction. Only $6.00 Hills-McCanna — os abi the company supplies—is 
for 12 issues; $10.50 for 24 issues. 


. 
oo aa 
las 


lal nalliias ART DIRECTION | manufacturer of valves, pumps and sales,” according to Irving White, 


|other products, has named Howard | director of Creative Research As- 


A48, 19 W. 44th St., New York, N.Y. |H. Monk & Associates, Rockford, | sociates, Chicago. 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES 


Ill., its agency. Speaking to the American Mar- 


You get Sales Action 
every morning in Cleveland 


Take a half million Greater Cleveland families with a respectable $7,381 spendable income, 
Add 26 adjacent counties a stone’s throw from Euclid Avenue and you have retail sales 
of nearly 4 billion dollars—and that’s larger than the retail sales of any one of 35 entire 
states. So—if your sales of goods or services in the Cleveland market do not exceed those 
of 35 states-WRITE—WIRE OR PHONE— 


The Cleveland PLAIN DEALER 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. 
Member of Metro Sunday Comics and Magazine Network. 


eee 


Bee gets ee eager n aati 


CLEVELAND 26 ADJACENT TOTAL : 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) i 
— — Whatever 
Total Retail Sales $2,183,389 $1,816,558 $3,999,947 

Z Retail Food Sales 580,592 479,486 1,060,078 yOu sell in Greater 
i Retail Drug Sales 85,464 51,380 136,844 : 
4 Automotive 353,778 337,921 691,699 Cleveland you'll 
> = _ Gas Stations 145,825 165,980 311,805 | sell more of it 
9) *_Furniture, Household Appliances 113,896 91,658 205,554 | an 
iy : (Source Sales Management Survey of Buying Power, May 10, 1959) 6S he Plain Deatier 


& 


arse we 2 


PSA ple aah oe eae ere oie en eee ie etall [} PPOs, Ae ae Oa ‘ 7 = , a Tee ee 
Saket id ere eee RD Sy eS way, i ~ : ies as 


se 


ana 


Durrett Joins Branham ‘Perception Franchise’ 
ART DIRECTION IS AN IDEA MAGAZINE... Emory G. Durrett, previously 


with WFAA, Dallas, has been| Market Plans Than Corporate Image: White 


for idea men in an idea business. Each issue is packed with visual ideas | named an account executive in the 


Advertising Age, May 23, 1960 
Is Better Basis for 
keting Assn.’s new products mar- 


| keting meeting, Mr. White ex- 
|plained the “perception franchise” 


| as “the subtle difference in human 


Hills-McCanna Co., Chicago|the “ultimate deciding factor in| values to a consumer that makes 


| the difference in the kind of fran- 


chise a manufacturer achieves 
among his consumers. 
“The perception franchise is de- 


|veloped by a company through 


every single act which communi- 
cates values to human beings— 
products, advertising, location and 
shape of plant, word-of-mouth, 
publicity, and so on. 

“Because of the fact that rela- 


‘tionships involving human beings 


and their perceptions are often 
influenced by memory of preced- 
ing events,” Mr. White continued, 
“a company’s meaning to its pub- 
lic has irreversible components. 
An organization which functions 
either by hunch or by opportunist- 
ic impulses may be involved in a 
product failure.” 


s Such a failure, he said, “cannot 
be erased by merely taking the 
product off the market. For al- 
ready, the company has taken an- 
other step in defining its franchise 
to the consumer. Thus, experi- 
menting with new products in the 
open marketplace—even on a test 
basis—can produce losses other 
than financial. 

“In the development of new 
products, therefore, at is essential 
for a manufacturer to become 
aware of its perception franchise. 
It is a better guide for new product 
development than the corporate 
self image.” 

Mr. White said advertising must 
learn to work with the perception 
franchise, which all corporations 
develop, so “the consumer can be 
further guided to perceive the 
values that he has come to expect 
from their advertisements.” 

After the perception franchise is 
realized, he said, “the next step is 
to link this information with all 
the technical, economic and cor- 
porate know-how you’ve got in 
| the company ...but the difference 
| would be this: Now your spring- 
|board would be the consumer’s 
system of values, rather than a 
| limited, institutionally determined 
self image.” 
|@ Mr. White offered the following 
suggestions “in solving the dilem- 
|/ma of new products using market- 
| ing research”: 
|e Bring the technical research 
|and development men in early in 
| the planning sessions. 
|e Keep these people informed as 
| long as possible. 

e Determine with certainty that 
your understanding of what you 
‘are doing, and what the public 
thinks you are doing, match up. 
|e Make sure every new product 
idea which passes screening has a 
|clearly demonstrable place in the 
| uncovered relationship between 
your company and its public. 
e Gear all advertising and mar- 
keting appeals to this conception 
| consistently. + 


Rorabaugh Expands Report 

N. C. Rorabaugh Co., New York, 
has included for the first time es- 
timated gross spot tv time expend- 
itures by advertisers and brands 
in its first quarter, 1960, “Rora- 
baugh Report on Spot Television 
Advertising.” The quarterly also 
{includes the regular schedule ac- 
tivity data. 


Stanley Names Peck-Adams 

| Stanley Insulating division of 
| Landers, Frary & Clark, New Brit- 
| ain, Conn., has named Peck-Adams 
| Advertising, Hartford, for its line 
|of vacuum jugs and containers. 
'Grant Advertising, New York, is 
ithe former agency. 
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Here's a First Quarter Report 


Showing the Comparative Linage Figures 
For Houston Newspapers, 1960 vs. 1959! * 


RETAIL ADVERTISING 


CHRONICLE GAINED 422,324 
Post Gained 215,866 
Press Gained . 68,468 


Chronicle Gained 


96% 
More Than The Post 


® 
GENERAL ADVERTISING 


CHRONICLE GAINED 124,061 
Post Gained ty: 49,031 
Press Gained . 50,818 


Chronicle Gained 


153% 


More Than The Post 


” 
CLASSIFIED ADVERTISING 


CHRONICLE GAINED 346,509 
Post Gained : 158,930 
Press Gained _. 85,824 


Chronicle Gained 


118% 


More Than The Post 
7 
TOTAL ADVERTISING 


CHRONICLE GAINED _ __ 889,783 
Post Gained oA 423,251 
Press Gained _. _. .200,000 


Chronicle Gained 


110% 


More Than The Post 


During the first quarter of 1960 
The Chronicle ran almost 10,000,000 


lines of advertising—More Than Both 


/ ee 
In Houston, THE CHRONICLE p Other Houston Newspapers Combined! 


Reaches MORE People ... Carries MORE Advertising ... Sells MORE Merchandise 


THE HOUSTON CHRONICLE 


| Read By More Houstonians Than Any Other Newspaper . . 


The Chronicle is a MUST Buy! 
*SOURCE: MEDIA RECORDS The Branham Company—National Representatives 
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SPEAKING OF A 
VOTE OF CONFIDENCE... 


In a recent survey of Moody Monthly subscribers 
BEEN READERS FOR 


D7. Finn 


Little wonder M/M is first choice of so many advertisers 
selling conservative Protestant church market! 


N.Y. Adwomen Elect Jones 


Evelyn Lee Jones, broadcast me- 
dia supervisor on motion picture 


INDICATED THAT THEY HAVE | the radio-tv departments of Dona- 


|hue & Coe, has been elected pres- 
ident of the Advertising Women 
of New York. Other new officers 


2nd vp; Jeanette LeBrecht, Cohen, 
Dowd & Aleshire, treasurer; Mau- 


j}accounts and business manager of | 


are Sallie Turner, Newsweek, ist | 
vp; Ida B. Crawford, Coty Inc., 


(reen Callahan, Redbook, assistant 
treasurer; Elinor J. Barnes, Psycho- 
logical Corp., corresponding secre- 
tary and Sally Goedecke, Union 
Carbide Chemicals Co., recording 
secretary. 


Hirschberg to Ashe & Engelmore 


Robert S. Hirschberg, formerly 
fashion advertising manager of 
Harper’s Bazaar, has joined Ashe 
& Engelmore, New York, as vp. 


CAPITAL TYPES #3 


THE 
FREE 
LOADER 


Drinks to forget, 

but forgets wha:. Plenty 
metal. Brassy personality, 
nerves of steel and a 

cast iron constitution. First 
got sick on ice cream and 
candy at age three; has 
developed enormous 
tolerances since. Unselfish 
only in his touching devotion 
to WTOP Radio, the 


important station for 


reaching the 20-County Greater 
Washington area. 


wTorPp 
RADIO 


Washington, D.C. 


i 
a’ 
% 


Represented by CBS Radio Spot Sales 


Operated by 
THE WASHINGTON POST BROADCAST DIVISION: 


WTOP RADIO, Washington, D.C. 


WTOP-TY, Channel 9, Washington, D. C. 
WIXT, Channel 4, Jacksonville, Florida 


ES thivce cece 4 


Advertising Age, May 23, 1960 


William M. Mumm, 
Pioneer Agency Man 
in Ohio, Dies at 87 


| CoLumBus, O., May 17—Col. 
| William M. Mumm, 57, former 
chairman of the board of Mumm, 
| Mullay & Nichols, died May 14 in 
St. Anthony’s Hospital after an 
| illness of several weeks. 

Col. Mumm, who was prominent 
in central Ohio advertising, mili- 
tary and Catholic organization af- 
fairs, was a pioneer in the Colum- 
bus advertising agency field. He 
started in advertising in 1903 as 
a founder of the Mumm-Romer 
Agency, in Springfield, O., which 
moved the following year to Co- 
lumbus and became Mumm, Mul- 
lay & Nichols. 

The colonel held his commission 
in the Army Reserve Corps. Dur- 
ing World War I, he was appointed 
by the Army provost general as 


® chairman of a board on “Instruc- 


tions to Draftees.” He served as 
one of five national trustees of the 


§ Reserve Officers Assn. of the U. S. 


during World War II. 

Col. Mumm was an active speak- 
er against pacifism and commu- 
nism. He frequently attended con- 
ferences in Washington on pro- 
posed legislation for a National De- 
fense Program during the war. He 
was active in the Knights of Co- 
lumbus and in 1908 served as 
grand knight of Columbus Council 


#400 and as master of the fourth 


degree in Ohio from 1911 to 1922. 


s Former Gov. John W. Bricker 
appointed Col. Mumm chairman of 


me the Ohio State Development & Pub- 


licity Commission, and he served 
until 1947. 

Col. Mumm was educated in his 
native Buffalo, N. Y. He worked 
in a Buffalo post office and later 
became a private secretary to the 
superintendent of Buffalo public 
| schools. 
| At 25 he was named business 
| manager of a large printing com- 
ipany that published the Buffalo 


= Volksfreund, largest of three Ger- 


iman daily newspapers. Feeling he 
|looked too young, he grew a Van- 
|\dyke beard, which he kept all his 
life. 

In 1900, he joined a West Grove, 
Pa., nursery company as editor, 
publisher and advertising manag- 
er of a floricultural magazine. 

Among Col. Mumm’s survivors is 
a son, Harry G. Mumm, of Colum- 
bus, who is with Iron Age. 


WILLIAM L. SHINNICK 

JUPITER INLET, FLA., May 17— 
William L. Shinnick, 51, a former 
ivp of Young & Rubicam, New 


m York, died yesterday of a heart at- 


itack. He owned a motel and ma- 


* rina here. 


Mr. Shinnick joined Young & 


» Rubicam in 1947 as an account ex- 


ecutive and became a vp in 1951. 
He resigned to operate his own 
business in 1957. Prior to joining 


m™ Y&R he was advertising manager 
jof Hills Bros. Coffee, San Fran- 


jcisco. + 


= Doug Bailey Advertising 


Moves; Names Walt Kraemer 

Doug Bailey Advertising, Rock- 
|ville, Md., celebrated its first an- 
niversary in April by moving to 
larger offices at Congressional 
Plaza Shopping Center. The agen- 
cy also appointed Walt Kraemer, 
formerly with WDON and WASH- 
FM, as art director. In its first 
year of operation, the agency ex- 
panded its account list from five 
to 20. It also entered the market 
research field by adding a subsid- 
iary, Auto-Audits, which conducts 
quarterly measurements of the au- 
tomobile radio audience for eight 
Washington area radio stations. 
| This summer the company expects 
|to open a management consulting 
‘service for eastern seaboard radio 
| stations. 
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Fun-loving pushers of advertising gossip are easy to 
find. At the drop of a query, you'll get the “truth,” man, 
on hits and flops among key brands, key agencies, key 
media, key TV shows, key stocks and bonds and, of 
course, key personalities. 

Some of these “experts” even insist that the “bottom 
has dropped out of Sunday newspaper comics!” 

Nothing could be further from reality—according to 
outstanding professionals like the Carl J. Nelson research 


organization. In a series of studies of Sunday newspaper 


readership, 1956-59, the Nelson staff (650 people) found 
that just about everybody reads Sunday comics. 


: IS 
IT TRUE 
THAT THE 


HAS DROPPED 
OUT OF 
COMICS?” 


Their capsulated findings: 

Section Pick-Up: Men: 78%. Women: 76%. 

“The average comics feature is read by 49% of the 
newspaper readers; other features are read by 17%; the 
average news story by 13% ... The Sunday comic section 
has the highest average page traffic of any section in the 
Sunday newspaper.” 

Sunday Newspaper Comics appeal to all age groups; 
cut across all geographical lines. They ve topped all other 
sections for 30 years! And they're still on top! 

Now what about readership during those important 
“Buying Years’’? 


For the facts that can turn your problems into sales—just turn the page. 
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during the “buying years 18-34, 
readership of Metro Sunday 
Comics tops that of all 

other feature sections: 


ae = eee ee 


The “Buying Years” are the years of acquisition; the years of home establishment, when 
families are building, the years when the greatest purchases are made. This is the age 
group of primary interest to most manufacturers. In this goup METRO SUNDAY 
COMICS has a significantly higher section pick-up than that of any other feature section. 


SECTION PICK-UP Men Women 
Metro Sunday Comics Section 88% 91% 
T.V. Graphic Magazine 72 84 
This Week Magazine 85 87 
Pittsburgh’s Family Magazine 73 75 


The table above, based upon the new Carl J. Nelson study in Pittsburgh—the first of a series— 


shows the percentage of readers who saw, or read, some editorial or advertising item in the section 
which included the first page. 


When the first page of the section is excluded, there is a significant decline of the section pick-up 
for the other feature sections. Pick-up of the Metro Sunday Comics Section, however, remains 
virtually the same. (Based upon same Pittsburgh study.) 


SECTION PICK-UP Men Women 
Metro Sunday Comics Section 87% 90% 
T.V. Graphic Magazine 56 73 
This Week Magazine 79 84 
Pittsburgh’s Family Magazine 65 67 


METRO SUNDAY COMICS IS YOUR BEST BUY FOR: 
READERSHIP (highest family readership of any medium) 
AUDIENCE (largest in print—over 19,000,000 circulation) 
FLEXIBILITY (markets, copy, dealer listings) 


For a copy of this study, contact your Metro Sunday Comics representative. 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Sales Offices: 260 Madison Avenue New York 16, N. Y. Murray Hill 9-8200 


CHICAGO 11 DETROIT 2 LOS ANGELES 5 SAN FRANCISCO 4 
1710 Tribune Tower New Center Building 3460 Wilshire Boulevard 155 Montgomery Street 
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brand She 


B 
AWARDED TO \G) 
RUPPERT 4 


KNICKERBOCKER 

TWE BEER THAT SAYS GOOD TASTE IW ANY LANGUAGE! 
PROMOTES AWARD—Jacob Ruppert 
Brewery, New York, is using tv 
spots in eight markets and 50 
newspapers in seven states to an- 
nounce its winning a Grand Prix 
for Knickerbocker beer’s contribu- 
tion “to better living.” This 1,800- 
line b&w ad shows Murray Vernon, 
Ruppert chairman (right), receiv- 
ing award from Comte de La 
Fayette. Norman, Craig & Kummel 

is agency. 


Suternational * 


John R. Hood, 59, 
Pennsylvania Agency 
President, Is Dead 


LEWISTOWN, Pa., May 17—John 
R. Hood, 59, president of Hood, 
Light & Geise, Harrisburg agency, 
died May 13 of complications 
caused by a broken hip. 

Mr. Hood joined the Associated 
Press in 1922 and was publicity aid 
for the late Gov. Gifford Pinchot 
from 1932 to 1940 and general 
manager of the former Harrisburg 
Telegraph from 1940 to 1947. 


FRANK M. SHERMAN 


PHILADELPHIA, May 17—Frank 
M. Sherman, 81, founder and ex- | 
ecutive director of the Internation- 
al Typographic Composition Assn., 


died in Jefferson Hospital here 
May 10. 
Mr. Sherman became director 


of advertising and publicity for 
Lanston Monotype Machine Co. 
here in 1926. He entered trade as- 
sociation work in 1918 and or- 
ganized the ITCA in 1919. He re- 
joined ITCA in 1946 and was its 
secretary and executive director 
at that time. 

Nationally known in the graphic 
arts industry, Mr. Sherman was 
named the Delaware  Valley’s 
“Graphic Arts Man of the Year” 
last year. 


LUCIEN BARANSKEI 

BUFFALO, May 17—Lucien Bar- 
anski, former national advertising 
manager of the now defunct Pol- 
ish Everybody’s Daily, died May 
10 in Buffalo General Hospital. 

For the past three years, Mr. 
Baranski had been a fund raising 
counselor here. 


NAOMI K. REILEY 


SOMERSET, Pa., May 17—Naomi | 


K. Reiley, 83, vp of Somerset 
Newspapers, which publishes the 
Somerset Daily American, and wife 
of Henry B. Reiley, editor and 
publisher of the daily, died Satur- 


day of a heart attack at Somerset 


Community Hospital. 


ELBERT O. HAND II 

New YorK, May 17—Elbert O. 
Hand II, 56, vp for marketing and 
a director of McGregor-Doniger, 
men’s clothier, died May 12 at 
Roosevelt Hospital. Mr. Hand was 
with Procter & Gamble, Allen-A 
Co. and Cluett, 
joining McGregor in 1952. 


STUART L. McCLURE 


SAN FRANCISCO, May 17—Stuart | 


L. McClure, 44, former adman, 
newspaper man, political figure 
and public relations man, was 
killed May 7 when his car over- 
turned near Gilroy, Cal. 

Mr. McClure, who founded Dun- 
can, Rowan & Woods in 1957, was 
driving alone toward Santa Bar- 
bara where he was to speak before 
a Republican party meeting when 
his car struck a diagonal concrete 


|divider and turned over. 

In 1954 Mr. McClure was an un- 
successful candidate for the Cali- 
fornia board of equalization. Prior 
to entering politics he was a re- 
porter for 13 years for the San 
Francisco Examiner. 


JULES P. ORTEIG JR. 


PELHAM MANOR, N. Y., May 17— | 
Y&R Elects Sparks, Bahr 


Jules P. Orteig Jr., 38, advertising 
salesman for U. S. News & World 


bridge Thermionic Corp., 
|joined Ken-Tron 


Peabody before 


Report, New York, died May 14 


of a heart ailment at his home here. 


Frazier Joins Ken-Tron 

Bill Frazier, formerly with Cam- 
has 
Corp., Lynn, 
Mass., manufacturer of rf connec- 
tors and telephone plugs and jacks, 
as marketing director, a new post. 


Henry L. Sparks and Warren A. 
Bahr, both associate directors in 


DID YOU KNOW that last night 


this fine newspaper soared into the 
hands of more readers than any other 
evening paper in the entire West? /t’s 
a fact! And, as you know, more readers 
just naturally mean more results! As 
a newspaper market, how good are 


31 


|the media departinent of Young & 
|Rubicam, New York, have been 


elected vps. 


SIG for TRUCKS 


TRANSIT BUS STYLE FRAMES 
for changeable copy PHOTO 
ADVERTISING CARDS > FREE Aisun 


THE YARDER MANUFACTURING CO. 
724 Phillips Ave. GResnwo0d 4-547! Toledo 12,Ohie 


Herald-Express readers? Take a look 
below and then decide for yourself. 


Los Angeles Evening 


HERALD- 


EXPRESS 


“Largest Evening Newspaper in Western America” 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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|Publication Raises Agency 
Ly > Commission from 15% to 20% 
'Z | The California & Western Vis- 
itor, published by Visitor Publica- 
oF the os billi { llar commission to all bonafide adver- 
tising agencies, effective Aug. 1, 


| 1960, with the issuance of its new 
\rate card. The publication, a 
|monthly distributed by airlines to 


SIOUXLAND 


| sion to increase the commission 

|after polling a large number of 

| agencies. 

Y&R Names Sparks, Bahr VPs 
Henry L. Sparks and Warren A. 

Bahr, both associate directors in 


tion to their duties as associate di- 
rectors, Mr. Sparks will have spe- 


California and West Coast-bound | 
_ passengers, said it made its deci- | 
| Hilton, Chicago. 


tions, Los Angeles, will pay a 20% | 


Advertising Age, May 23, 1960 


Coming 
Conventions 


*Indicates first listing in this column. 

May 23-25. Assn. of Railroad Advertis- 
ing Managers, Diplomat Hotel, Hollywood, 
Fla. 

May 24. Industrial Advertising Re- 
search Institute, research forum, Conrad 


May 26-29. Federation of Canadian Ad- 
vertising and Sales Clubs, 12th annual 
convention, Royal Hotel, Guelph, Ontario. 

May 26-31. National Federation of Ad- 
vertising Agencies, annual management 
conference, Northernaire Hotel, Three 


Lakes, Wis. 
June 1-2. Assn. of National Advertisers, 
| workshop on advertising administration 


the media department at Young & | ana financial control, Westchester-Bilt- 

Rubicam, New York, have been|more, New York. 

named vps of the agency. In addi- | June 1-3. International Advertising 
: A 


| Assn., annual convention, Waldorf-As- 
toria, New York. 
June 5-8. Advertising Federation of 


| Astor, New York. 


Ch Sj Gi ) i #= cial responsibilities in the area of America, 56th annual convention, Hotel 
r toux ournal media relations and Mr. Bahr in} 


media planning. Mr. Sparks joined 
the agency in 1930 and Mr. Bahr 
in 1951. 


JOURNAL-TRIBU 


You’re not getting Florida 
unless you’re getting 


“ALL FLORIDA” 


WEEKLY 


Just One Order Buys more than 460,000 Florida families in 16 


Booming Cities ee Florida’s largest ABC circulation! Daytona Beach * De Land 


Fort Myers + Gainesville +» Jacksonville + Lakeland +» Leesburg » Melbourne + Ocala + PanamaCity + Pensacola » Sarasota « St. Petersburg 
Tallahassee « West Palm Beach + Winter Haven 


ALL FLORIDA MAGAZINE is printed by the unique Perry Process letterpress method. 
Write for details: Box 5736, Jacksonville, Florida, or call your Perry representative. 
Friendly Florida-slanted family reading—plus TV WEEK—five regional zones with 
complete TV local program listings. Buy just one or all TV zones. 


Represented nationally by JOHN H. PERRY ASSOCIATES. 


NEW YOR K 36, 19 W. 44th St., Tel: MUrray Hill 7-5047, William K. Dorman, Gen. Mer. CHICAGO 4, 224 South Michigan Ave., Tel: HArrison 7-4008, Robert A. Mitchell Mer. 
DE! ROU 2, 7-268 General Motors Building, Tel: TRinity 5-1803, John F. Cole, Mgr. PHILADELPHIA 7, 12 South 12th Street, Tel: WAlnut 2-3555, Robert Hischines, Mer 
SAN FRANCISCO 4, Russ Building, Tel: YUkon 1-1281, Louis J. Rubin, Mgr. ATLANTA 3, 41T Glenn Building, Tel: MUrray 8-3988, J. D. Whitehead, Mgr. : 
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June 5-9. Assn. of Industrial Advertis- 
}ers, annual convention, Shoreham Hotel, 
| Washington, D. C. 

June 8-9. Fifth annual Circulation Sem- 
inar for Business Publications, Pick- 
Congress Hotel, Chicago. 

June 12-14. New England Newspaper 
Advertising Executives Assn., summer 
meeting, Griswold Hotel & Country Club, 
Groton, Conn. 

June 12-15. National Assn. of Direct 
Selling Companies, Hotel Statler, New 
York. 

June 15-17. American Marketing Assn., 
annual meeting, Hotel Leamington, Min- 
neapolis. 

June 19-24. National Advertising Agen- 
cy Network, national conference, Oyster 
Harbors Club, Osterville, Mass. 

June 20-24. First Advertising Agency 
Group, 32nd annual conference, Holiday 
Hotel, Dallas. 

« June 26-29. Advertising Assn. of the 
West, annual convention, Hotel Del Prado, 
Mexico City. 
| July 10-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, St. Fran- 
| cis Hotel, San Francisco. 

July 10-16. Outdoor Advertising Assn. 
|of America, annual meeting, to be held 
|in conjunction with the International 
| Congress of Outdoor Advertising, Royal 
York Hotel, Toronto. 

July 24-Aug. 5. Advertising Federation 
of America, second annual management 
seminar in advertising and marketing, 
Harvard Business School, Cambridge, 
Mass. 

Aug. 2-5. Third annual Advertising Age 
Creative Workshop, Palmer House, Chi- 
cago. 

Sept. 2-4. West Virginia Broadcasters 
| Assn., annual fall meeting, The Green- 
|brier, White Sulphur Springs, W. Va. 

Sept. 9-11. Iowa Daily Press Assn., 
26th annual meeting, Des Moines. 

Sept. 16-19. Mail Advertising Service 
Assn., annual convention, Sheraton Cadil- 
|lac Hotel, Detroit. 
| Sept. 21-23. Life Advertisers Assn., an- 
|nual meeting, Essex House, New York. 
*Sept. 22-24. Advertising Federation of 
| America, 10th District, Little Rock, Ark. 
| Sept. 28. Assn. of National Advertisers, 
Workshop on Advertising Management, 
Ambassador Hotel, Chicago. 

Oct. 2-4. Advertising Federation of 
America, 7th District, Chattanooga, Tenn. 
Oct. 4-5. Advertising Research Founda- 
tion, 6th annual conference, Hotel Com- 
modore, New York. 

Oct. 9-13. Direct Mail Advertising Assn., 
43rd annual convention, Americana Hotel, 
Bal Harbour, Fla. 

Oct. 12-15. Affiliated Advertising Agen- 
cies Network, annual meeting, Mountain 
Shadows Resort, Phoenix. 

Oct. 12-15. National Newspaper Pro- 
motion Assn., Southern Regional Work- 
shop, Phoenix Hotel, Lexington, Ky. 

Oct. 17-18. 32nd annual Boston Confer- 
ence on Distribution, Hotel Statler Hilton, 
Boston. 

Oct. 17-18. Agricultural Publishers Assn. 
annual convention, Advertising Club of 
New York. 

Oct. 19-21. Audit Bureau of Circula- 
tions, annual meeting, Biltmore Hotel, 
New York. 

Oct. 22-26. National Newspaper Pro- 
motion Assn., central regional conven- 
tion, Sheraton Towers Hotel, Chicago. 

Nov. 1-3. Point-of-Purchase Advertising 
Institute, 14th annual symposium and ex- 
hibit, New York Coliseum. 

Nov. 14-16. Annual convention, Broad- 
casters’ Promotion Assn., Sheraton Charles 
Hotel, New Orleans. 

Nov. 16-18. Television Bureau of Ad- 
vertising, annual meeting, Waldorf-As- 
toria, New Yark. 


Brown, Friedman Changes 
Name to Perry Brown 
Perry Brown Advertising, New 
{Orleans, is the new title of the 
|agency formerly known as Brown, 
| Friedman & Co. William Perry 
|Brown Jr. recently was elected 
‘chairman of the board and re- 
‘elected president of. the agency. 
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“The New Yorker creates sales. 


] ala Quality retailers know this. That’s 


why The New Yorker each week is a 
showcase of quality retail advertising, 
and that’s why we have used 


The New Yorker since 1926.” 


creates pda Aorta 


reside nt, Be rgdorf Goodman 
copyriGHt © 1982 THE NEW YORKER MAGAZINE, INC DRAWING BY GARRETT PRICE 
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1960 


Hearst Consolidated 
Reports Loss in ‘59 


Hearst Consolidated Publications 
has reported 1959 operating reve- 
nues for the year ended Dec. 31 of 
$187,758,290, as against 1958 reve-? 
nues of $185,358,735 for 1958. The 
company reported a net loss for 
1959 of $2,402,580, as against a net 
loss the preceding year of $2,710,- 
378. 


Ruder & Finn Has Record Year 

Ruder & Finn Inc., New York 
public relations company, reports 
that 1959 was the most successful 
in its 11 years. Consolidated gross 
income for the year was $2,266,783, 
a 24% increase over 1958 income 
of $1,833,314. 


Wentland Joins Lodders 

Richard D. Wentland, formerly 
with the Denver Chamber of Com- 
merce, has joined R. D. Lodders & 
Associates, Denver agency, as an 
account executive. 


SAMPLE RACK—This new rack has 
been designed to hold 96 of the 
new 8 oz. “host size” bottles of Bols 
liqueurs. Small-size bottles allow 
consumers to sample the 20 dif- 
ferent Bols liqueurs at low cost. 
Rack has a compartment for recipe 
booklets and a changeable sign. 


DALLAS IS SECOND 


to Chicago in 


Tennessee Forbids 
Giving Trade Stamps 
With Cigaret Sales 


NASHVILLE, May 17—State reve- 
nue agents have been instructed 
to notify tobacco companies that 
the giving of trading stamps with 
the sale of cigarets is against state 
law. 

Alfred MacFarland, Tennessee 
state revenue commissioner, com- 
pared the practice of grocers and 
other merchants giving trading 
stamps with cigarets to the “gim- 
micks and giveaways” of some 
liquor stores in the past, which he 
outlawed. 

“There appears to be a violation 
of a department regulation and 
those involved will be asked to 
stop,” Mr. MacFarland said. He 
did not elaborate on what, if any, 
action would be taken against 
merchants who continue the prac- 
tice. 


“merchandise mart” 


facilities / 


Chamber of Commerce 


s A 1949 Tennessee unfair cigaret 
jsales law provides, among other 
things, that “in all advertisements, 
offers for sale or sales involving 
the giving of any concession of 
any kind whatsoever (whether it 
be coupons or otherwise) the re- 
tailer’s or wholesaler’s selling 


the retailer’ or ‘cost to the whole- 
'saler,’ respectively, of all articles, 


‘ : , : , ae | products, commodities and conces- 

Big D's retail business is made 34.1% bigger by the purchases of ‘sions included in such transac- 
, : oe tions.” 

Dallas’ out-of-town customers who look to Big D as their big city Me anid trading stomps are con- 

and The Dallas Morning News as their big newspaper. |sidered tangible goods, since they 


can be redeemed for valuable 


SM, May 10, 1959 items, and a merchant giving them J] 


would be provided with an unfair 
jadvantage over other companies 
which do not give stamps. # 


LPNA Winners Published 


distributed over 28,000 copies of a 
catalog, containing its 10th annual 
lithography awards. The catalog 
|lists 294 winning pieces in 49 
‘classifications. It is available in 
limited supply through the associ- 
ation, 597 Fifth Ave., New York. 


price shall not be below ‘cost to ] 


The Lithographers & Printers J 
National Assn., Washington, has | 
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\ it to be tried: A handsome pair of military brushes, /eft, with extra-long pure use it instead of a talc and get the appearance of a light suntan, $7*, Royalty. 
bristle, Kent of London, $60 the pair. Bar of toilet soap has fresh, masculine scent, One-of-a-kind crystal decanter filled with Arden’s Eau de Toilette for men, $25*. 


Knize Ten, $1.25. Busy fathers with no time for sun will take to Liquid Bronze; Giant-size shaving brush of silver-tipped badger bristles, also Kent of London, $75. 


{ 
\ remendous trifles: Pleated silk ascots, /eft, bold stripes or a fleur-de-lis print for socks with hand-embroidered clock, Byford, $2.50. Silk cabana set, the shirt trimmed 
_ sport shirt or jacket. Handcraft, $5 each. Sheer white shirt has grey panel, a hand- with plaid of the swim shorts. Bronzini, $45. Italian scarf-print silk shirt features 
some background for his favorite tie. Harry Hoffman, about $15. Lightweight wool bold sailing design, $45, and white silk ascot, $4; both at Bergdorf Goodman. 


eel hE AN TREN ee ee i Oe ae 


» 
xquisite extravagances: Ostrich wallet, $105*, billfold, $82.50*, edged in gold, cord chronometer, $220; Juvenia for day, $175; Tissot waterproof, $39.50; Longines 
) Mark Cross. Timepieces from The Watchmakers of Switzerland: gold dress watch, skin-diver, $125; wardrobe case, Steinweg, $22.50. Gold links, Tiffany, $119. Silk tie, 
Omega, $375; Rolex has calendar, $240; diamond watch, Girard-Perregaux, $500; Con- Burma Bibas, $5. Gold-mesh cigarette case with cabochon sapphire, Cartier, $1,200. 
*Indicates federal tax extra 


Eaquurce AUTHORITY 
 . g 


fa 


FATHER’S DAY GIFTS: FROM THE PAGES OF JUNE ESQUIRE : 
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STOCK & BOND HOUSE ADVERTISING? FIGURES 
»LEARLY SHOW THE NEW YORK WORLD-TELEGRAM 
IRST AMONG THIS CITY'S EVENING NEWS 

‘PAPERS BY 81 THOUSAND LINES IN 1959. AND 

_|T TICKED OFF THE GREATEST GAIN. IT'S THE 
ADVERTISERS’ CHOICE IN THE EVENING FIELD 


a 
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See how you can make 5 of these dry, more usable copies in 
1 minute for 24%2¢ each with Kodak’s $99.50 Verifax Bantam 
Copier, which outperforms other makes of copiers costing up 
to 4 times as much! 

Phone local Verifax dealer (see Yellow Pages under dupli- 
cating or photocopying machines), or write Eastman Kodak 
Company, Business Photo Methods Division, Rochester 4, N.Y. 


Prices quoted are manufacturer's suggested prices and subject to change without notice 


[erifax Copyi: 


MISSES NOTHING 


ORS SU eRe een te sey Gamay sot ay oo? ene = 


Hazard Adds Two Accounts 

Cormac Photocopy Corp., New 
York, and Cormac Chemical Corp., 
New York, have appointed Hazard 
Advertising Co. to handle their 
advertising. Braco Advertising 
Agency is the previous agency of 
record for Cormac Photocopy and 
Dale & Finkel Advertising is the 
previous agency of record for 
Cormac Chemical. 


Tubb Joins Electro-Tec 


George E. Tubb, formerly mar- 
keting director of Laboratory for 
Electronics, Boston, has joined 
Electro-Tec Corp., South Hacken- 
sack, N.J., manufacturer of slip 
rings, precision switches and min- 
iature relays, as marketing direc- 
tor, a new post. 


Gradenegger Joins Stern 

Stern, Walters & Simmons, Chi- 
cago, has appointed Elizabeth 
Gradenegger media director. Miss 
Gradenegger was formerly in the 
media department of the Buchen 
Co. 


Everything's perfectly clear -—they'e Verifax copies! 


Verifax copies are dry, white, easy-to-read . . . accurate in every detail. They won’t 
fade or darken... will last as long as typed records. And they’re as easy to 


handle, file or mail. All. of which is mighty important in business. 


Other models 


DOES MORE... COSTS LESS... 


VERIFAX 
BANTAM 
COPIER 


"gS" |. 


Advertising Age, May 23, 


Act to Offset 
Threats to Ad 
Field: Chesley 


_ D’Arcy Head Urges 4A‘s 
| to Fight Threat of U. S. 


_ ‘Throwing Rule Book at Us’ 
| 

| Los ANGELES, May 17—The 
|concern of the Federal Trade Com- 
mission with such subjects as soap 
on sandpaper and windows being 
|down when plate glass com- 
|mercials are made has much great- 
\er ramifications than any desire 
|to prevent misleading advertising. 
These actions are only the current 
example of the longtime threat of 
government control of all selling 
activities. 

This was the warning of Harry 
W. Chesley Jr., president of D’Arcy 
Advertising Co. Speaking before 
the Southern California council of 
the American Assn. of Advertising 
Agencies last week, he said the 
committee named by the Four A’s 
a few years ago to keep an eye on 
government interference with sell- 
ing activities has met 53 times and 
had 26 different examples to dis- 
cuss at its most recent meeting. 

Not all attacks on advertising are 
direct, but this does not make 
them less ominous, Mr. Chesley 
said. The idea is being spread 
that “there is so much dishonesty 
and deceit in advertising the gov- 
ernment must clean it up; the 
FTC should protect the buyers, 
but what is happening is a full 
scale smear that throws suspicion 
/on all advertising and creates the 
,idea that all advertising is mis- 
|leading and deceptive,” he said. 


|@ “Public opinion and policy are 
| being influenced by such best-sell- 
(er books as ‘The Status Seekers’ 
jand ‘The Affluent Society.’ Pack- 
| ard projects the idea that a society 
|concerned with ‘baubles and beads’ 
;cannot meet the challenge of the 
’60s; Galbraith advocates turning 
|over not just advertising, but the 
| whole economy, to government 
| planners who will decide values,” 
the D’Arcy president said. 


“These ideas imply the consumer 
|is so gullible he must be protected 
|by the government; our whole so- 
‘ciety is composed of either wolves 
|or sheep,” he said. 

The answer to this is calling a 
“spade a spade,” Mr. Chesley as- 
serted. This involves admitting 
there is a tiny fraction of the $11 
billion advertising business guilty 
of bad practices, but pointing out 
the rest of advertising is reputable. 


s Media are involved in this, he 
| said, adding that it calls for re- 
|sponsibility in handling reports of 
scandals. The truth should be re- 
|ported, but media have “gone far 
| beyond what is normal coverage,” 
|he said. 

Since it appears most educators 
and economists “are on the other 
side,” he said, “more liaison is 
needed with these groups. More 
people should be invited to look at 
advertising and hear what we 
think advertising is and what it 
stands for,” he said. 

Marketing, selling and advertis- 
ing depend on the climate in which 
they operate, he said. “If the rule 
| books are thrown at us and we 
|must operate with a list of too 
j;many don’ts, we cannot func- 
| tion.” # 


| 
Russell Joins Potts-Woodbury 


Clarence H. Russell has joined 
Potts-Woodbury, Kansas City, as 
an account executive. Mr. Russell 
was formerly an account execu- 
tive with Klau-Van Pietersom- 
Dunlap, Chicago. 
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ROP COLOR by Kroger 
Pulls new customers by the thousands 


Sells Tenderay Beef by the carloads 


Color pages 
in one month 


All in The Milwaukee Journal 


Kroger-Krambo’s campaign was a record concentration of 


newspaper color ads—and it really paid off! Their supermarkets in 


Greater Milwaukee and southeastern Wisconsin reported a 


spectacular increase in ““Tenderay” beef sales and wonderful gains 


in other departments—“by far the most productive meat sales 
promotion in our long experience.” 

This is just one of many fascinating success stories 

on ROP COLOR in The Milwaukee Journal and other newspapers. 
There is no other medium today that delivers the sales impact 

of good RO P Color. Ask us for details. 


THE MILWAUKEE JOURNAL 


America’s Most Colorful Newspaper 


Member of 


M ittion Market Newspapers Inc. 


New York, 529 Fifth Ave. 
Chicago, 333 N. Michigan Ave. 
Detroit, 438 New Center Bldg. 
Los Angeles, 3540 Willshire Blvd 
San Francisco, 111 Sutter St. 
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Advertising Age, May 23, 1960 


Riviera Sofa Bed Directors Guild, WNTA-TV 
Sign Interim Contract 


Plans $1,000,000 NTA Productions, Newark, N. J., 
- producer of “Play of the Week,” 
Ad Expenditure has entered an interim agreement 


with Directors Guild of America, 
in which NTA has agreed to ad- 
here to the minimum conditions 
detailed in current guild agree- 
ag a 1 ments with the networks. After 
mn We Los Anges ares. expiration of the temporary con- 

The budget will be invested | tract, Dec. 31, 1960, the guild has 
in the four Los Angeles dailies, agreed to " negotiate separate 
50 local newspapers, all seven agreements with tv program syn- 
Los Angeles tv stations on a|gqicators and networks, which for 
rotating basis, and in radio, ac-|the first time will recognize the 
oe Ane David Seigel, vp of different problems in producing 
S hee a rtising budget has syndicated shows and programs 
been the wisest investment our pe FS Aapraneehiren: Be ne 
company has made,” Mr. Seigel 2 
said, pointing out that every tween the guild and NTA, provi- 


dollar spent is Riviera’s, be- 


HOLLYwoop, May 17—Riviera 
Convertible Sofa Bed Co. plans 
a $1,000,000 advertising cam- 
paign over the next 11 months 


sion was made for deferred pay- 
ment of re-run fees for syndicated 
shows which initially are broad-| 
cast more than once per week in a} 


e 
single market. The stipulation was | ie Sell C ? Loe 
made for “Play of the Week,” ne ing ars a 
which is shown seven times per 
week on WNTA-TV, Newark. 


Here’s a preferred market—at a popular price: for 
less than 5¢ apiece, you reach 85.000 dentists (in- 
come and standard-of-living well above average) 
in a magazine they read devotedly. May we give 


you facts and figures? 


Two Clients to Ray Ellis 

Ray Ellis Advertising, Chatham, 
N. J., has been named agency by 
|two advertisers, Specialty Prod- 
ucts Co., Jersey City, manufac- | 
turer of industrial oils and chemi- | 
cals; and North American 
Equipment Corp., East Patterson, | 
|N.J., maker of Quik-Pik and Food- 


|o-Mat, materials handling equip- qe we A L ae Y ts I E N E 


‘ment for industry and supermar-| 1005 LIBERTY AVENUE, PITTSBURGH 22, PENNSYLVANIA 
| kets. | 


cause as a manufacturer-retail- | 
er, no co-op ad money is avail-| 
able. 

The company, which has 39 
showrooms in California, is now 
establishing franchises for the. 
convertible sofa bed in 11 west-| 
ern states; eventually, it will 
have national distribution, it 
was announced. 

George Patton Advertising, 
Los Angeles, is the agency for) 
broadcast media. Newspaper ad- | 
vertising is placed direct. 


# Riviera, which in six years 
grew from a furniture and up- 
holstery shop to an organization 
which has racked up a total of 
$60,000,000 in sales, paid tribute 
to the “real value of advertis- 
ing” this month with a presen- 

~tatien.of special awards to four 
newspavers and four tv stations 
for “their vital help.” 

The occasion was a meeting 
of the Hollywood Advertising 
Club, at which awards were 
made to the Mirror-News, Her- 
ald-Express, Examiner and 
Times, and to KRCA, KTLA, 
KTTV and KCOP. An award 
for neighborhood newspapers 
was made to the California 
Newspaper Publishers Assn. + 


McCann-Erickson Gets 
Kaiser Hawaii Kai Account 

McCann-Erickson, San Fran- 
cisco, has been appointed to di- 
rect advertising and promotion 
for a new $350,000,000 commu- 
nity development Henry J. Kai- 
ser Industries Corp. plans to 
build in Honolulu. Mr. Kaiser, 
Fritz Burns, Los Angeles-Hono- 
lulu home builder, and Welton 
Becket, Los Angeles architect, 
who has since withdrawn from 
the project, joined forces last 
year to finance, design and 
build a complete new commu- 
nity to be known as Kaiser Ha- 
waii Kai near Honolulu. 

At that time, Mr. Kaiser an- 
nounced a population goal for| 
Hawaii Kai of 200,000, with | 
part of the 7,000-acre site to be) 
devoted to new industrial plants, 
and sources close to Mr. Kaiser | 
indicated he might spend $1,-_ 
000,000 to advertise and promote | 
the community. Young & Rubi- | 
cam handles other Kaiser ad-| 
vertising in the U.S., with the) 
exception of Kaiser Engineers | 
Division, which is handled by 
L. C. Cole Co., and Willys Mo- 
tors, which is handled by Nor- 
man, Craig & Kummel, Chicago. 


S.F. Ad Club to Elect Smith 

Hugh D. Smith, west coast 
manager ai. ») of Outdoor Ad- 
vertising Inc., has been nomi- 
nated as 1960-61 president of 
the San Francisco Advertising | 
Club. Nomination is tantamount) 
to election. Other nominees are: | 
A. J. McCollum, advertising | 
manager, Pacific Gas & Electric | 
Co., for vp; Miss Kathleen | 
Brick, of the public —e 


department, Union Oil Co., as 
secretary, and Harry F. Borden, 
of Borden Printing Co., treas- 


"yn 


ills the gap... 
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KOOL-TV Adopts Single Rate 
KOOL-TV, Phoenix, has 


adopted a single rate card for 
e national and local advertisers, 
one-six-two with the new rates representing 

- an increase over both the former 


national and local rates. On the 
new card, the one-time hour rate 
Champion Spark Plugs selected the testingest market in 


during Class AA time is $625, 
the country to get the answers . . . Portland, Maine! First compared with the previous $550 
in U. S. cities of 150,000 pop. Sixth in U. S. cities regardless \for national and $462 for local 


of population and second in New England regardless | advertisers. The new Class AA 

: , — |one-time minute or 20-second spot 
of size* Champion Spark Plugs is just one of many who ‘rate is $120, as against the former 
found Portland, Maine the best test city. Marketing and | national rate of $100 and local, 


distribution facilities are ideal . . . testing is accurate. |$98.20. The station’s current ad- 
vertisers will receive the usual 


al el *Source Sales Management Pl UG. ' |six-month protection. 
84% coverage ABC retail trade zone 


\Electro-Tec Names Molesworth 
| Electro-Tee Corp., South Hack- 
ensack, N.J., has named Moles- 


D AINE worth Associates, New York, to ee 
if |handle advertising and public re- 


\lations. The company was former- | PERFECT CiRCLE—Perfect Circle Corp. 
ly serviced by Williams & London,| will run this two-color, junior 
| Newark, for advertising, and Man- | page ad for chrome piston rings in 
‘ning Public Relations, New York, the May 28 issue of The Saturday 
| for pr. Evening Post. It will be the first 
|of seven insertions in the Post. 
|Compton Advertising, Chicago, is 
the agency. 


represented by the Julius Mathews Special Agency, Inc. 


PORTLAND PRESS HERALD @ EVENING EXPRESS @ SUNDAY TELEGRAM 


How to fix a radio 


‘Look’ Offers Supers 
Circulars, Ad Kits 
on Monthly Basis 


| NEw York, May 20—Look has 

HERE'S NO SENSE in being whelmed by If you’re a time buyer in the New York | come up with a new merchandising 
| service for supermarkets. 

the little box. Take it in stride. Let’s area, skip the rest of this paragraph. If | Under a promotion tabbed “cir- 


: : : ? ‘ - |cular power” by the magazine in- 
say it has been working. Suddenly it you're a time buyer outside the New York ‘dividual retailers and cl.aifis may 


, sign up on monthl asis to re- 
stops. No Cha Cha Cha. No at-the-sound- area, you know an engineer at one of the pet paacer then of po Bann tab- 
of-the-kazoo-it-will-be-exactly. No price of stations in town; call him. Ask him to fix it. pid circulars, which will include 
ie-in material with national ads 
carried by Look, newspaper ad 
: mats and sample radio spot scripts. 
buzz. over, pick it up, dust it off, and take it to a Subscribers have a choice of two 
monthly promotion themes and can 
choose contents of the promotion 


buckwheat groats on the noon news. No Send it over to him. Three weeks later, drop 


repair shop. 


Let’s say you try the usual remedies: You piece in advance. Look said that 

; the circulars are not limited to na- 

shake it. You blow the dust off the back. tionally advertised products, and 
Vou kick te a letts, 1 Gcks momentartl (This constructive commentary reaches you that retailers can insert additional 
i ys through WMT, CBS radio for Eastern lowa, information on local products of 


hisses malevolently, and subsides. If it’s a their own choice. Prices of perish- 


mail address Cedar Rapids, whose engineering ables, for example, can be phoned 


transistor, put it to your shoulder and burp dept. doesn't fix radios but whose sales dept. in to the magazine 48 hours in ad- 

; ; : d tional s—The Katz A a vance of delivery of circulars, 
it. Then put it down and skip the next para- See ee rae iors. tated Look added. 

sales.) Cost of the service, developed 

graph. by Look in conjunction with Venet 

Advertising Agency, Union, N. J., 

— ranges from 2'%¢ per circular for 

If it’s a tube set, pull the plug and get out 5,000 circulars to “slightly over” 

h for 100,000. in-st 
the old tube tester. Out on loan? Pull all oe ee ee 


point of sale kit is offered with 
each 5,000 pieces ordered, Look 


the tubes and takg¢ ’em to es 
e d take the corner drug E po ge 


store. If the druggist’s busy, test "em your- 
self. One will be doubtful. It’s the one on 


the list priced above $3.00. (If you’re in a % 


‘SEP’ Adds Trade Reps 

The Saturday Evening Post has 
appointed two trade relations rep- 
resentatives: John R. Hansen III, 
E q a formerly with Continental Illinois 
x 4 Bank & Trust Co., as the maga- 
zine’s representative in Chicago, 
and John R. Santano, formerly 
with Alling & Cory Co., Rochester, 
as the Post’s representative in 
Philadelphia. 


hurry, just check your tube numbers against 
the price list. The most expensive tube will 


always test doubtful or worse, so you may 


as well save checking time.) Okay, pay the 
man $3.40, go home, put all the tubes back. 


(This is no place for creative placement, Gillette Spending $1,000,000 


Gillette Safety Razor Co., Bos- 
ton, reports it will put more than 
$1,000,000 behind a four-week 
1960 Father’s Day promotion, em- 
phasizing the 195 adjustable razor 
set. Television, radio, Sunday 
comics and business papers are 
being used. Maxon Inc. handies 
the account. 


Put ‘em back where they came from.) Plug 
in. No Cha Cha Cha. No at-the-sound-of- 


etc. No price of buckwheat groats. No buzz. 


Wiretyer Names Selvin 

Wiretyer Corp., E. Patterson, 
N. J., manufacturer of automatic 
strapping equipment and custom 
engineered materials handling 
systems for the newspaper indus- 
try, has appointed George A. Sel- 
vin & Co., Hackensack, as _ its 
agency. Wiretyer had been placing 
its own advertising. 
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@ Actually, total effective buying income of more than $3 billion 


se Penpte tran eam é +e ee And, once you get over the mountains, you're in rich terri- 
© Not covered by San Francisco and Los Angeles newspapers tory. Make your message work by putting it in the Bees — the 


Look to inland California — the Billion-Dollar Valley of the only newspapers that cover California's inland Valley. 
Bees — to broaden your sales potential in the West. If you're 


hugging the coastline, you're missing a huge market. 


Data source: Sales Management’s 1959 Copyrighted Survey 


MoCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O‘MARA & ORMSBEE 
McClatchy gives national advertisers three types of discounts . . . bulk, frequency and a combined bulk-frequency. Check O’Mara & Ormsbee for details. 
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How 
Chilton’s M-A-P 
charts your 


MOST 
PROFITABLE 


sales territories 


It’s taken for granted that the best way to chart a salesman’s territory is to 
start with reliable data. For years Chilton has been useful in this area. Today 
it offers broader and more penetrating marketing research than ever before. 
This is embodied in M-A-P, Chilton’s Marketing Assistance Program. 


Before you make any revisions in sales territories, we suggest you investigate 
the scope of Chilton’s M-A-P. You will find professional fact-finders and the 
most efficient tools of research. You will have access to reservoirs of information. 
You will get the latest studies of buying influences; opportunities for new 
products; fast-moving market trends; ideas to make your sales and advertising 
more effective. 


Chilton’s 17 business publications add to the depth and breadth of M-A-P. 
Each has a wealth of timely facts acquired through years of experience. 
Chilton’s standards of editorial excellence are now linked with stronger and 
more complete marketing tools for advertisers. A Chilton representative will 
be glad to give you more information. Or write for this book, which describes 
the program in detail. 


Chilton 


COMPANY 
Chestnut and 56th Streets - Philadelphia 39, Pa. 


Publisher of: Department Store Economist « The Iron Age » Hardware Age « The Spectator » Automotive Industries 
Boot and Shoe Recorder « Gas « Commercial Car Journal » Motor Age « Butane-Propane News « Electronic Industries 
Jewelers’ Circular-Keystone + Optical Journal + Hardware World + Aircraft & Missiles + Distribution Age 
Product Design & Development + Chilton Research Services + Business, Technical and Educational Books 


ASSISTANCE PROGRAM 
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TOPEKA has 1 TV Station... 


LES UY oP Wis it 


WIBW-TV SATURATES TOPEKA 


and provides the ONLY good signa! in a100,000 TV HOME AREA! 


Serving All Day... Any Day...a total of 226,850 TV homes in 38 rich Kansas counties. 
Survey-Proved WIBW-TV TOPS ALL COMPETITION. 


WIBW-TV — CBS, NBC, ABC — Channel 13 — TOPEKA, KANSAS 


(Division, Stauffer-Capper Publications) 
REPRESENTED BY AVERY-KNODEL, INC, 


Advertising Age, May 23, 1960 


|of a Band-Aid (June 21, 1958) 
j}and the Arrow shirt swatches 
|Sen 9 ! H | (May 23, 1959). Both these inser- 
in SEP Required |tions were a first in the magazine 
. publishing industry. Both were ac- 
Lots of Ingenuity | complished by the use of a special- 


PHILADELPHIA, May 17—Curtis|ly-designed “product attachment 


Scott Towel Insert 


serting an actual sheet of Scott 
toweling in the entire 6,300,000- 
plus copies of the April 23 issue of 
The Saturday Evening Post, has 
made a revolutionary advance in 
magazine advertising. 

This “impossible” accomplish- 


Publishing Co., by the feat of in-| device” built by Curtis and in- 


stalled in the Sharon Hill, Pa., 
plant bindery. 

This mechanism employs air 
suction to remove the. product 
from a feeder bin, pass it over an 
adhesive dispenser, and affix it to 
the page of the magazine as the 


ment, following the earlier inser-| appropriate page drops into place 
tions of real Band-Aids and/on the bindery assembly. Since 
swatches of Arrow shirting in| air suction is used by the device, 
some 1,300,000 newsstand copies of |Curtis officials were at first 
the Post, has opened up the pos- | stumped by the porous quality of 
sibility that inserts of many — Scott toweling and how to 
consumer products may be placed | prevent air “bleed” through the 
in magazine ads. | towel. The very quality of the ab- 

sorbent puffs of the towel seemed 
s The Scott towel insertion was at|t® be an insurmountable obstacle. 
first thought to be an impossible| Then it occured to them that 
task by Curtis technical people, | toweling with a sufficient number 


despite the successful application | Of folds would prevent this air 


Over 314 million lines of R O P color were 
published in 1959 by Salt Lake’s two 
metropolitan newspapers, each 

paper ranking 2nd in the nation in 

R O P Color advertising linage! 


MORNING ONLY 
The Salt Lake Tribune 2nd 


EVENING ONLY 
The Deseret News and Telegram © 2nd 


This great availability of color means that 
you can reach and sell the 

colorful West — and its nearly 114 million 
prosperous prospects — with greater pENCYC, 
impact than ever before. If 114 million is a : 


DAILY MORNING 


1. Chicago Tribune 

2. THE SALT LAKE TRIBUNE 
3. Miami Herald 

4. Los Angeles Times 

5. New Orleans Times-Picayune 


DAILY EVENING 


|. Milwaukee Journal 


2. SALT LAKE CITY DESERET 
NEWS and TELEGRAM 


3. Cincinnati Post & Times-Star 
4. Ft. Worth Star-Telegram 
5. San Diego Tribune 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


“‘must’’ market, Salt Lake is a must! And 
the only local medium with color is Salt 


Lake's two great metropolitan newspapers. 


DESERET NEWS ano 
Salt Lake Telegram (eveNinG) 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Metro Comics Network. 


bleed. Thus, this problem was 
“solved.” 


|@ Many other obstacles also had 
to be overcome. The product at- 
tachment device used for the 
Band-Aid and Arrow shirt inser- 
| tions had to be redesigned and ad- 
ditional such units constructed. 
|Scott provided 130 parent rolls 
| (56 inches wide and 40 inches in 
| diameter) of standard pink towel. 
| The mill in Winslow, Me., shipped 
the rolls to the Kaumagraph Co. 
at Wilmington, Del. The compa- 
|ny printed the rolls on one side of 
|the web and rewound the rolls. 
| The rolls then were turned around 
|and printed on the other side of 
|the web and rewound. Printed 
|rolls were then sent to the Scott 
plant in Chester, where they were 
embossed and slitted into 13” wide 
rolls or “doughnuts”’—four 13” 
wide rolls out of a 56” roll. The 
latter were returned to Kauma- 
graph, where they were put on a 
sheeter and sheeted to 11” size, to 
make a towel 13x11”. This was the 
size before folding. Towels were 
folded by hand, with a force of 70 
girls used for folding and inspec- 
tion. 


s The toweling used in the Post 
was folded with two parallel folds 
and one right angle fold to about 
54%x3%” for insertion. The last 
fold was allowed to drop slowly 
as the towel was glued to the page. 
Gentle pressure was applied from 
the opposite side of the page as the 
towel was glued on. This required 
perfect synchronization of the at- 
tachment device. 

Preliminary exploration of this 
possibility with Scott towels was 
started by the Post last September. 
At first Post technicians said it 
could not be done. By accident, one 
hit upon the idea of folding to pre- 
vent air bleed. This was tried and 
it worked. Early in October, Scott 
Paper officials were told that Cur- 
tis could handle the insert. + 


American Aviation Moves 

The Detroit sales office of 
American Aviation Publications, 
Washington, has moved to larger 
quarters at 412 Fisher Bldg. John 
Anderson, formerly a regional ad- 
vertising manager of Airlift and 
Air Cargo in Chicago, has been 
transferred to Detroit in the same 
capacity. 


Donnelley Boosts Geary 
William W. Geary has been 
promoted from national general 
sales manager to assistant vp of 
sales for Reuben H. Donnelley 
Corp., New York. The company 
said it will announce Mr. Geary’s 
successor at a later date. 


Ogilvy Gets Count Four 

Bristol-Myers products division, 
New York, has appointed Ogilvy, 
Benson & Mather, New York, to 
handle advertising for a new 
stomach remedy, Count Four, now 
in test in about six markets. 
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CHICAGO’S AMERICAN 


Wholly owned subsidiary of the Tribune Company, Chicago, Illinois 


MATIONALLY GEPRESEMTES BY HEARST ABVERTISING SERVICE imc. 


Master 
of many talents 


- wide intérests an 
.. distinguished by 


George Murray is first and foremost a re- 
porter ... but a reporter with a viewpoint. 
His philosophy (the inevitable triumph of 
the individual in conflict with mass- 
man) is a rich tapestry woven of such 
diverse threads as: 


A dogged walk of 2,000 miles from St. Louis to the 
briefly booming gold fields of Nevada... only such 
an Herculean effort could give him back the use of a 
limb seemingly, at 17, crippled for life; a muleback 
exploration of uncharted Central American jungles in a 
successful search . . . documented by stories and photos 

. for a Mayan tribe, “lost” since the time of the Con- 
quistadores; a five-year tour of duty as a diplomat 
representing the U.S. government ‘vis a vis” the Soviet 
Red Army in occupied Austria. 


George Murray considers himself a lifelong, 
dedicated newspaperman...seeing his other 
works as temporary interruptions. Among 
such interruptions he lists his work as 
author, biographer and playwright, (the 
brothers Shubert produced two of his come- 
dies on Broadway); historian, (multi-volumed 
history of the U.S. military occupation of 
Austria won him a military citation and is 
part of the library of the National War Col- 
lege); and rancher, (500 acre horse and Here- 
ford spread in his native Missouri Ozarks). 


George Murray’s lust for life in all its facets 

.. expressed also in skiing, sailing, shoot- 
ing and sports car driving ... is the vital 
force which shines through his every 
column, making this one of the most widely 
read features on the Chicago scene. This is 
a man who is constantly “doing”... sometimes 
in a homburg, often in shirt sleeves. This is 
George Murray of CHICAGO’S AMERICAN. 
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through this year’s slogan: “Don’t 

Brand Names Week take a chance, take a name brand.” 
Outdoor boards were especially 

Had $12,000,000 heavily concentrated on the West 
ot Ad Support Coast. All media, with the ex- 


ception of sky writing, helped 

PHILADELPHIA, May 17—Because| back the promotion, Mr. Abt ob- 
of the cooperation of media, stores|served. He added that approxi- 
and manufacturers, the Brand/|mately 90,000 manufacturers’ 
Names Foundation has been able|salesmen carried point-of-pur- 
to make 80 impacts per household | chase material to dealers. 
during Brand Names Week, or The purpose of Brand Names 
some $12,000,000 worth of adver- | Week, Mr. Abt said, is to strength- 
tising, at a cost of only three-tenths jen the relationship between the 
of a cent per home, Henry E. Abt,|manufacturer and the home and 
president of the foundation, told|the manufacturer and the deal- 
the Poor Richard Club last week. jer. + 

He said that during the promo- | 


«Shee 


Hoftman to Reporting Service 

Edward N. Hoffman has joined 
Interstate Industrial Reporting 
Service Inc., New York, as assist- 
;ant to the president and national 
lsales director. Mr. Hoffman from 
|1952 to 1958 was president of 
|Hoffman-Manning advertising 
agency and more recently was 
executive vp of Newmark, Posner 
& Mitchell. 


‘This Week’ Boosts Sprague 
Following a series of top man- 

agement changes at This Week 

Magazine, newspaper supplement 


Advertising Age, May 23, 1960 


(AA, May 2), United Newspapers | Fulton, Morrissey Adds One 

Magazine Corp., New York, has) {nternational Rolling Mills Prod- 
appointed Wallace A. Sprague) ycts Corp., Chicago, processor, fab- 
exec vp. Mr. Sprague was former-|ricator and distributor of steel 
ly assistant publisher of Parade, | products, has appointed Fulton, 
newspaper supplement. |Morrissey Co., Chicago, as its 


2 . agency. The company formerly was 
New Health Horizons’ Bows o dineeh edieaaiien. 
New Health Horizons, a bi-| 


monthly magazine covering the | Brichta Joins Herbert Baker 


|general health field, will bow on : 
/newsstands June 2. Initial press| [ra Brichta, former group super- 


lrun for the book, published by visor and senior marketing execu- 
|Volitant Publishing Corp., New|tive of McCann-Erickson’s Com- 
York, is 200,000 copies. No ads will; munication Affiliates Inc., has 
| be carried in the first issues. Cover | joined Herbert Baker Advertising, 
| price is 50¢. |Chicago, as a vp. 


tion, May 1 to 8, magazines con- 
tributed $300,000 worth of space, 
ranging from a quarter page to| 
full pages. Some 400 daily news- | 
papers contributed display ads | 
stressing Brand Names Week, the 
ads ranging from 600 lines to full 
pages. 

The tv networks, plus some 1,000 
radio stations, also cooperated by 
stressing the brand names message 


ge ty, 


be 
Attention \ 
advertisers! 
Piel’s Beer is sponsoring 
INTERPOL CALLING, 
starring Charles Korvin as 
Inspector Paul Duval 
on New York’s WPIX, 
Sunday nights at 10:30. 
Now Interpol’s story, 
which the public has been 
reading about in 
Reader’s Digest and other 
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\ magazines and | 
\ newspapers, comes to 
television .. . 
\ presented by / 
\ Piel’s. / 
4 


great, Bert. Just 
3 like you and me, 
/ INTERPOL CALLING 
{ and Piel’s make a 
sure-fire selling 
| combination. And if I may 
make one small pun, 
both Duval and Piel’s 
always keep their 
heads... in any 
situation. 
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‘INTERPOL CALLING’ 


the new television series that 
Bert, Harry, Blitz-Weinhard, 
Pfeiffer's;Labatts, Miller High Life, 
Santa Fe Winery and so many 
other kinds of advertisers are 
buying, buying, buying! 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Ave. * N.Y. 22 © Plaza 5-2100 
ITC OF CANADA, LTD. 


100 University Ave. * Toronto 1, Ont. © EMpire 2-1166 


© 196 PIEL BROS., BROOKLYN, © ¥ 


where your Sales Story reaches the 


Today, most major advertising decisions are shaped by team effort. 


Chances are, in the companies and agencies you want to reach, at least 


three, four or more executives will influence the choice of your market, 


medium or service. 


Industrial Marketing's monthly penetration of industrial companies 


and agencies is a vital factor for IM advertisers. Because IM is the 


only publication serving the 


specialized interests of those concerned 


with selling and advertising to business and industry, most of the men 
who call the shots on industrial markets and media are enthusiastic 


IM readers. 


At Ketchum, MacLeod & Grove, Inc., for example, where the placement 
of businesspaper advertising is a vital aspect of the agency’s activities, 
Industrial Marketing gets close readership by key executives. Headquar- 
tered at Pittsburgh, KM&G serves major industrial advertisers such as 
Alcoa, Blaw-Knox, Columbia-Southern Chemical, Gulf Oil, National 
Supply, Scott Paper and Westinghouse Electric. Here is what four 
members of the KM&G decision-making team say about IM: 


Selling and adveiiving lo business. cand undubity 
INDUSTRIAL MARKETING 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 


630 THIRD AVENUE 


NEW YORK 17, NEW YORK 


© BD) N'BIP 1 Year (13 issues) $3 
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dm Morning News; Dallas Times Her- 
A en Teach Dallas ald; KRLD-TV; Tracey-Locke Co.; 
Taylor-Norsworthy; Southwest 


Tee s as Teachers Printing Co. and American Print- 
; H |i & Lithographing Co. : : “Hercules Un-| 
ee Media, Agencies ‘’ motion picture, “Hercules Un-| 
—_— chained,” which will be distrib- |CT@ttions to Fladell/Harris 


| 

DaLLas, May 17—Dallas high|# While the teachers were seeing | | Creations Sales Corp., New York, 
school teachers toured advertising | advertising at work, their students rae higavee reg prem has appointed Fladell/Harris Ad- 
facilities while their classes were| were being taught by agency and | dup tuna an | vertising Co. to handle its adver- 
taught by members of the Dallas|media executives. The program | ‘@? has stented 3 - “4 antl gal | tising. The agency will run a four- 
Advertising League in a teacher-|was designed to tell both teach- | fore its Cpansg eee market, | week spot tv schedule in New 
tour-seminar here last week. ers and students of advertising’s |a"d in Ebony, Life, Look, Pictorial | york, with taped minute com- 

The program, an experiment in|role in the pattern of American Review, Tan and about 30 fan, rO-'mercials on five kids’ shows for 
advertising education, was con-| business and industry, emphasiz-|Mance and adventure magazines. | the new toy, Skip-Stik. Other mar- 
ducted for journalism and econom- |ing how it works to help bring | A total of 6,300 tv spots are sched- ikets are expected to be added to 
ics teachers from 25 high schools. | about mass distribution and con-|uled, including 10-second, 20-sec- | the tv schedule later. There was no 
The instructors ‘toured the Dallas | sumption. |/ond and minute announcements on| previous agency. 


‘Hercules’ Flexes Ad Muscles 212 stations, beginning in late 

Embassy Pictures Corp., New |June. The campaign was handled 
York, will spend $1,200,000 in ad- through Allied Advertising Agen- 
vertising and promotion of its new |: Boston. 


Decision-Making Team 


R. FORREST ROSENBERGER 
Vice-President 
Ketchum, Macleod & Grove, Inc. 


“Every marketing and advertising plan our agency produces 
for its clients carries the contributions of many people. This 
is achieved by full utilization of our integrated services — 
advertising, publicity, public relations, copy, art, sales and 
technical literature, direct mail, TV and radio, merchandising, 
market research, and media. Appraising contributions of each 
of these specialized talents calls for broad understanding and 
appreciation on the part of every contributor. These character- 
istics are the difference between cooperation and compromise. 
Industrial Marketing, through its diverse editorial platform, 
serves up articles each month that help group members gain 
more sophistication in their own, as well as other specialties.” 


aus 


W. B. PHILLIPS 
Media Director 


“Industrial Marketing is one maga- 
zine that I consider must reading each 
month. Editorial and advertising ma- 
terials are informative and helpful in 
media work. We route IM among all 
key departmental people. The pages 
on Advertising Volume in Business 
Papers are especially helpful as a 
guide on both individual books and 
the industry.” 


DR. DORSEY FORREST 
Director of Research 


“One of the major benefits of Indus- 
trial Marketing to research people is 
its broad coverage of marketing activ- 
ities. This reminds us that research, 
advertising, selling, etc., do not oper- 
ate in a vacuum. IM enables us to 
keep abreast of all parts of this nec- 
essarily integrated business operation. 
In addition, practically every issue 
carries editorial material about 
research. I find the annual Market 
Data and Directory Issue particu- 
larly valuable.” 


L. E. GALLAGHER, JR. 
Director of Merchandising 


“Today's industrial client is con- 
stantly exploring new ways to sell new 
products in new markets, through 
new channels of distribution. Today's 
agency, through marketing and mer- 
chandising services, must offer suc- 
cessful solutions to meet these new 
challenges. Many times Industrial 
Marketing records this ‘challenge of 
the new’ and supplies case histories 
of successful solutions.” 
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TOMORROW (8 NOW 7a WITH “DS 


DX BORO 
on BEAVIS 


FiRST—DX Sunray Oil Co., Tulsa, 
will do its first advertising in The 
Saturday Evening Post starting 
|with the May 28 issue with this 
two-color page in midwestern re- 
|gion editions. Potts-Woodbury, 
| Kansas City, Mo., is the agency. 


everyone 
from 
FILMOTYPE 


gains 


If you use repro proofs or lettering, 
Filmotype is for you and your clients. 


The Filmotype Photo-Lettering Ma- 
chine almost instantly produces very 
sharp, very black copy that makes 
you successful, your customers order- 
deluged. Basically, all because readers of 
Filmotype material read ‘more, believe 
more, buy more. 


Filmotype’s speed; ease of operation, 
all-inclusive alphabet selection, numer- 
ous other money-making and saving 
abilities will certainly make you gain, 


Know about 
the Pays- 
for-Itself 
Purchase 
Plan? 

Write for 
details. 


preter eres ees -< 
fed FILMOTYPE 7500 McCormick Bivd., 
| Skokie, Mi. 
a. Hove the Filmotype representative moke 
i] @n appointment in my own office for o 
demonstration. 
| Send me further information about the 
Filmotype Photo Lettering Machine. 


| 
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NOW BUY A 


KING SIZE 
MARKET 


SEP TE RETAIL SALES 


NEW PERS $300,765,000 
The Zl Paso Times 


Morning and Sunday 


El Paso Herald-Post 


Evening 
104,020 CIRCULATION 


Pe 


Brangus Association—Mo. & Kans. 
Central Missouri Polled Hereford Assn. 
Flint Hills Hereford Association 

Heart of Missouri Polled Hereford Assn. 
Holstein-Friesian Assn. (Mo.) 

Kansas Balanced Farming Winners—1958 
Kansas Berkshire Hog Breeders Assn. 
Kansas Guernsey Breeders Assn. of the 


Kansas Hereford Association total membership 


Kansas Jersey Cattle Club * 
Kansas Livestock Association of these leading 


Kansas Polled Hereford Association livestock breeder 


Kansas Polled Shorthorn Society associations 
Kansas Swine Imp. Testing Station in Missouri 
Kansas Shorthorn Breeders Association and Kansas 
Missouri Angus Association are 


Missouri Balanced Farming Winners—1958 Weekly Star Farmer 
Missouri Berkshire Hog Breeders Assn. 


Missouri Hampshire Swine Breeders Assn. a. 
Missouri Hereford Association ee t . 
Missouri Polled Hereford Breeders Assn. by nose count 
Mo. Poultry Imp. Project Winners—1959 matching of actual 
Northeast Missouri Hereford Association | subscriber stencils 


Commercial livestock raisers—your best customers— 
also favor Weekly Star Farmer for their own advertising. 
In the 1955-1959 period, Weekly Star Farmer carried ° 
64.59% of ALL livestock advertising in Kansas papers— 
59.07% of ALL livestock advertising in Missouri papers. 


Weekly Star Farmer 


PUBLISHED IN KANSAS CITY, 


- CHICAGO NEW YORK SAN FRANCISCO 
202 S. State St., WE. 9-0532 21 E. 40th St., MU. 3-6161 625 Market St., GA. 1-2003 
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HONES’ INJUN—Scudder Food Products, Monterey Park, Cal., is in- 
troducing Wampum Injun corn chips in 11 California markets with 
the two pages shown here running back to back in newspapers. The 
first page (Indian facing reader) is in four colors, the other in b&w. 


First insertions begin in Los An- 
| geles in May, backed by tv spots. 
_Campbell-Mithun, Hollywood, is 
the agency. 


Color TV Ad Has 
Trebled Effect over 
B&W. Crosley Finds 


CINCINNATI, May 17—Color tv 
commercials more than treble the 
impact of b&w ads, according to a 
survey just completed for the 
Crosley Broadcasting Corp. by 
Burke Marketing Research. 

Burke also reported that results 
of the three-month study show 
color commercials increase product 
recall by color viewers by two- 
and-a-half times over b&w viewers. 

Of more than 10,000 telephone 
numbers reportedly dialed by in- 
terviewers, more than 6,000 per- 
sons were contacted, of whom 1,146 
had watched all or part of test 
programs—these evenly divided 
between color and b&w. Names of 
color set owners were supplied by 
distributors. The study revealed: 


e Twice as many people watched 
the eolor show, and watched it 
longer. 

e Color advertising is three times 
as persuasive. 


e Two-and-a-half times as many 
color viewers recalled the commer- 
cial by brand and product name. 
e Three-and-a-half times as many 
details about the commercial were 
recalled as in b&w set homes. 


e It was found that it takes 3,589 
b&w set viewers to get the same 
commercial impact as 1,000 color 
set viewers, measured by the num- 
ber of details remembered. 


# The test programs were the 
“Perry Como Show,” “Hall of 
|Fame” and the “Dinah Shore 
Show.” # 


‘Art Directors Elect Blattner 

| Art Directors Club of New York 
| has elected Robert H. Blattner, 
art director of Reader’s Digest, 
president, succeeding Garrett P. 
Orr, eastern art director of Gen- 
eral Outdoor Advertising, who 
served as president for the past 
two terms. Other officers elected 
were Andrew K. Nelsen, J. Wal- 
ter Thompson, Ist vp; Russell A. 
Hillier, consulting art director, 2nd 
vp; Bert W. Littmann, vp of Pah- 
mer & Littmann, secretary, and 
Mahlon A. Cline, of Mahlon A. 
Cline Associates, treasurer. 


‘Baxter Adds Two to Staff 

| William L. Baxter Advertising 
|Agency, Minneapolis, has added 
| two staff members: Rosemary Cas- 
'tor, formerly tv-radio director of 
|David Inc., St. Paul, copywriter, 
\and Marlyne Pilkington, from Bo- 
\zell & Jacobs, Minneapolis, pro- 
| duction: manager. 
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Triumphs 
of an advertising 


decision maker 


HE SELECTED HIS MARKETS BY INTEREST, NOT BY CIRCULATION 


This Madison Avenue lepidopterist ignored the doubtful multitude, and concentrated 
on the most desirable species—readers already interested in what his client had to sell. 
His net: Hearst Special Interest Magazines, which winnow out the “undesirables” and 
capture just those readers who—by their special interest in the editorial content 
of the magazine—are definite prospects for the advertiser’s product. 


HEARST magazines 


13 keys to the special interests of 13 groups of people « » « American Druggist 
Bride & Home e Cosmopolitan e Good Housekeeping e Harper's Bazaar e House Beautiful « Motor Boating 
Motor e New Medical Materia e Popular Mechanics e Science Digest eSports Afield e Town & Country 
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Changes in Drug Selling Mean More 
Advertising, Proprietary Assn. Tol 


(Continued from Page 3) 
$123,000 today to approximately 
$250,000 by 1970, he said. 

“You can see that this will mean 
vast changes in the merchandis- 
ing practices of our industry,” he 
commented. 

“They’re going to depend more 
and more on promotion and adver- 
tising than they are on the per- 
sonality of the store,” he said. | 

Proprietary items face a re- 
latively better future than ethical | 
prescription items, he declared, 
because in today’s climate public 
acceptance is on a firmer basis 
than patent rights. 


s The prospect of a bigger share 
in an almost doubled market was 
dangled before the patent medi- 
cine men by Mr. Nolen. But the 
glow was slightly dimmed with | 
predictions of heightened competi- | 
tion and disproportinate and in-| 
creased advertising expenditures. | 

Proprietaries accounted for 
$700,000,000 in a drug market of) 


$6.8 billion last year. By 1970, 
estimates place the drug market at 
a $12.5 billion level and “pro- 
prietaries will enjoy a_ bigger 


share of this volume than they do} 
at present,” he declared. 

“Pharmaceutical manufacturers 
are moving more toward over-the- 
counter products, and competition 
in the field of proprietaries will 
certainly be intensified over the 
next few years. We will see more 
offered for sale and more advertis- 
ing behind them,” he declared. 

“Families are now _ spending 
$18 a month for  proprietaries. 
By 1970 this will rise to an es- 
timated $24.50. Among these pro- 
prietaries we will find many more 
private brands than we do today. 
This means increased problems in | 
facings, PMs and other merchan- | 
dising methods.” 


s The head of the big distribu- | 
tion wholesaler continued: “With | 
rising costs for manpower, there | 
will be less personal selling and | 
greater reliance on advertising, | 
displays and automatic selling in 
all fields of manufacture. As a 
result of this, merchants of the 
’60s will be far more promotion 
minded than they are today. That, 
you will agree, is a happy pros- 


pect.” | 
The speaker predicted ‘ta squeeze 
in- 


on margins,” because price 
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” for their faliiiie color 


lithography work rely on The 
Regensteiner Corporation, 
now celebrating 50 years of 
service as one of the na- 
tion’s largest producers of 
quality color printing. 
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CORPORATION | 


award-winning color/black & white lithography 


Jackson Boulevard and Racine Avenue 
MOnroe 6-4200 e Chicago 7, Illinois 


New York office: 520 Fifth Avenue 


v Ley OXford 7-0167 
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creases .n the drug industry will) 
probably be about one-half the! 
rate of general price increases. 
Among the sources of increased | 
drug volume will be more people, | 
with increased spendable income; 
new products; “a greater mer-| 
chandising mix and the growing 
health and beauty consciousness of 


‘our better educated consumers. 


“Part of this increased volume 


|of drug stores will come from new 


proprietaries. These products, how- 
ever, will have a shorter life. You 
are likely to encounter more sub- 
stitution and shorter profits. And 
your promotion and marketing 
costs will rise disproportionately. 

“Proprietary lines do, in my 
opinion, face a relatively better 
future than prescription items.” 

He reiterated an estimate often 


heard these days that the total 
advertising economy would double 
to $22 billion by 1970 and added: 
“At the same time it will be more 
difficult to attract attention with 
a good ad. With everyone shout- 
|ing, no one gets heard.” 


|@ The speaker expanded into the 


|general retailing picture and said | 


|there will be more _house-to- 
| house selling, mail order busi- 
ness and greater use of rental 
services. 

“And, unfortunately, there will 
be more price-cutting to build 
traffic. As I mentioned earlier, 
there will be more private brands, 
as chains and larger stores in- 
crease in importance.” 

He urged his listeners to (1) 
put greater emphasis on cost con- 
trol, which is often more expen- 
sive than production, especially in 
distribution; (2) increase selling 
productivity by effective use of 
telephones, television, motion pic- 
tures and mail; (3) concentrate 


more on pre-selling, unit selling 
and group selling; (4) give closer 
|attention to packaging in market- 
jing plans; (5) rely less on PMs 
in selling, and (6) have better 
|selection, training and supervision 
of sales personnel. 


= “We will have to learn to live 
with increased governmental reg- 
ulation of our business and develop 
more consciousness of the legal 
implications of our marketing op- 
erations. It is obvious that all of us 
are going to give much more at- 
|tention to governmental agencies 
{and regulations,” he said. 

Finally, Mr. Nolen cautioned 
against underestimating the po- 
tency of overseas influence and 
markets where the “big and over- 
riding challenge” lies. His own 


|company was recently approached 
| by Russians who would like to sell 
drugs here, he said. 

George P. Larrick, U. S. com- 
missioner of food and drugs, said 
careful attention will be given to 
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three important areas in the de- 
cade ahead: 

1. Excessive promotion of drugs 
by some companies. 

2. Continued public acceptance 
of the drug industry “by a society 
that is increasingly interested in 
promoting public health.” 

3. The need for better control 
of drugs by both government and 
industry. 


s “We suggest that you need to 
reconsider very carefully the pro- 
motional methods employed by 
some of your member firms,” he 
told a luncheon session. We still 
find excessive therapeutic claims 
made for proprietaries, and we 
continue to bring legal actions 
based on them. 

We find a situation in the vita- 
min field that is almost out of 
hand. The addition of innumer- 
able ingredients “has resulted in 
formulation monstrosities” which 
are not needed. Increasingly high- 
er dosages are marketed “to create 
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MOTOR LIFE 


TRUTH ABOUT 
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*READERSHIP: 
5,000,000. 
GUARANTEED 
CIRCULATION: 
1.332.000 
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Advertising Age, May 23, 1960 


the illusion that if a product has 
ten times the daily requirement 
it must be better than competitive 
products with ‘only’ two or three 
times the minimum daily require- 
ment. Some of the ingredients of 
nutritional supplements may be 


hazardous if the dosage is too 
high,” he said. 
“This over-all picture in the 


vitamin and nutritional supple- 
ment field certainly shows a need 
for significant changes across the 
board. We cannot accept the view 
that as long as no one is hurt, 


vitamin promotion should continue | 


in its present form,” he warned. 


= “Some of you have indicated 
that you would be glad to improve 
your practices if your competitors 
would likewise improve,” the com- 
missioner added, “and possibly 
standards will have to be estab- 
lished regulating vitamin prepara- 
tions. 

“The so-called reducing agents 


widespread, excessive promotion.|its opposition to such clarification 
Informed medical groups as well|on a broad scale. As you know, 
as individual practitioners are} your association is the only group 
protesting. The legal actions we|that has gone on record as op- 
have brought have not afforded| posing the proposed requirement 
adequate improvement. Further/|that drug labeling should bear 
correction is necessary.” |}adequate warnings against acci- 
Mr. Larrick said there are pre- | dental injury.” 
sently 23 cases pending in court | Mr. Larrick told the home medi- 
against weight reducing products.|cine men that—like the Food & 
The FDA commissioner ex-| Drug Administration, “it may well 
pressed regret “that your associa-|be that the only way the drug 
tion has not found it possible to | industry is going to keep the con- 
accept our view on additional drug fidence of the American public 
labeling for hazardous substances. | Will be for it to live in a goldfish 
“In all frankness the alternate bowl. The theory which a number 
proposal stated for you would lim- | of you have held for a long time— 
it the application of the principle | that self discipline and voluntary 
we recommend to a very few Compliance with the applicable 
drugs. This seems quite inade-|!aws are adequate for the vast 
quate when you consider the |™ajority of drug manufacturers— 
growing number of victims of ac- iS certainly being put to the test 
cidental poisoning from drugs. at the start of this new decade. 


= “We must say that we fail to see|" “No doubt most of you will 
how an industry that owes its|agree that if we fail to pass this 
very existence to the desire of test, the result will inevitably be 


are yet another example of rather | people for better health can justify|a serious loss of public accept- 


|ance.”’ 


Emanuel Goren, vp and general 

|;manager of Thayer Laboratories, a 
division of Revlon Inc., told a 
|meeting of small volume compa- 
nies that competition has never 
| been as demanding or as fierce as 
|it is today. 
“Consequently the availability 
lof top quality products is es- 
sential to the survival of any drug 
company, and the availability of 
|new top quality products is the 
jonly way to avoid obsolescence 
jand attrition, which lead to cer- 
tain extinction.” 

Close governmental and public 
scrutiny make it imperative that 
“our products be proven safe and 
proven effective beyond doubt,” 
he declared. 

Product research and develop- 
ment is the only answer, and 
smaller companies who “do noth- 
|ing but copy, hoping to keep afloat 
|by the activities of others and 
dodging as best they can such 
|things as governmental require- 


SOP HIM 


000* more 


young sports “on wheels” 


who shop 


in P.A.G. 


pages every month! 


Flag him down with P.A.G.! 

The only magazine group 
that keeps up with him. That 

focuses on his car-mania. 


That consequently reaches 
more young men between 18 


and 30 than any other 
magazine. It follows: P.A.G. 
is sell on wheels. 


Is he worth selling? You bet. 
He makes his Dad look like 

a piker. He’s crowding 

all competition off the track 
for the title of “Today’s 

Big Spender”! He’s the guy 
who's gotta have a car, a 
camera, clothes, hair cream, a 
motor boat, 
cigarettes — 
sees. The trick is to catch his 
eye. The device? P.A.G.— 
his reading matter. 


P.A.G. Reader Buying Habits 
(per E. Gilbert Survey): 


after shave, 
everything he 


70% smoke one or more packs 
of cigarettes a day. 88% 
purchase their own toiletries. 
94% buy suits by brand name. 
61% buy new cars, one of 
their many hobbies. Over half 
consume 4-15 soft drinks 


per week. m 3,750,000 
soft drinks a day! 


This figure represents the 
buying power of P.A.G. 
readers in one consumer 
product. For more facts and 
figures, talk to a P.A.G. 
representative today. 


Petersen Publishing Co. tos ancetes: 5959 Hollywood Blod. + HOllywood 6-211 
SAN FRANCISCO: 155 Montgomery St. + EXbrook 7-5367 + ST. LOUIS: 915 Olive Street + GArfield 1-5153 
NEW YORK: 17 East 48th Street - PLaza 1-6690 * CLEVELAND: 834 Schofield Building + MAin 1-1139 
CHICAGO: 360 North Michigan Avenue + FRanklin 2-6067 + DETROIT: 3337 Book Building +» WOodward 3-8245 


P.A.G.— Petersen Automotive Group 
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SALUTE TO TAVERNS—Brown-Forman 
| Distillers, Louisville, is using this 
|ad in liquor trade publications in 
April and May (during National 
| Tavern Month) to salute taverns 
and promote some of its brands. 
Erwin Wasey, Ruthrauff & Ryan, 
Chicago, is the agency. 


ments and public responsibility, 
can not hope to exist over the 
|long pull,” Mr. Goren said. 


@ Three other speakers devoted 
\the rest of this meeting to de- 
scribing how small volume com- 
panies—those with fewer than 
500 employes and less than $10,- 
000,000 in sales—can conduct their 
own product research and devel- 
opment inexpensively. One speak- 
er, Lamar Swift, exec vp of the 
S.S.S. Co., gave a case history of 
how his 134-year-old company 
went about changing the formula- 
tion of S.S.S. tonic, with the aid 
of its advertising agency, McCann- 
Erickson. 


= Proprietary Assn. counsel James 
F. Hoge told the members, “There 
are bills in Congress which would, 
if passed, mean enlarged market 
control by the Federal Trade Com- 
mission,” and that at least 64 
bills are pending in the House and 
Senate “which would affect your 
business in every way. And there is 
not time to catalog the innumer- 
able proposals for further regu- 
lation which come with increasing 
frequency from government agen- 
cies, legislators, economic and so- 
cial groups and even trade associa- 
tions.” # 


# supplement to your catalog of PH P services 


TIPS ON HANSONTYPES 
Solid-Copper Duplicates 
of Process Originals 
for Publication Molding 


Leading color advertisers and 
national publications 
recognize the high quality of 
Hansontypes ... are regular 
users of Hansontypes. Tips 
On Hansontypes gives you 
basic information on this 
fast, money-saving method of 
duplicating process originals. 


Free upon request. Write. 


HANSON COMPANY 


9th and Sansom Sts., Phila. 7 WAlnut 2-5567 


Li 


The PROGRESS HANSON + PROGRESSIVE Group 


One of America’s Most Complete 

} Graphic Arts Organizations 

| Philadelphia - New York - Newark + Lancaster 
| Wilmington - Baltimore - Washington - Richmond 
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WANT MORE 
# CUSTOMERS IN 
im DAYTON... 


| 


Weekley Scott 


Chesser 


HOUSTON AD CLUB OFFICERS—New officers of the Houston Advertising 
Club are Alec Chesser, advertising director, Houston Natural Gas 
Corp., president; Weldon Weekley, Weekley & Valenti, lst vp, and 


Bess Scott, Gulf State Ad 


vertising Agency, 2nd vp. 


Amended Complaint 
Revives Stone Suit 
Over ‘Price Is Right’ 


NEw YorK, May 18—Sid Stone’s 


j|ment for past, present and future 


use of the program. + 


Robert Bragarnick Opens 
‘Marketing Consultancy 
| Robert Bragarnick, who re- 


court battle against producers | i8ned last summer as marketing 
Mark Goodson and William Tod-|¥P °f Seagram and has since been 
man for allegedly lifting the idea|@ CoMSultant to Life (AA, Oct. 19, 
\for “The Price Is Right” from him| 9) Will open Robert Bragarnick 
| moved into a new phase this week. | Inc., a marketing counseling com- 
| Mr. Stone, actor and Texaco|P@"y, in June in the new Time- 
| pitchman on the early Milton Berle ‘Life Bldg. - , . 
telecast, through his lawyer, Otis | Associated with him will be 
Mark Waters, asked New York su- | Everett O. Bradley, former Biow 
preme court to permit him to file | @ wm and Benton & 
an amended complaint to cover Bowles execu- 
sae s breach of contract. tive, and Jack- 
- In mid-1959 Mr. Stone was son Gouraud, 
granted a summary judgment in who was na- 
New York supreme court against tional sales \ 
Goodson & Todman on the ground manager of 
that “The Price Is Right,” which Antique sales 
the company produces for daytime for Seagram 
|and evening airing on NBC, was and previously 
|“substantially lifted” from a 1953 sales manager 
idea presented to Goodson & Tod- of the Pfizer 
man by Mr. Stone. Later this| veterinary sales 
decision was reversed by the appel- division. The 
\late division and the reversal up- _ _three men also 
‘held by the court of appeals, the | @re associated in Bragley Publish- 
‘highest court in New York state, |iM8 Co., 41 E. 42nd St., New York, 
| which will launch the “M Report,” 


‘ ig Per cent of families reached 


LIFE — {3% 


Robert Bragarnick 


S&F 14% 
LOOK 17% 
READER'S DIGEST 23% 


‘es Mr. Stone this week asked to 
| amend his original complaint to in- 
‘clude a second cause of action to 
/recover damages for breach of a 
written contract to pay royalties 
|for the use of “The Price Is Right” 
on tv. 

Mr. Waters’ affidavit charged 
that Mr. Stone, who did not realize 


a weekly marketing newsletter, 
the first issue of which will ap- 
pear June 6. 


Public Utilities Admen Elect 
Frank C. Lietz, Northern Illinois 
Gas Co., has been elected presi- 
dent of the Public Utilities Ad- 
|vertising Assn. Other new officers 


|that “The Price Is Right” had been | of the group include Jack A. 
sold to NBC for telecasting over its| Fleming, Canadian Western Na- 
‘network, was induced by false/|tural Gas Co. Ltd. and Northwest- 
|statements to accept $1,000 in lieujern Utilities Ltd., Ist vp; James 
\of the agreed upon royalties. It| W. Lumpp, Union Electric Co., 
| was explained that the filing of the|2nd vp; Elton E. Stuenckel, South 
amended complaint was delayed/|Jersey Gas Co., 3rd vp; Robert N. 
by the earlier summary judgment Robertson, Florida Power Corp., 
and the appeals. |secretary, and Mean Schenck, In- 
REC ENS On | Mr. Stone’s suit asks for pay-'terstate Power Co., treasurer. 


The things people of Dayton read about in the DAYTON DAILY NEWS and | 
PARADE on Sunday, move off the shelves on Monday and all week long! 


PARADE 


THE SUNDAY NEWSPAPER MAGAZINE 


PARADE 83% 


est (HOME COUNTY) 


Gai an 


as more than 
just a word 
Jat Lake Shore 


...il’s people in action, giving you the 
finest service available anywhere 
on these services you need: 


PARADE | 
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3M PRE-MADEREADY ELECTROTYPES 
REILLYTYPES - REILLY PLASTICTYPES 
R.0.P. COLOR NEWSPAPER MATS 
ENGRAVING SERVICE DEPARTMENT 


| SEeley 8-1010 
| 


| Lake SHORE ELECTROTYPE DIVISION « 1224 W. Van Buren * Chicago 7, uw] 


Represented Nationally by Sawyer-Ferguson-Walker Co. 
PARADE...The Sunday Magazine section of strong newspapers throughout the nation, reaching 10 million homes every week. 
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How to convert 


your best customers 


Satisfied customers are worth their weight 
in new customers. Take good care of them. 
Re-affirm their high regard for your product. 
Acknowledge their sound judgment in select- 
ing your brand. Pay them persistent atten- 
tion in print. 

Do this in the ad pages of FOOD Engi- 
neering and your own customers will sell for 
you with a conviction your best salesmen 
will envy. This is a fact (see table) .. . 58 
Recommended to others. Why, that’s every 
seventh subscriber! Project this to FE’s en- 
tire 28,400 paid audience, plus its 52,000* 
pass-along readers. This is the power you add 
to your selling. 

And it’s self-activating. As your ads in 
FOOD Engineering create more and more 
satisfied customers, you constantly have 
more salesmen working for you, recommend- 
ing your product to new buyers. 


*McGraw-Hill Field Research, 1958-59 


Reserve your advance copy of this new book- 
let. Learn ‘‘how-much-more” seven different 
advertisers got from their FE campaigns... 


Eph tne ERTS 


into your best salesmen 
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CHECK THESE 1,141 AD ACTIONS _ 
BY 400 FOOD ENGINEERING SUBSCRIBERS 


Sent an inquiry 


“4 

Contacted company direct , 
Wrote for samples 4 
Asked for estimate E 
Called local representative 4 
fig 


Talked to other management men 


58 Recommended to others q 


| Bought the product : 


6 Opened up new supply source 


aie, 
a 
% 


Resold on present supplier 


Filed ad for future use 


FOOD Engineering, Chilton Company 
Chestnut and 56 Streets, Philadelphia 39, Pa. 


Please reserve my advance copy of 
helpful new booklet, ‘‘Action/Reaction.”’ 


NAME TITLE 


COMPANY. 
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Advertising Age, May 23, 1960 


McHenry Scott Cox 
FRANKLIN PAPERS—Edwin R. Cox, president of the Poor Richard Club, 
Philadelphia, and sales promotion manager of Atlantic Refining Co., 
accepts the first volume of a 40-volume set of “The Papers'of Ben- 
jamin Franklin” on behalf of the club from Robert B. McHenry 
and Stanley A. Scott, both of Mohawk Paper Mills. The club will 
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It is the only supplement in 


Central Ohio area. 
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and \Columbus Citizen-Journal 


Morning 


4 
cy 
THE Col ul mb us 1) ispatch joined the company last year. 


Evening and Sunday 


get a copy of each volume as it 
|is published. It will take 15 years 
to complete the set. Published by 
Yale University Press, the book 
is printed on Mohawk paper. 


Allport Is Named 
Exec VP of ANA 


New York, May 18—Peter W. 
Allport, who will be 40 July 28, 
today became the nominal head of 
the Assn. of National Advertisers, 
with the an- 
nouncement of 
his promotion 
from vp and 
secretary to 
exec vp, a new 
post. The ANA 
has been with- 
out a president 
since the death 
of Paul B. West 
May 5. 

There was 
Peter Allport speculation here 
on whether Mr. 
| Allport would, in time, be named 
|to succeed Mr. West. The an- 
,jnouncement of his new appoint- 
ment said that “a special commit- 
jtee of the ANA board and the 
advisory committee of former 
|chairmen will be appointed to give 
|further consideration to the future 
jadministration of the ANA.” 
| Mr. Allport, who was graduated 
\from Brown University in 1941, 
|served with the Navy during 
| World War II and worked at Er- 
|win, Wasey & Co. before joining 
ithe ANA in 1945 as editor of its 
news publications. He was named 
director of press relations in 1947 
land secretary in 1951. In 1958, af- 
ter three years as assistant to the 
president, he became a vp with 
f.|administrative responsibilities. + 


| Robbins to M. Lowenstein 

Harvey A. Robbins, formerly a 
vp of North Advertising, has joined 
the Wamsutta and Pacific Mills 
domestics divisions of M. Lowen- 
stein & Sons, New York, as vp. He 
will be in charge of the merchan- 
dising of sheets, towels and baby 
products of Wamsutta and Pacific, 
succeeding James Moran, who has 
resigned. 


Borden Promotes Two 

Borden Chemical Co., New York, 
|a division of the Borden Co., has 
| promoted Martin F. Cody to the 
| Position of merchandising manager 
poe consumer products. He is suc- 
|ceeded as assistant merchandising 


| manager by W. E. Boyles Jr., who 


McClure Joins Katz 

Eugene E. McClure, previously 
national sales manager at KCRG- 
TV, Cedar Rapids, has joined the 
tv sales staff in the Chicago office 
of Katz Agency, media representa- 
' tive. 
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THE 


YOUNG 
MARRIEDS 


Your buyers—our readers 


As their families, incomes and desires grow, young marrieds buy more 
and more and more. They’re your best customers. And more of them read 
TV GUIDE than any other magazine! More young married women read 
it than Ladies’ Home Journal, MeCall’s, Good House- 
keeping (Starch 1960 Consumer Magazine Report). 
RCA Victor, Plymouth, Tampax, Noxzema, Dinner- 
Redy and Nabisco are among the major advertisers 
who are turning this fact to their profit. 


Best-selling weekly magazine in America... circulation over 7,250,000 
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Better Homes and Gardens. . 


NOW 5,000,000 COPIES MONTHLY 
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look to 
family IDEA mag 


azine 


Ideas everywhere you look in BH&G...the kind of ideas that turn into sales ! 


It may be a living room filled with picture-ideas on how 
to live big in small space. It could be an article on out- 
door living for any house. Or a feature on casserole 
cookery or a happy destination for a family vacation 
or training the family pooch. 


Each month almost sixteen million men and women look 
to Better Homes and Gardens for ideas about how to 
live better. During the year, a third of America—the 
family-centered, top-spending third—turns to BH&G 
for the kind of ideas they can turn into action. And 


Whatever its subject, every article in Better Homes 
and Gardens asks this single-minded question and 
gives a single-minded answer: “Do you want to live 
better? Here’s how!” 


...where America shops 


it’s hard to find a better advertising climate for the 
myriad products an idea-hungry family can use! 
Meredith of Des Moines . . . America’s biggest publisher 
of ideas for today’s living and tomorrow’s plans 


for ideas that make sales 
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MS (  sanscvay Y TRENTON TOPS THE DELAWARE VALLEY 
; filling station sales | Trenton, 30 miles above Philadelphia, spends more per 
| per family \ household “‘filling ‘er up’? than any other DelVal city. 


AND THE “TIMES” IS TOPS IN TRENTON! 


This premium-grade audience is yours when you adver- 


tise in the Trenton Times. The Times covers 73°; of 
metropolitan area households, 96° of city zone. That’s 
near!y 10 times the Trenton coverage of the stronger 
Philadelphia paper. 


/ TRENTON TIMES 


Represented by SAWYER-FERGUSON-WALKER CO. 
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Advertising Age, May 23, 1960 


'Hot Fedders Dealers Can Win Trips to Paris, 


Israel, Bahamas—When It Gets Cool in Fall 


New York, May 17—Be a Fed- 
ders dealer and see the world. 

Fedders Corp., which calls it- 
self the world’s largest manufac- 
turer of room air conditioners, 
will send hot-selling dealers on 
trips to the Bahama Islands, Paris 
and Israel this year. 

This is the 10th consecutive year 
that Fedders has run this dealer- 
incentive program. It started out 
in 1951, with 92 people going to 
Bermuda. Last year some 3,800 
persons—dealers and their families 


|—were sent to Acapulco, and an- 


other 600 went to Italy. 

This year Fedders expects to 
foot the bill for 4,000 people, who 
will stay eight days on Grand 
jahama Island; 1,000 more who 
stay nine days in Paris and an- 
other 1,000, who will spend 13 
days touring Israel. 


s Dealers qualify for the trip by 


ae 


\ most intriguing series of TV specials —“The 
Dow Hour of Great Mysteries” — premiered this 
spring. Its stars are drawn from the top names 
on Broadway and in Hollywood, their talents 


showeased by the modern miracle of “Scorcu™ 
BRAND Video Tape. 


Use of video tape normally results in lower 


production costs, more flexible schedules, pro- professional use. 


gm >>>», 
Mitsnesora [finine ano )/famuracrurine company 
«+. WHERE RESEARCH IS THE KEY TO TOMORROW SS 
D3 <= 


VIDEO TAPE IN ACTION: SEE WALTER SLEZAK IN “THE WOMAN IN WHITE,” MAY 23, NBC-TV, 10-11 PM—EST 


Joseph Welch hosts “The Dow Hour of Great Mysteries” 
on “ScoTCH” BRAND Live Action Video Tape 


duction possibilities limited only by the imagina- 
tion of the user. Shooting time is kept at a 
minimum; “‘fluffs’” can be eliminated. 

“Scorcu” Brand Video Tape, like audible 
range and instrumentation tapes, was pioneered 
by 3M research—the kind of research that keeps 


3M magnetic products first in proven quality for 


“Scotch” and the Plaid Design are Registered Trademarks of 3M Co., St. Paul 6, Minn, Export: 99 Park Ave., New York. Canada: London, Ontario. ©1960 3M Co. 
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topping a _ specified quota. The 
more air conditioners sold, the 
more people the winner can take 
from his family or the longer dis- 
tance he may travel. For example, 
those going to Israel this year will 
have to sell considerably more 
than those qualifying for the Ba- 
hamas jaunt. 

All three trips are scheduled for 
the fall—after the air conditioning 
| season is over. The two transatlan- 
| tie trips will be via chartered jet. + 


Burnett Will Train 
Promising Canadian 
Tyros in Chicago 


TORONTO, May 17—Leo Burnett 
Co. of Canada is initiating a novel 
training program to offset “the 
great shortage of competent young 
Canadian advertising men.” 

Eldon M. Sinclair, Burnett's 
president here, told ADVERTISING 
AGE exclusively last week that the 
agency will start sending promis- 
ing young college graduates to 
Burnett headquarters in Chicago 
for a training period of between 
two and three years, after which 
they will be posted in Burnett of- 
fices in Toronto or Montreal. 

“U. S. agencies here,” explained 
Mr. Sinclair, “are in an awkward 
position. Most have only a few ac- 
counts, but those accounts are big 
ones. And it is impossible to find 
seasoned young men to staff them. 
There are numerous bright young 
Canadians who want to get into 
the agency business, but the way 
things stand we cannot afford the 
time or money to train them. 

“As a result, we are going to 
hire young college graduates, or 
men with some business training, 
and send them in pairs to Chicago. 
We may send four or six or eight 
this year; we’re going to see how 
it goes.” 


— 


F&S&R Forms Farm Council 

Fuller & Smith & Ross, New 
| York, has formed a farm council, 
composed of personnel from five of 
its offices, to provide information 
for clients and agency executives 
concerned with the farm field. 
Members include Harold Hayes of 
|Chicago, chairman; Frank McKib- 
ben of Los Angeles; Chuck Day of 
Cleveland; Harold Bates of New 
York; Stanley Schlenther of Fort 
Worth-Dallas, and Louis Reid of 
Pittsburgh. 


Hall Joins Fairchild 

John Hall, formerly an account 
executive with Boland Associates, 
San Francisco, servicing Fairchild 
Semiconductor Corp., Mountain 
View, Cal., has joined Fairchild 
as advertising department manag- 
er, a new post. The company is a 
subsidiary of Fairchild Camera & 
Instrument Corp., Syosset, N. Y. 


‘Sports Cars’ Gets Richer 

Robert E. Richer, formerly a 
branch manager and account exec 
with Adam Young Inc., New York, 
has been named national ad man- 
ager of Sports Cars Illustrated, 
New York. He succeeds Arne Git- 
tleman, who resigned to join The 
New Yorker (AA, April 25). 


Marschalk Moves Weiss 

McCann-Marschalk has trans- 
ferred Melvin Weiss from its 
Cleveland office to New York. He 
will supervise the agency’s Sabena 
airlines, Upjohn Co. and other ac- 
counts. 


Trimpin Joins Conte 

Jack D. Trimpin, formerly with 
|Federal Electric Corp., has joined 
Conte Advertising, Ridgewood, 
N. J., as general manager, a new 
post. 
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CONCENTRATION IN HIGH DISPOSABLE INCOME COUNTIES 


‘Holiday 56.7% — 

Life 56.1% 

Sports Illustrated 53.6% 
U.S. News & World Report 51.2% 
Newsweek 50.5% 

Reader's Digest 50.3% 

‘Look 46.7% 

Better Homes & Gardens 46.2% 


All percentages computed from these sources: Sales Management's ‘‘Survey of Buying Power’ 
(5/10/59) and latest available publishers’ reports: rime (3/23/59) « Holiday (March 1957) 
« Life (10/26/59) « Sports Illustrated (3/2/59) « U.S. News & World Report (3/28/58) « 
Reader’s Digest (April 1959) »« Newsweek (3/23/59) « Look (3/18/58) « Better Homes & 
Gardens (April 1959) « Saturday Evening Post (3/14/59) 


TIME takes you where the mon- 
ey is...into the homes with real 
and lasting buying power. Item: 
In the 100 U.S. counties with 
the highest disposable income 
in America, TIME concentrates 
a greater percentage of its 
circulation than does any 
other magazine of half million 
or more circulation. Moral: 
TIME offers you concentration 
and coverage where it counts. 
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Florida Again Is 


Top Ad Spender for 
Travel, Development 


MILWAUKEE, May 17—Florida 
again appears to be the biggest 
spender among the states in at- 
tracting industry and tourism, ac- 
cording to latest compilations by 
W.H. Long, advertising consultant. 

In his “Development Advertis- 
ing Reports,” the third edition of 
the report on states’ promotional 
expenditures published since 1957, 
Mr. Long reports that Florida spent 
$1,031,804 on advertising and pro- 
motion for tourist travel in the fis- 
cal year ended June 30. This was 
a decrease of $40,000 under the 
previous year’s figure. An addi- 
tional $286,000 was spent for in- 
dustrial development promotion. 

The report includes only expend- 
itures of state-operated groups, 
and does not list spending of pri- 
vate state or local travel organi- 
zations, such as the All-Year Club 
of Southern California. 

Because of variations in the way 
states operate their promotional 
activities (annual vs. biennial 
budgets, departmentalized vs. com- 
bined budgets, etc.) the book does 
not make direct comparisons of the 
state budgets. However, Kentucky 
appears to be the second largest 
spender for travel and tourist pro- 
a motion, spending $350,000 during 
i the current year. Virginia appar- 
ently is runner-up among states 
seeking industrial development, 
spending $153,600 on this activity. 
These figures represent advertis- 
ing-promotion-public relations 
spending, rather than the entire 
division budget. 


ABC Radio Adds Sponsors; 
Two Back CBS Series 

ABC Radio, New York, reported 
three new orders on “Breakfast 
Club” during April. They were 
placed by Union Carbide Chemi- 
cals Co. (J. M. Mathes Inc.), Cur- 
tis Circulation Co. (BBDO), and 


|McCall Corp. (Donahue & Coe) ; the 


latter two also bought news shows. 
Other new business included: Bur- 
ma-Vita Co. (Bozell & Jacobs), 
Frigikar Corp. (placed direct), 


aa 
ei 
a 


R.T. French Co. (J. Walter Thomp- 
son Co.), and Suburban Gas (Mul- 
le, Breen & Waldie), for various 
news programs; Bankers Life & 
Casualty Co. (Phillips & Cherbo) 
for “Here’s Hemingway”; Chrysler 
Corp. (Leo Burnett Co.) for var- 
ious news and sports programs; 
Pontiac Motor division of General 
Motors Corp. (MacManus, John & 
Adams) for Notre Dame football. 

At CBS Radio, the AP Parts 
Corp. (Gray & Rogers) has signed 


as sponsor of “Behind the News 
with Walter Cronkite,” a five-min- 
ute news analysis show presented 
Sundays at 7 p.m., EDT. Liggett 
& Myers Co. (McCann-Erickson) 
will be co-sponsor of another CBS 
show, “Camerer on Sports,” a five- 
minute feature of up-to-the-min- 
ute sports results with Dave 
Camerer. Liggett & Myers will ad- 
vertise Chesterfields on the show, 
to be presented five times each on 
Saturday and Sunday. 
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Harrison Joins Atlas 

Jerome B. Harrison has joined 
Atlas Advertising, New York, as 
an account executive. He formerly 
Was an account executive at Mc- 
Cann-Erickson. 


McCulloch Names Lawlor 

McCulloch Marianas, subsidiary 
of McCulloch Motors Corp., Los 
Angeles, has named Jack Lawlor 
Advertising, Los Angeles, as its 
agency. 


who plan 


Florida has been far and away | 
the biggest spender in all three of 
Mr. Long’s reports. But strong com- 
petition from the newest state, Ha- 
waii, may be in the offing. 

Hawaii Visitors Bureau is seek- 
ing legislative approval for an al- 
location of between $592,000 and 
$1,002,000 for tourist travel adver- 
tising and promotion for the fiscal 
year beginning July 1. 


® Detailed reports on promotional 
activities, personnel, media used 
and agencies are contained on each 
state in the 76-page book. Only one 
state—Ohio—reported that 
no promotional activity last year. 


Long, 5347 N. Santa Monica Blvd., 
Milwaukee, for $15 each (five or 
more copies, $12 each). + 


Martin & Tuttle Adds One 

Martin & Tuttle Advertising, 
Los Angeles, has been named to 
direct a combined promotion and 
advertising program for Plasti- 
Con Pipe Co., Auburn, Cal., de- 
veloper of a new concrete-encased 
plastic conduit and a_ jointless 
sewer pipe. 


Cash to Doyle Dane Bernbach 

Doyle Dane Bernbach Inc., Los 
Angeles, has added Walter C. Cash 
to its account staff. Mr. Cash has 
been directing advertising for the 
Fluor Corp., Los Angeles, for the 
past two years. Previously, he was 
with the Los Angeles office of 
Foote, Cone & Belding. 


Norton Joins Adams Agency 
Samuel P. Norton, formerly ad- 

vertising supervisor, dealer rela- 
ions, 

‘ ‘vision of Sperry Rand Corp., 


w Holland, Pa., has joined 
ums Associates, York, Pa., as a 
ywriter. 


Hodges, Gunn Elected VPs 


. Two executives of Liller, Neal, | 


it did | 


New Holland Machine Co.) 


PLANT ENG PERO = 
parc 


i solutions ti directs 


The report is available from Mr. | 


| 
| 
| 
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Battle & Lindsey—Richard E.) 


i Hodges Jr., 
public relations and account exec- 


mond, Va., senior art supervisor— 
have been elected vps of the agen- 
cy. 
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Buxton Joins Four A’s 

Buxton Advertising Agency, 
Pasadena, has joined the American 
Assn. of Advertising Agencies, 
bringing the Four A’s’ membership 
to 344. 


Charles J]. Charney Adds One 

Gruner & Co., Israeli manufac- 
turer of AGU rainwear, has ap- 
pointed Charles J. Charney & Co., 
New York, to handle its advertis-- 
ing. 


Federal Pacific Names D&C 

Federal Pacific Electric Co., 
Newark, manufacturer of electrical 
control, distribution and power ap- 
paratus, has named Daniel & 
Charles, New York, to handle its 
advertising, effective July 1. The 
account, estimated to bill $400,000, 
was formerly handled by Hicks & 
Greist. 


Henry ]. Kaufman Adds One 
National Assn., Men’s & Boys’ 


Apparel Clubs Inc. (NAMBAC), 
Washington, an association of trav- 
eling salesmen primarily in the 
men’s and boys’ clothing fields, has 
appointed Henry J. Kaufman & As- 
sociates, Washington, to handle a 
three-year promotional program. 


Franken Joins Gustave 

Erwin S. Franken, vp and part- 
ner of the Rockmore Co., has been 
appointed vp and general manager 
of Gustave Inc., slipper manufac- 


turer with offices in New York and 
the Virgin Islands, and a former 
Rockmore account. 


Deitesteld to Open L.A. Office 

Donald Deitesfeld, .president of 
Deitesfeld & Co., has established 
a home office in the Greenshield 
Life Bldg., Boulder, Colo. The 
agency now has branch offices in 
Denver, Colo. and Columbus, O., 
and a third will be opened in Los 
Angeles soon. 


“What can a Plant Engineering 
Department contribute to a company ? 
It can keep it from going broke!” 


JOuN P. MOSER Production Vice President, Lever Brothers Company 


j 
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«+ Jaka Ham Offers You a Chance to * 


WIN Two of 1O 


PAN AMERICAN 


Trips to the Rome Olympics 


monte 
ae 


vive | prizes 
Flights to Rome 


via ean AMERICAN Clipper 


WIN A TRIP—Jaka Ham Co. of Den- 
mark will run this newspaper con- 


\test ad from May 26 through July 


9 in key markets across the coun- 
try, backed up by radio and tv 
spots and point of sale material. 
Kastor, Hilton, Chesley, Clifford & 
Atherton, New York, is the agency. 


Hartnett to Hicks & Greist 
Edward F. Hartnett Jr., formerly 
with Brown & Butcher, has joined 
Hicks & Greist, New York, as an 
assistant account executive. 


Bill Bros. Boosts Browne 
Morgan Browne, market plan- 
ning director of Bill Bros. Publica- 
tions, New York, has been named 
vp. 


Every time you pick up 
a magazine you will 
remember... 


THE VIEW 
FROM THE 
FORTIETH 


FLOOR 


THEODORE H. 
WHITE 


The gripping story of a toppling 
magazine empire . . . and of one man 
who learned the responsibilities that 
power must carry... 


VANCE PACKARD: “Powerful, ab- 
sorbing. He has dissected magnifi- 
cently the commercial factors that 
brought the collapse of a once-great 
institution.” 

HUGH MacLENNAN: “His story-tell- 
ing powers are stupendous. I can’t 
see how anyone could put it down 
once he had begun it.” 

DAVID SCHOENBRUWN:« ‘Superb. 
Maintains interest and enjoyment at 
a peak throughout.” 

NATHANIEL BENCHLEY: “It moves 
toward a really sharp and satisfying 
climax. An impressive achieve- 
ment.” 
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Canada Dry Sets ‘Post’ Push will run its first national advertis- | meer Ly e 
Canada Dry Corp., New York,|ing for soft drinks in cans in ay eg a" 

— {series of color insertions in Th e| a 

Saturday Evening Post, starting | a 

with the June 25 issue. The prod- | 

/uct gained national distribution | 

‘this spring, and has been advertised 

in newspapers and other local me- 

dia. J. M. Mathes Inc., New York, 


New Bell Service 
Puts Yellow Pages 
on National Basis , 


149 Advertising 
Agencies Placed 
167 National Accounts 
in Last 16 Issues of 
THE WESTERN HORSEMAN | 


NORTH NEVADA AVENUE 
OLORADO 


lis the agency. 


| Only National Ads to 


( the facts prove that 


MUNCIE’S 


rs 260,100* 
EES ore eT eee 75,020* 
Total Income ......... $404,664,000* 
The MUNCIE STAR ..... 29,017** 
MUNCIE EVENING PRESS 20,248** 
THE SUNDAY STAR .... 31,449** 


*SRDS, October 15, 1959 
** ABC Report, March 31, 1959 


MUNCIE, INDIANA 


Notiono!l Representatives: Kelly-Smith Compony 


Be Commissionable; Ads 
Limited to Quarter Page 


New York, 


its new National Yellow Pages 
Service, which allows advertisers 
to buy space in more than 4,000 
system directories under a one- 
contract, single billing arrange- 
ment. 

The service, reported exclusive- 
ly in ADVERTISING AGE two weeks 
ago (AA, May 2), also makes Yel- 
low Pages ads commissionable to 
agencies for the first time. Com- 
missions, however, are allowed 
only on national ads, which under 
the new setup may vary up to a 
quarter-page unit in size. 

According to Lee J. Jordan, gen- 
eral directory manager of New 
York Telephone Co., the quarter- 
page limit was set to “avoid dom- 
inance” by a single advertiser. 
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“WE SALUTE! 


The flag and the republic for which it stands. 
Each year at Decoration Day we, who live 


in freedom, salute those things we wish 

to honor. And with our salute goes a promise 
of loyal support. 

We'd like you to know we feel there should be 
dedication in business, too. It is our firm 

belief we owe you our best efforts in providing 
you the finest engravings so you can secure 


| 


€ Chicago 10, Hil. 


SUPERIOR ENGRAVING CO. 
215 West Superior St. 


Peep Se) eee oo 
ire Bees Pe 


Pos SD hs ee 
‘> UBe Sa tts 


the perfection which is so important in your 
printed messages. So, may we salute you 

as we assure you our full loyalty in caring for 
your requirements, day or night. Your call 
will be our command: 


CALL NIGHT OR DAY 


SUperior 7-7070. 


Chicago’s Foremost Photoengraving 
and-Offset Platemaking Plant. 


May 17—Bell Tel-| 
ephone System yesterday unveiled | 


| 
| 


| 


Now! Sell them with a new kind 
of national advertising— 
National Yellow Pages Service! 


GOING NATIONAL—To introduce its 


“The success of the Yellow 
Pages has been principally the 
success of the small business 
man,” Mr. Jordan told AA. “We 
want to limit dominance by any 
one advertiser; Yellow Pages has 
been a small business man’s me- 
dium, and we’d like to keep it that 
way—we want everybody in it.” 


# Mr. Jordan said introduction of 
the national service is part of a 
long-range plan to improve cus- 
|tomer service and develop addi- 
tional revenue for American Tel- 
jephone & Telegraph Co. and its 
|subsidiaries. In its annual report 
jlast year, AT&T listed “miscella- 
|meous revenue, principally from 
|directory advertising,” at $360,- 
| 590,000 for 1958. 

In its announcement yesterday 
the company noted that under the 
previous arrangement, advertisers 
and agencies using directories 
were required to negotiate con- 
tracts with individual Yellow 
Pages sales offices, numbering 
more than 4,000 across the coun- 
try. 

The new plan, however, en- 
ables advertisers to place ads in 
directories covering any part of 
Bell System’s total 90,000,000 cir- 
culation with one order. 

Rate for a quarter-page unit in 


Spey Sen ee 


the entire directory list will be 
about $1,200,000, the company said. 
| Also, advertisers using the nation- 
‘al service will be offered market- 
\ing data, promotional assistance, 
|merchandising aid and local tie-in 
| Support for their national ads. 


. The presentation yesterday—a 


| dramatization using “live” actors 


|—was conducted before an audi- 


jence of about 250 admen. Follow- 


|ing its New York run—sponsored 
| by New York Telephone Co. and 
‘its directory sales representative, 
|Reuben H. Donnelley Corp.—the 
|show is scheduled to go on the 
\road, with presentations sched- 
juled in Chicago, Boston, Cleve- 
land, Detroit, Los Angeles and 
jother major cities. Film versions 
| will be shown elsewhere. 

In addition, AT&T has sched- 
juled a series of b&w _ spreads 
|boosting the service. These are 
jscheduled in ADVERTISING AGE, 
Business Week, Dun’s Review & 
Modern Industry, Fortune, Har- 
jvard Business Review, Industrial 
| Marketing, Media/scope, Nation’s 
| Business, Printers’ Ink, Sales Man- 
|agement and the national edition of 
\the Wall Street Journal. The cam- 
|paign, via Cunningham & Walsh, 
will break May 27 and run through 
| July. A teaser campaign ran in the 
|same media in April. 


NORTHWESTERN BELL 

DROPS COMMISSION 

| OmaHaA, ‘May 17—For §sseveral 
|years, Northwestern Bell Tele- 
'phone Co. has offered an agency 
| commission on local advertising in 
\the telephone directory Yellow 
|Pages, as well as nationally in- 
‘serted advertising, such as trade- 


new National Yellow Pages Serv- 


ice, American Telephone & Telegraph Co. has scheduled b&w 
spreads, like this one, in business papers. Cunningham & Walsh is 
the agency. 


marks and trade names. 

After careful consideration of 
practices followed by newspapers 
and other telephone companies, 
Northwestern Bell now has decided 
to terminate this commission ar- 
rangement so far as local advertis- 
ing is concerned. The company will 
continue to apply the agency com- 
mission on national advertising. 

Reasons for the step, as listed by 
the company: 

1. Commission payments, never 
contemplated originally, had grown 
to fairly substantial proportions. 

2. Northwestern Bell found that, 
in most cases, local development 
was not stimulated by agencies. 
Many times, Yellow Page advertis- 
ing was sold or suggested by rep- 
resentatives of the telephone com- 
pany, and the client placed the 
order through an agency as a mat- 
ter of convenience. 

3. Handling of agency insertion 
orders and the necessary process- 
ing proved to be an extra ex- 
pense. The telephone company felt 
that it was ready and able to serv- 
ice these accounts direct. 


s Northwestern Bell began inter- 
viewing agencies in Minnesota and 
other areas in which it operates in 
April, 1959, to discuss the new pol- 
icy, and payment of commissions 
has been gradually’ eliminated 
since then, with final cut-off set 
for June, 1961. 

In the future, if a client wishes 
to have an agency handle the ac- 
count as a matter of convenience, 
the telephone company will not ob- 
ject, but no commission will be 
paid. In this case, the agency must 
bill the client directly for its serv- 
ices, said Northwestern Bell. # 


International Telemeter 
Signs Pay-TV Music Contract 

International Telemeter Corp., 
New York pay tv division of 
Paramount Pictures Corp., has 
signed a precedent-setting contract 
for pay tv with the American Fed- 
eration of Musicians for the pro- 
duction of Gian Carlo Menotti’s 
opera, “The Consul,” in which 28 
musicians are being paid $60 per 
session, which includes three hours 
of recording and no more than 30 
minutes of completed music score. 
Each musician is given a 5% pen- 
sion welfare contribution. 

Under terms of the contract, In- 
ternational Telemeter has agreed 
to negotiate a two-year collective 
bargaining agreement for employ- 
ment of musicians in all of its pro- 
ductions. It has agreed to use only 
live music in all of its pay tv pro- 
ductions. In addition, only U. S. 
and Canadian musicians will be 
employed, except where taping or 
filming is done outside of those 
countries. 


Hoag & Provandie Adds One 

J. A. Wright & Co., Keene, N. H., 
silver cleaner manufacturer, has 
appointed Hoag & Provandie, Bos- 
ton, to handle its advertising. 
Charles W. Hoyt Co. previously 
‘handled the account. 
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“...the windup...the pitch...in there!” Watch this boy market, it’s hot. 
We don’t talk too much about building brand preferences for future sales 
(though that’s true enough) because, all over America, there’s a retail 
revolution going on right now—11,770,000 boys are doing things and 
buying things on their own. Talk about independence! 8 million of them 
own records, 4 million buy hair tonic, 6 million have wrist watches, 

4 million own cameras, and so it goes. It’s the hottest market for new sales 
...and it’s growing, and growing, and growing! We know we score 

all the way because there isn’t one magazine (adult, youth, you name it!) 
that’s read by as many boys and as many of the more gregarious and 
(yes) influential boys as Boys’ Life. See the proof in our new 


Comparison Study of the Male Youth Audiences of Seven Magazines. 


BOYS’ LIFE TWO MILLION 


Spy Ae apne ree Sore haps oe 


et... : 
BIN. + Nstess) SSeS aS i 
‘ pe Neer oe -| Se SG SI > Ya | iw 
sos Md) ees © ge) eo Oe 748 ate’ ~ 
ai r 3 a tim. A TT TOY RH | 3 i 
BBB Wieenssrancce cress OF) i 
= BAO i hiatal k. 
oe Fee VG , a att -: 
= oe Maecenas PU RTT a 1K " 
- ARTI eS Tad DX Lia . 
bs CY YW eo a PLEX YK KEE ROOONEY Ria LA * 
: | By PY TL i REY eat LYTLE UL (ie Raa Fe 
es | ny PeSsee RE sat ae needa Neeser Wes is Gg. 
| woe) POA LAA ail oe MH YN] a 
ee eg SSS 
BBO aie | ey NY APY ae Ys : 
a > | Fg i 2° E 7 a ; : a! 4 YA A 4 
RMR Neti: tay ae : 
BB ge eae 
| ai oe a” RN Piven a a LAA, " 
i a $5) \ Sa ROLY RS a , 
_ (pan alee Tei om 4 
jet eS  _—os BN AO) VYTT J 
é WENT Hibeay \ Nas AA PAL : 
Ram ‘2. z= Ee 
; Vapi a 2 : : 
a ; 
: Vim 
paid . 
. 


RADIO 


Advertising Agencies 


IT’S BASEBALL TIME 


Attention. 


T-V STATIONS 


Chamber of Commerce Members 


If you are interested in your hometown 
baseball team, whether you are in a one 
horse town or the big city, we can help 
you with added revenue—increase sales 
for your client—boost baseball in your 
area. Write today for information on 


901 EAs’ 8TH Ave. 
DENVER 18 COLORADO 
ACOMA 2.7539 


PLEASE SEND PARTICULARS 


PROMOTION TIME U.3.A. 


Gattord Named API Director 

| Jack C. Gafford, vice-president 
land advertising director of ADvER- 
TISING AGE and other journals of 
Advertising Publications Inc., was 
elected a director of the company 
at the annual meeting in Chicago 
| May 17. 

Mr. Gafford joined the company 
|in 1936, after experience in the 
|newspaper and transit advertising 
|fields. He was appointed national 
| advertising manager of the Chi- 
cago Sun when that newspaper 
| was established in 1941. He re- 
turned to API in 1946, and the 
|following year was named adver- 
| tising director with headquarters 
in New York. He was elected a 
| vice-president two years ago. 


Advertising Age, May 23, 1960 
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INCINNAT\ 
ENQUIRER 


"Yeah, that’s the new pitcher they si gned out of that ad course at State. Why d’ya ask?” 


YOu'’VE REALLY GOT CONTROL of the situation in Solid 
Cincinnati when your campaign is in the Cincinnati En- 
quirer. For the Daily Enquirer reaches the solid market- 
that-matters in this great metropolitan area. The buyingest, 
tryingest families here look to The Enquirer for more news, 
features, advertising. Result: You’re in SOLID in Cincin- 
nati when you're in the Cincinnati Enquirer. How about 
calling the Enquirer's Research Department for a look at 
the latest Top Ten Brands survey. 


Represented by Moloney, Regan & Schmitt, Inc. 


land, Aveyard & Co. is the agency. 


Ads Can’t Sell 
Poor Goods, Gribbin 
Says on ‘Open End’ 


New York, May 17—It was 
George Gribbin’s turn on “Open 
End” last Sunday, on the segment 
sponsored by McCall’s. Each week 
the magazine is turning over its 
commercial time on the WNTA-TV 
show to various advertising leaders 
(AA, May 9). 

Mr. Gribbin, president of Young 
& Rubicam, started his discussion 
by quoting the text of the Y&R ad 
which recently won the Arthur 
Kudner Award for creative writ- 
ing for institutional advertising 
(AA, April 25). In this ad, the 
|copy challenged “the critical whin- 
|ny: Advertising sells people things 
| they don’t need,” by pointing out 
|that all people “really need is a 
| cave, a piece of meat and possibly a 
fire.” 

The ad then pointed out that the 
| products sold through advertising 
jare “life enhancing’”—such things 
jas “toothpaste, electricity, bath- 
|tubs, outboard motors, paperback 
/books and nylon stockings. With- 
|out advertising to tell you about 
many of these things, and, yes, sell 
you these things, our economy can- 
not exist. It simply cannot exist,” 
the copy read. 


|m@ After reading the ad, Mr. Grib- 
| bin concluded by pointing out that 
“there are some things that adver- 
| tising cannot sell. 

| “Advertising has never been able 
_to sustain the sale of shoddy goods 
|or bad ideas. Nor will it ever be 
|able to. There is a good reason why. 
| “It is because you have too much 
common sense to be fooled. And 
|any advertiser who doesn’t know 
it, will learn it quickly enough. The 
power of your common sense is 
tsecond only to the power of your 
| vote,” he said. + 


Baltimore BBB Made 1,067 
Contacts with Advertisers 

| The Baltimore Better Business 
|Bureau checked out 57,674 in- 
| quiries and complaints which led 
|to 1,067 contacts with advertisers 
|concerning published ads in 1959. 
|The total represents an increase 
|of 13% over the number recorded 
|for 1958, but the bureau feels this 
|is attributable to stepped-up bu- 
|reau activity in the field of ficti- 
|tious comparative prices, rather 
| than to aan increase in offenses. 

| Appliance ads received the lion’s 
|share of the bureau’s attention. 
Other ads causing a great number 
of complaints included tv-radio 
sales and service, home improve- 
ment materials, apparel, used cars, 
|photography, dry cleaners-laun- 
dries, automotive equipment-serv- 
jice and upholstery. 
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Watch your sales grow up—when you follow the lead of the many alert na- 
tional advertisers, who are spotting their TV dollars on these great stations 
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‘New York Times’ Runs retraction May 16 of advertising 


Retraction of Advertising Copy ©°PY which it carried on March 19, 
The New York Times printed a 


following a protest to the news- 
paper by Alabama’s Gov. John 
Patterson, who demanded that the 
Times retract certain statements 


ADVERTISING CIGARETTES 


Entire cigarette package 
features your ad message. 
Cigarettes imprinted with 
trade name or ad message. 
G. A. GEORGOPULO & CO., Inc. 
Cigarette Manutacturers Since 1905 
48 Stone St., New York 4 


Committee to Defend Martin 
Luther King. 
The Times said the ad was “re- 


ceived in the regular course of 


for by a recognized agency 


behalf of a group which included O'Brien Corp. Opens Push 


among its subscribers well known | 
citizens.” In its retraction, the | 
Times said, “since publication of 
the advertisement, the Times 


|made an investigation and, con- 
made in an advertisement for the | 


sistent with its policy of retracting 
and correcting any errors or mis- 
statements which may appear in 


|its columns, herewith retracts the 
| two paragraphs complained of by 
business,” and “was from and paid|the governor.” Union Advertising 
in | Service, New York, placed the ad. 


Advertising Age, May 23, 1960 


O’Brien Corp., South Bend, sae 
has started the heaviest sprin 
and summer advertising and oan! 


US Top Market 
ti ign for the Chi A H Id Thi d. 
motion eampaien fr he Cusee|Areas Hold [hir 
paint manufacturer has inserted | 
of People: NICB 


seven color page ads in the Sunday 

magazine sections of the Chicago 
‘58 Study Shows L.A. 
Slightly Behind Chicago; 


4 


, uickly : 
station is double the nudienté ‘of the seed 
petite You shock < and note this station has — | 


about KFWB’s “Amoeba Prosion” a promotion 
turned the town inside out and proved Los Angeles 
is listening to even the smallest KFWB suggestic 


earn Wy KFWB's Public 


recorded as resolutions of eden in alg 
| Official records of the State of California, the City 


ROBERT M. PURCELL, Director 


Tribune and Chicago Sun-Times. 
Houston Enters Big 15 


Through July 4, a total of 595 

radio spot commercials will be 
, NEw York, May 17—Nearly one- 
third of the total U.S. population 


aired on WMAQ and WGN. 
‘is clustered within boundaries of 


|the nation’s 15 major metropolitan 
‘areas, according to a survey by the 
| National Industrial Conference 
| Board. 
The NICB study noted that about 
|54,000,000 people resided in these 
Be ne | arene in 1958, a gain of more than 
ae Fy eee 8,000,000 over the residents re- 

a ‘ig : | corded in the 1950 census. 

Although population increases 
| were chalked up in all 15 sections, 
;no change from 1950 was reported 
in the numerical ranking of the 
five biggest metropolitan areas. 
These continued to be (1) New 
York-northeastern New Jersey 
(14,190,000); (2) Chicago (6,470,- 
000); (3) Los Angeles-Long Beach 
(6,386,000); (4) Philadelphia (4,- 
171,000) and (5) Detroit (3,851,- 
000). 

Here’s how NICB figures the 
1958 rankings—compiled from es- 
|‘ timates by various official state 
agencies—stack up against census 
|figures obtained in 1950: 


1958 1950 
Population Population 
(000) (000) 
1. New York-Northeastern 
} New Jersey (1) ..14,190 12,912 
| 2. Chicago (2) .......... 6,470 5,495 
3. Los Angeles- 
| Long Beach (3) .. 6,386 4,368 
| 4, Philadelphia (4) .... 4,171 3,671 
|S. Detroit (5) ...sccsseee 3,851 3,016 
| 6. San Francisco- 
Oakland (7) 2,241 
| eS pee 2,370 
| 8. Pittsburgh (8) 2,213 
9. St. Louis (9) 1,681 
10. Washington, 
ol en 1,914 1,464 
11. Cleveland (10) .... 1,762 1,466 
12. Baltimore (12) .... 1,616 1,337 
13. Buffalo (14) ........ 1,342 1,089 
| 14, Minneapolis- 
St. Paul (13) ...... 1,325 1,117 
| 15. Houston (18) ........ 1,195 807 
Note: ‘50 rank in parentheses. 


Hamilton Names Gunder 
Hamilton Watch Co., Lancaster, 
Pa., has appointed Robert J. Gun- 
der director of advertising and 
sales promotion 
for both Ham- 
ilton Watch and 
Wallace Silver- 
smiths, Wall- 
ingford, Conn. 
Mr. Gunder 
has been asso- 
ciated with 
Hamilton since j 
1928 and has 
served as its di- 
rector of adver- 
tising and sales 
promotion since 
1953. Hamilton acquired Wallace 
Silversmiths in November, 1959. 


Robert J. Gunder 


Gillis-Pratt Forms in Orillia 

A new advertising and sales 
promotion agency, Gillis-Pratt Ad- 
vertising, has been formed in Or- 
illia, Ont. Bill Gillis, one of the 
partners, formerly was with 
CKCO-TV, Kitchener, Ont. Bill 
Pratt was sales and commercial 
manager of CKKW, Kitchener. 


Ford of Canada Boosts Ives 
Sid Ives, former parts and serv- 
ice promotion manager, who joined 
Ford Motor Co. of Canada, Toron- 
to, 10 years ago, has been appoint- 
ed truck advertising and promotion 
manager. 
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IGHEST SUNDAY CIRCULAT 


"480,673" 


HIGHEST WEEKDAY CIRCULATION 
IN DETROIT NEWS’ HISTORY! 


S 


ns THE NE 


The Sunday Detroit News has hit the highest circulation peak 
ever reached by a Michigan newspaper—and has made the 
greatest gain of any Michigan newspaper in so short a period 

(October to March). Weekdays, The News has climbed to the 

highest circulation in its history. 


In the 6-county trading area, The Detroit News leads all other 
papers substantially. That’s why The News continually carries 
more advertising than both other Detroit newspapers combined. “srtieiwm sc weiccs oss 


The Detroit News 


New York Office: Suite 1237, 60 E. 42nd St. - Chicago Office: 435 N. Michigan Ave., Tribune Tower - Pacific Office: 785 Market St., San Francisco - Miami Beach: The Leonard Co., 311 Lincoln Road 
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DOUBLE your selling effectiveness in Southwestern Michigan 
(including Benton Harbor and St. Joseph) the dual-media way! 


|Reitzel Named to Head 


Bob Reitzel, 


ere, 


4-COUNTY SOUTHWESTERN MICHIGAN AREA RUNDOWN: 


|mercial manager 


BUYING RETAIL 
POPULATION: INCOME: SALES: FAMILIES: 
co last May. 
293,500 $454,208,000 $289,245,000 90,800 


BENTON HARBOR NEWS-PALLADIUM 
ST. JOSEPH HERALD-PRESS 


Represented by E. A. Faulkner & Associates 
307 N. Michigan Ave., Chicago 1, Il. 


Source: Sales Management Survey of Buying Power. 


WHFB AM/FM 


Represented by Everett-McKinney, Inc. 
and Michigan Spot Sales 


410 N. Michigan Ave., Chicago 11, lil. 


{sponsor the 
Show” 


‘McLendon Europe Operation 

West Coast radio 
| executive, has been named to head 
an expansion program in Europe 
by the McLendon Corp., Dallas, 
To tap the top of Southwestern Michigan's sales potential (including Benton Harbor and | owner of seven U‘S. radio stations. 
St. ap ow! - 7 ee a yn 9 . eee Ay og — ye As director of European opera- 
strong readership of the News-Palladium and Herald-Press . . . and the strong listenership | ,; : : ai eee 
of WHFB AM/FM. You get (1) unduplicated, in-the-home circulation in both city zones saa tiene, Bir. Reka Cs semmates 
in the three surrounding counties, (2) WHFB’s loyal, responsive listening-in audience 
that’s twice the size of the next two stations combined! Inquire today about how this 
dual-media approach can help you. 


|McLendon European interests and 
develop radio and tv possibilities 
opening headquarters 
|\Paris June 1. He has been com- 
at KABL, 
McLendon station, since it made 
its debut in Oakland-San Francis- 


‘Union Carbide Joins Dodge 
as ‘Lawrence Welk’ Sponsor 

| Union Carbide Co. has signed to 
“Lawrence Welk 
alternate Saturday nights | ‘ ‘ 
on ABC-TV. Dodge division of “Tribune’ to Handle 
Chrysler Corp. cut its participation | 
time in half when it re-signed with 
the show after five years of spon- 
soring the entire hour each week. 


Brings out the best... 


Black and white has a beauty of 


its own—colorful contrasts of tone, 


shades and shadows, a dignity and 


distinction which requires the finest 


in graphic reproduction. 


Widely known as the leading 


four-colorgravure servicer, Intaglio 


likewise leads in monotone gravure 


quality—brings out the best! Offers 


superior facilities for preparation 


and proofing of monotone positives 


and rotoprints for publications, 


advertisers, and packagers. 


Intaglio craftsmen have the 
skills developed only with time. Of 


the staff of nearly 600, 35% have 
been with us ten years or longer— 
deliver superlative quality in either 
color or monotone! 


For the finest in gravure, rely 
on Intaglio. Pioneers in perfecting 
gravure reproduction methods, with 
over two decades of experience... 
five entirely new plants in the past 
five years in New York, Chicago, 
Detroit, Cincinnati and Boston 
...and eight offices conveniently 
located for service, Intaglio merits 
your preference and patronage! 


Intaglio Service corporation 


America’s First Gravure Servicers 
305 East 46th St., New York—731 Plymouth Court, Chicago—40 Hague Ave., Detroit— 


1828 Lewis Tower Bldg., Philadelphia—126 West McMicken Ave., Cincinnati— 
1932 Hyperion Ave., Los Angeles—369 Pine St., San Francisco—Box 508, Boston 


Re tg 
r%, SVP ™ 


ao 


7 TDs i ie ae 
tay 


Advertising Age, May 23, 1960 


| ARTHUR T. SAFFORD has been appoint- 
jed to the new post of director of 
| marketing, Olin Mathieson Chem- 
jical Corp., New York. He was for- 
| merly vp of marketing in the com- 
pany’s packaging division. 


‘Chicago’s American’ 


Ad Representation 


Cuicaco, May 17—The Chicago 
Tribune will take over general ad- 
vertising representation of Chica- 
go’s American July 1, it was an- 
nounced today by Stuart List, 
American publisher. 

The new representation will re- 
place that of Hearst Advertising 
Service, which has carried over 
since the purchase of the American 
by Tribune Co. in October, 1956. 

The Tribune’s general ad staff 
maintains offices in New York, De- 
|troit and Chicago, which will ex- 
‘tend their activities to cover the 
|American. Representation in the 
West will be provided by Fitz- 
jpatrick Associates, publishers’ 
representative, which has offices in 
Los Angeles and San Francisco 
{and currently represents the Trib- 
une, New York News and the 
Philadelphia Inquirer. + 


Kircher Names Shine 
Industrial Advertising Head 

R. Henry Shine has been ap- 
|pointed director of industrial ad- 
vertising of 
Kircher, Helton 
& Collett, Day- 
ton, O. 

Mr. Shine 
joined the 
agency in 1955 
and has served 
as an account 
executive on 
Frigidaire and 
a number of in- 
dustrial ac- 
counts. He was 
formerly ad- 
vertising manager of the Sunbeam 
air conditioning division of Amer- 
|}ican Radiator & Standard Sanitary 
Corp., New York. 


Richardson Sets Candy Drive 
“Warm weather mint hints” is 
the theme of the largest spring- 
| summer advertising and merchan- 
|dising program ever scheduled by 
| Thomas D. Richardson Co., Phila- 
| delphia, for its line of cream mints 
|and confections. Suggested recipes 
|which make use of Richardson’s 
|mints will be illustrated in a color 
ad in the June 4 issue of The 
Saturday Evening Post. 

Other mint recipes, as well as 
Richardson’s new House Party 
Mix, will be featured on Art 
Linkletter’s ‘House Party” over 
CBS radio for six weeks through 
July 4. Promotion of the program 
will be through trade publication 
ads. Agency is Pritchard, Daniels 
and Dreher, Ardmore, Pa. 


CKPC Names Erwin Wasey 
Erwin Wasey, Ruthrauff & Ryan, 
| Toronto, has been named to han- 
‘dle the advertising account of 
|'CKPC, Brantford, Ont., radio sta- 
'tion. The station soon will boost 
its power to 10 kw and is planning 
‘an extensive advertising cam- 
|paign in Canadian and U.S. mar- 
| kets. 


R. Henry Shine 
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The postmarks are actual reproductions 


By concentrating your sales 


put a ( *: ) in your advertising budget. 


It’s a fact: for approximately the cost of a single full-color 
page in any of the leading mass magazines, you can maintain 
a substantial year-round campaign in Grit. More important, 
Grit will help shore up your coverage just where mass maga- 


zine circulation is relatively weak . . . in some 16,000 small 


towns coast to coast. That means balanced national coverage. _ Represented by Scolar, Meeker & Scott, Inc., in New York, Chicago, Detroit, 
Philadelphia; and by Doyle & Hawley, Inc.,in Los Angeles and San Francisco 
You can’t hope for total marketing success without it... 


and only Grit can give it to you. 
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What makes one network better 
looking than another? And why, 
in the average nighttime minute, 
do 1,305,000 more families watch 
the CBS Television Network than 
any other? 

It could be the wildly hilarious 
satire by Jack Benny and Phil Sil- 
vers on Dr. Jekyll and Mr. Hyde 
that overwhelmed all its opposi- 
tion one evening last March. 

It could be a vivid revelation 
of a crucial issue—like “The Popu- 
lation Explosion” presented twice 
this winter on CBS REPORTS. 

It could be a star-studded, two- 
hour panorama of an entire dec- 
ade—like THE FABULOUS FIFTIES 
in January. 

It could be the sustained emo- 
tional intensity of Julie Harris 
and Sterling Hayden in last Feb- 
ruary’s brilliant production of 
ETHAN FROME. 

It could be the antics of an in- 
corrigible little boy who strikes 
a common chord every Sunday 
night in the hearts of all parents 
—like DENNIS THE MENACE. 

Or it could be the dramatiza- 
tion in May of THE GAMBLER, THE 
NUN AND THE RADIO, the fourth in 
a series of exciting 90-minute pro- 
ductions of Ernest Hemingway’s 
greatest stories. 

Surely these must be some of 
the reasons why just the differ- 
ence between our average audi- 
ence and the next network’s is 
equal to all families in Los Ange- 
les, Pittsburgh, and Washington! 

Despite any fanciful claims to 
the contrary, this is how the net- 
works stand today when you mea- — 
sure all U.S. television families, 
all sponsored programs from 6 to 
11 pm, and all reports for the 
current year. 

The best looking network is 
the one where viewers find the 
best things to watch—and where 
advertisers reach the biggest 
nationwide audiences, for the 
fifth straight year. 
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Without a Panic Button 


e | . 
Illinois’ Richest Counties 

No panic here. A single advertising medium completely blankets 
this golden, seven county test market . . . THE PANTAGRAPH .. . 
a “h town’ newspaper that merits the attention of more than 
40,000 families jn the 791. mile wide ‘‘main street” of the 
Bloomington-Normal area. 
PANTAGRAPH land is smack in the middie of the golden central 
Illinois corn belt. 178,000 prosperous people maintain a surprisingly 
even balance between industry, agriculture, education and general 
good living. Each yeor they spend over 233 million dollars from 
incomes that are 20% above the national average. 
R.O.P. Spot Color — plus Full Color (black and 1, 2, or 3 colors 
available Daily and Sunday) 


Bloomington-Normal, IHinois 


PANTAGRAPH 


Represented by: Ward-Griffith Co., Inc. 


@ 178,000 prosperous peopl 
@ income 20% above national average 
@ Balanced industry, agriculture, education 


@ 233 million dollars a year retail market 


Citizenry Fed Up 


Advertising Age, May 23, 1960 


with Dishonesty— 


Including ‘Cheating’ Ads, Says Bristol 


Ad Council Plans Ethics 
_ Drive, Adwomen Told 
by Bristol-Myers Head 


New YorK, May 17—Lee H. 
Bristol, head of Bristol-Myers and 
of the Advertising Council, out- 
lined tonight a new Ad Council 
campaign to start “a new vogue for 
verity and a custom for quality.” 

Speaking at the installation din- 
ner of the Advertising Women of 
|New York, Mr. Bristol lamented 
|that “instead of developing an in- 
|spiring national purpose, we are 
|perfecting our ‘dishonor system’.” 
|The American citizen, he said, “is 
| getting disgusted with it all—dis- 
| gusted with deceit, fed up with 
iphoniness, appalled by the apathy 


IN BUFFALO Men’s Clothing Stores Start 
the Day Right...in the Morning 


Buffalo's men’s clothing stores placed 72.5% of their daily 1959 adver- 
tising in the Morning Courier-Express. Include Sundays, and the figure 
was 74.6% of the total. 


And men are only half the story of the proved selling power of the 
Courier-Express. It carried 67% of daily woman’s clothing store linage 
—14.9% of the total when Sundays are included. 


Other classifications — food chains, appliances, toilet goods and beauty 
shops, automobile dealers and financial to name only a few—add strong 
weight to the evidence that to insure your full share of the metropoli- 
tan Buffalo market, you need the Courier-Express. 


FOR MORE ADVERTISING FOR YOUR DOLLAR concen- 
trated on those with more money to spend use the Morning Courier- 
Express to reach Western New York’s top 160,000 households. 


FOR SATURATION use the Sunday Courier-Express, the state’s 
largest newspaper outside of Manhattan, to blanket the 489,103 families 
in Buffalo and the eight surrounding counties. 


For Total Selling in this Great Market 


Buffalo 
Courier- 
Express 


Western New York's Greatest Newspaper 


'ROP.COLOR 7 DAYS 


Representatives: Scolaro, Meeker & Scott 
Pacific Coast: 


Doyle & Hawley 


towards it.” 

The American citizen, he said, 
“continually seés [dishonesty], 
feels it, hears it, reads about it— 
and smells it. People cheating on 
their income taxes, cheating the 
railroad out of a fare, cheating 
the phone company out of a dime, 
cheating the boss out of a full 
day’s work; the butcher cheating 
the housewife out of her full 
weight of lamb chops, police 
cheating the law by consorting 
with crooks, college students cheat- 
ing at exams, motorists cheating 
the traffic rules, and advertisers 
cheating in their claims.” 


= The Advertising Council’s an- 
swer to this is a campaign to “re- 
activate the American ethic and 
|to revive the American standard 
|of excellence.” The crusade will 
|begin with a panel of 10 to 12 
national leaders who will meet for 
two days to “decide which atti- 
tudes should be changed, to what 
degree and in what direction.” 

The end products of all this 
cerebration, he said, should be 
much material for further discus- 
sion in newspapers, magazines, 
broadcast media, books, etc., and 
a “large order of nourishing raw 
meat for the advertising cam- 
paign. 

“Although none of us knows yet 


= |what form this advertising will 


take, I will suggest one thing we 
might do: Make heroes out of 
some of the ‘good guys’ and tar- 
brush the ‘bad guys’ as obnoxious 
bums,” he said. + 


Zenith Dealers, Book-of-Month 
‘Buy WVOX Daily Music Shows 


; | Zenith Radio Corp. of New York, 


jon behalf of 30 dealers in West- 
chester county, has signed to spon- 
sor four hours of music daily, at 
|5 p.m., EDT, seven days per week, 
jon WVOX and WVOX-FM, New 
|Rochelle, N. Y. This will be fol- 
| lowed by a daily three-hour music 
|show at 9 p.m. sponsored by the 
| Book-of-the-Month Club. 

| The Zenith show, called the 
iSound to Remember” and em- 
|ceed by Don Hancock, will be a 
|tribute to the big bands, such as 
Glenn Miller, Tommy Dorsey and 
Artie Shaw. The first hour will in- 
clude news, weather and traffic 
| reports for the commuter. The book 
|club’s show, “Summer Festival of 
Great Music,” will feature com- 
plete operas, symphonies and oth- 
er classical works to promote its 
Society of Great Music album sub- 
scription plan, and will include 
special news inserts. WVOX will 
promote the shows with newspa- 
per ads, outdoor, car cards and 
window streamers. Both orders 
were placed direct. 


Carling Assigns Midwest Share 
of Black Label to Weiss 

Carling Brewing Co., Cleveland, 
has named Edward H. Weiss & 
Co., Chicago, to handle advertising 
for its Black Label beer in the 
midwestern marketing area, which 
includes northern Illinois, Wis- 
consin, Minnesota, eastern Iowa 
and North Dakota. 

The midwest Black Label ac- 
count, which has been relatively 
inactive, previously was handled 
by Lang, Fisher & Stashower, 
Cleveland, which continues. to 
handle national advertising for the 
brand. The Weiss agency has han- 
dled Carling’s Stag beer for the 
past two years. 


Pillsbury Advances Chaffee 
Pillsbury Co., Minneapolis, has 
appointed Walter Chaffee sales 
promotion manager of its institu- 
tional division. Mr. Chaffee was 
previously a salesman for Pills- 
bury in Chicago. 
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How To Mechanize Your Selling — 
How big is the industrial salesman’s 
job? Who does he see? How does he 
spend his time? Here are 
many documented answers to 
why costs of sales calls are 
rising, and what your busi- 
ness publication advertising 
can do to increase the sales- 
man’s efficiency. 


How Advertising Increases Recog- 
nition—A summary of 10 recognition 
studies made for BUSINESS WEEK ad- 
vertisers, demonstrating the effective- 
ness of advertising in building recog- 
nition for a company and its products. 


Business’ Plans— 1960-63 — Here’s 
the 13th Annual Survey of business’ 
plans for new plants and equipment 
prepared by the McGraw-Hill De- 
partment of Economics. This report 
reveals that American business plans 
to spend a record 
amount in 1960, and 
to continue spending 
at a high level during 
the next three years. 


Leading Sales Executives Report— 
In their own words, 20 top sales exec- 
utives describe the results they have 
achieved through consistent business 
publication advertising. 


A Changing World Market Place — 
Complete with graphs and charts, this 
booklet details the estimated $100 
billion overseas markets for American 
businessmen by 1968. 


New Chemical Plants and Facilities 
—A CHEMICAL ENGINEERING com- 
pilation of 438 major new 
plants and expansions in 
the chemical process in- 
dustries gives company, 
location, products, ap- 
proximate cost, job status. 


The Renewal Percentage — Through 
bar charts and other illustrations this 
folder explains how to understand and 
interpret the renewal percentage on 
an ABC statement. 


McGraw-Hill Space Checking 
Service—A new, 16-page booklet, 
outlining all the material available to 
you through our Advertising Space 
Checking Service. 


The Mathematics of Selling—Com- 
piled from various industry sources, 
this study shows why the cost of per- 
sonal calls is rising so rapidly, and 
how business publi- 
cation advertising 
can help the sales- 
man. Available as 
desk top presentation 
for use with your 
management, or in a 
printed folder. 


zi 
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AMERICA’S MANUFACTURING PLANTS — a New Workbook 


Here are the latest booklets, folders, research studies and 
films available through your McGraw-Hill representative. 
They represent only a small part of the helpful market 
data that is regularly available to advertisers and their 
agencies—the result of our annual investment of over 
$800,000 in research and market studies. 


added cost. 


LAP 3202 


RESEARCH REPORTS 


These Laboratory of Advertising Performance data sheets pre- 
pared by the McGraw-Hill Research Department have been 
released recently. Please order by number. 


LAP 0003.0—Check chart for the L.A.P. 

LAP 1027 —Industrial publications.add known buying influences. 
LAP 3011 —One-pageinsertsand run-of-book pageadsequally wellread. 
LAP 3021.1—Average ratings of standard second colors. 

LAP 3028 —Higher noting of four-color over black and white tops 


LAP 3201 —How advertiser and product in headline affect readership. 
—Advertisements with headlines attract more readers. 

LAP 3203 -—Subject headlines increase readership. 

LAP 3204 —How prominence of headline affects readership. 

LAP 3205 —How headline appearance affects readership. 

LAP 3232.2—Readership of case history advertisements. : 

LAP 3240.1— How humor affects readership. 

LAP 8020 — Magazines and salesmen most frequently mentioned 

sources of new ideas and products. 


FILMS AND FILM STRIPS 


(For a preview, contact your McGraw- 
Hill representative.) 


Cable Address: McGRAW-HILL New 
York —This brand-new color film strip 
takes you around the world in 12 min- 
utes, shows the tremendous daily 
changes that can be significant to 
U. S. businessmen. See the vast net- 
work of McGraw-Hill 
business journalists in 
action, and how they 
track down important 
stories. 


Information Plus—A color sound 
slide film to show how McGraw-Hill 
can help advertisers and agencies solve 
marketing and selling problems. It 
summarizes a few of the many aids 
such as sales and market data, re- 
search surveys, economic reports and 
printed material available from 
McGraw-Hill sales representatives. 
Time: 9 minutes. 


Smitty Steps Up—A bright, animated, 
16mm color movie spotlights the prob- 
lems of an industrial salesman. De- 


Ask your McGraw-Hill 
Representative for copies 
of this material... 


signed for use at sales 
meetings. Conclusion 
gives facts that vali- 
date the need for ade- 
quate advertising to 
support salesmen. 
Time: 12. minutes. 


Research—At Your Service—The 
story of research at McGraw-Hill is 
told in this color sound slide film. It 
shows the important part research 
plays in all the facets of business- 
paper publishing, and also how it can 
be used to check advertising effective- 
ness. Time: 111% minutes. 


This 118-page statistical report, based 
on McGraw-Hill’s continuing Census 
of Manufacturing Plants, is an invalu- 
able sales tool and guide for marketing 
executives. The volume covers U. S. 
manufacturing plants by product, 
location and number of employees. 


The data was gathered over a two- 
year period by the McGraw-Hill Cen- 
sus Division. It was obtained by direct 
contact with the companies involved 
... covers plants employing 95.5% of 
all workers in the plants within its 
intended coverage. 


Ti if 


| 
im! 


This new book is divided into sec- 
tions. The first tells you about the 
McGraw-Hill Census of Manufactur- 
ing Plants—what it is, how it is de- 
veloped and maintained, and how you 
can use it. 


Part 2 breaks down markets by SIC 
for 437 industries, gives statistics on 
plants with 20 or more, 50 or more and 
100 or more employees. Part 3 gives 
you markets by states, with statistics 
for manufacturing plants and em- 
ployees. 


Part 4 shows markets by county, 
with individual maps. Part 5 is a multi- 
color, 50" x 37" wall map of the U. S., 
indicating the concentration of manu- 
facturing plants with 100 or more 
employees. 


To defray a portion of the prepara- 
tion expense, @ $25 price has been 
established for this book and map. 
They are available only through your 
McGraw-Hill representative. 


Coon 


| Atlanta 3, Ga. 
Rhodes-Haverty Building 

| JAckson 3-6951 

| Boston 16, Mass. 
Park Square Building 

| HUbbard 2-7160 

| Chicago 11, II. 

| McGraw-Hill Building 
MOhawk 4-5800 

| Cleveland 13, Ohio 

| 1164 Illuminating Building 
SUperior 1-7000 

| Dallas 1, Texas 

| The Vaughn Building 

{ Riverside 7-5117 


REGIONAL OFFICES 


Denver.2, Colo. 
Tower Building 
ALpine 5-2981 
Detroit 26, Michigan 
Penobscot Building 
WOodward 2-1793 


Houston 25, Texas 
Prudential Building 
JAckson 6-1281 
Los Angeles 17, Calif. Frankfurt/Main, Germany 
1125 West 6th Street 85 Westendstrasse 
HUntley 2-5450 
New York 36, N.Y. 
500 Fifth Avenue 
OXford 5-5959 


i 
Philadelphia 3, Pa. i 
Six Penn Center Plaza | 
LOcust 8-4330 | 
Pittsburgh 2, Pa. 

4 Gateway Center i 
EXpress 1-1314 | 
St. Louis 8, Mo. 

Continental Building | 
JEffersan 5-4867 | 
San Francisco 4, Calif. | 
68 Post Street 

DOuglas 2-4600 l 


Geneva, Switzerland 

2 Place du Port 
London, E.C. 4, England 
95 Farringdon Street 
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This Week in Washington 


Advertising Age, May 23, 1960 


|the audience is with the jingle,;of these particular hearings was, ver, ex-candidate Tom Dewey and 


|the spot announcement, and the/the lack of partisanship. Sen. 
animated cartoon. Thruston Morton (R., Ky.), the 


Networks, Politicos Haggle over Who 
Gets How Much Time, When & How 


By Stanley E. Cohen multaneous exposure on every tv 


s “So,” said Mr. Stevenson, “the 
American voter, faced with the is- 
sues of life or death, is solicited in 
song to ‘Vote for Dan, the man 
with a plan’.” 

Mr. Stevenson likes S.3171 be- 


| Republican national chairman, who 
| also appeared before the subcom- 
| mittee, agreed that a way must be 
|found to get better tv exposure for 
| Presidential candidates. He pre- 
fers to achieve this through volun- 
|tary arrangement with the net- 


PAINT A ROSY SALES PICTURE 


Washington Editor 


WASHINGTON, May 19—Heads of 
the major tv networks were be- 
fore the Senate’s communications 
subcommittee this week, trying to 
figure out a way to put tv cam- 
paigning on a loftier perch this 
fall. 

A group of about 25 Democratic 
senators are pushing 8.3171, which 
compels networks to give two 
hours weekly to the major Presi- 
dential candidates during the 
eight-week period preceding the 
elections. Networks contend they 
are ready and willing to give time, 
but they don’t want to be com- 
pelled. 

There was an “Alice in Wonder- 
land” quality to the proceedings. 
As an opener, Adlai Stevenson, 


it looked as if the candidates would 
be so busy trying to use the free tv 
time offered by networks that they 
might not have time for anything 
else. CBS offered at least an hour 
a week, and NBC offered an hour, 
too. Different hours, of course. At 
this writing, ABC has yet to record 
its bid. 


s Networks oppose S.3171 for a 
variety of reasons. They regard it| 
as “confiscation,” and they fear it | 
will eventually be expanded to| 
provide free time for senators, con- 
gressmen, governors and probably 
mayors. “If it applies to us be- 
cause we are a licensed industry,” 
they say, “why not apply it to the| 
airlines, the telephone companies, | 
the newspapers and magazines, all | 
of which also utilize some benefit 
bestowed on them by the federal | 
government.” 

CBS’ president, Frank Stanton, | 
contends the compulsory broad- | 
casts are an “inherently” bad idea | 
under any circumstances, because | 
they reflect on tv’s standing as an | 
information medium. | 

“We believe S.3171 squarely| 
presents the issue,” he contended, | 
“of whether electronic journalism 
is to remain as a self disciplined 
unit growing toward maturity un-| 
der our traditions of freedom, or | 
whether its content is to be dic-| 
tated, no matter how beneficently, 
by government.” 


es During the week’s hearings, 
committee members had what was, 
in effect, a seminar on U. S. poli- 
tics and U. S. broadcasting. 

Mr. Stevenson lamented that tv 
has contributed far less than it 
could to the people’s understand- 
ing of issues. He looked back fond- 
ly to the Lincoln-Douglas debates 
of a century ago. In the informal 
atmosphere of free time, with si- 


with the famous 
low-priced 


ELECTRIC’ 
PAINT SPRAYER | 


GREAT for premiums, © oe 
contests, sales incentive ~ 
| 


programs. | WO iy 
For more details contact: tae 


BURGESS VIBROCRAFTERS, INC. 
Dept. A-60 * Grayslake, Ill — 


station and without competition 
from “Gunsmoke,” and programs 
of similar nature, the candidates 
would be brought face to face with 


cause he thinks it would enable | works, but if this can’t be done, he 
people to see the candidates as|agrees it will have to be done 


they are. He fears that any volun- 
tary substitute by networks would 


| through legislation. 
| He brushed aside an opportunity 


the people “to discuss the issues | take on the attributes of showman-|for some political mileage at the 


which are critical to our survival 


and our leadership in the world,” | 


he said. 

This can’t be accomplished 
through paid time, he said, be- 
cause the hard-raised dollars of 


the political parties inevitably go) 


for the “hard sell.” At $400,000 per 
hour, the political parties feel com- 
pelled to squeeze the maximum 
number of votes from the invest- 
ment. They have consulted adver- 


tising agencies, he said, and have | 


been told that the safe way to hold 


ship, which he wants to avoid. 

| He estimates that the amount of 
_time that would be “confiscated” 
| would be so small it could hardly 
| have much impact on the earnings 
| of the networks. But if the question 
is seriously raised, he said, he 
would be willing to have the gov- 
ernment pay for the time, rather 
than settle for a compromise which 
would enable networks to control 
the format of the programs. 


= One of the impressive aspects 


|}expense of Democrats, who admit 
that half their tv money this fall 
will probably go for animated car- 
toons. Sen. Hugh Scott (R., Pa.), a 
former GOP national chairman, 
professed to be outraged at the 
prospect of a “Mickey Mouse cam- 
paign”; but Sen. Morton acknowl- 
edged, “We may have to find a 
cartoonist, too. Politics, like every- 
thing else, has certain sales tech- 
niques which will be with us.” 


s Former President Herbert Hoo- 


Vice-President Richard Nixon sub- 
mitted documents opposing S.3171. 
The Vice-President noted that the 
sale of time is the principal stock 
jin trade of the networks. “It does 
not seem to me to be appropriate 
or desirable for the federal govern- 
ment to expropriate a part of this 
time, without compensation,” he 
said. 


= CBS’ President Stanton and NBC 
Vice-President David C. Adams 
made the industry counter-offers. 
|The industry is anxious to put the 
|candidates on the air gratis, they 
|contended. There would be no 
|need to confiscate time if Congress 
would simply eliminate the provi- 
sions of Section 315 of the Commu- 
|nications Act, which prevents net- 
| works from giving time to major 
| parties without according the same 
benefit to candidates of the splin- 
| ter parties. 

| Mr. Adams said §.3171 “is the 
| wrong way to go about the right 
| things.”” He said NBC is “eager” to 


Your search for a fresh 


| 

who is a leading advocate of the 
free time plan, announced that an 
hour a week divided between 
candidates of the two major par- 
ties is enough. | 
But as the testimony developed, | 


market, a giant market, is 


over. In the standard Metropolitan area comprised of 
San Bernardino and Riverside Counties, giant sales 


records are made every 


day. Last year total retail 


sales hit more than a Billion 200 Million dollars! Net 


effective buying income 


reached over $1.3 billion! 


These figures just didn’t happen. People in Califor- 
nia’s 4th largest market are proven buyers. 


REPRESENTED NATIONALLY 


SAN BERNARDINO 


‘ 
e ; 
. RIVERSIDE | 
* : ; 
€ - ey 
. 
BY CRESMER and WOODWARD, INC. e REPRESENTED NATIONALLY BY DOYLE & HAWLEY, INC. 
* 


The two dailies and Sundays which largely helped 
create these figures are the San Bernardino SUN- 
TELEGRAM and the Riverside PRESS-ENTERPRISE. 
Giants themselves, they give you full, unduplicated 
coverage of this lush market. More than an hour’s 
drive from Los Angeles, less than % of 1% of the 
total circulation of the major Los Angeles news- 
papers enters this sales area. <2 | 


4TH MARKET IN CALIFORNIA‘ 


“(America’s Second) 
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SAN 
FRANCISCO 


Advertising Age, May 23, 1960 


prove that tv can turn the whole | 
continent “into an electronic town | 
hall,” and to this end, it is ready | 
to stage a series of eight hour-long 
“Meet the Press” programs in 
prime Saturday night time this 
fall, featuring the two rival Presi- 
dential candidates. 

Mr. Stanton also announced that 
his network is prepared to provide 
“a minimum of one hour of prime 
evening time each week for debates 
and discussions by candidates dur- 
ing the coming campaign,” pro- 
vided the Congress will do some- 
thing about Section 315. 


= These offers were received with 
something less than enthusiasm. 
Sen. A. S. (Mike) Monroney (D., 
Okla.) wasn’t sure the candidates 
could be lined up for a sponsored 
program. He recalled that the 
Westinghouse-sponsored debates 
in 1956 never attracted better than 
“the third string.” 

“The only one who made an im- 


declared. 

On a sustaining basis, the out- | 
look was even less promising. Sen- | 
ators knew from experience that 
affiliates have a way of rejecting 
sustaining political telecasts for 
something more profitable. 

Nevertheless the network offers 
are probably the best deal that the 
senators can expect to get this year. 
The meeting of minds may have 
been achieved when Mr. Stanton, 
seemingly on the spur of the mo- 
ment, challenged the subcommittee 
to report a resolution suspending 
Section 315 for this fall’s Presiden- 
tial race. “Test us,” he suggested. 
“See how we behave.” 


The most comtortacle shoe in tne worid 


LULLABIES — These 
ads for the 
Rhythm Step line 
of Johnson, Ste- 
phens & Shinkle 
Shoe Co. St. 
Louis, will run in 
September and 
October in Mc- 
Call’s, Ladies’ 
Home Journal, 
Redbook and 
Vogue. Katzif- 
George - We m- 
hoener Advertis- 
ing is the agency. 


_ 
> 


Sanaa 


® Realistic committee members 
know that even without Section 
315 the FCC will be standing by, 
ready to nudge any station which 
is manifestly unfair in its handling 
of Presidential broadcasts. And the 
special elections watchdog sub- 
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S. C. Johnson Tops 
Winners in Chicago 
Adclub Competition 


CuHIcaco, May 19—In the Chica- 
go Federated Advertising Club’s 
competition, covering the nine ma- 
jor advertising classifications, S. C. 
Johnson & Son last night ran off 
with three first prizes—the most 
won by any advertiser. The John- 
son company won top awards in 
classifications under magazines, in- 
dustrial and farm publications, and 
television. 

Needham, Louis & Brorby was 
the leading agency, creating eight 
ads which won first prizes. Leo 
Burnett Co. and Foote, Cone & 
Belding ran a close second with 


Wesley I. 
Nunn, who re- 


committee under Sen. Ralph Yar- 
borough (D., Tex.) also will be in 


MAKE YOUR SALES GIANT-SI 


27th in America in 
population, food and 
household goods. 
14th in the nation 

in gasoline sales. 


* 


LOS ANGELES 


Adela Publishes ‘Miumi 1980’ Miami 1800," on enmunl, timé-cise| ee 


The Advertising Club of Greater magazine covering advertising|manager of 
pression was Betty Furness,” he | operation, ready to nudge the FCC.; Miami has published “Advertising events of the greater Miami area. 


seven top ads each. 


¢ 


as advertising 


Standard Oil Co. 
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RANKING OF MARKETS IN 
Los Angeles -Long Beach 


San Francisco-Oakland 

San Diego 

SAN BERNARDINO-RIVERSIDE-ONTARIO 
San Jose 

Sacramento 


CALIFORNIA 
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(Indiana), was 
judged Chica- 
go’s adman of 
the year and 
was presented 
with a= silver 
medal by the 
Chicago Feder- 
ated Advertis- 
ing Club. 


Wesley |. Nunn 


® Following is a complete list of 
winners of CFAC awards: 
GENERAL CONSUMER MAGAZINES 


Product/Service Campaign—color: S. 
Cc. Johnson & Son, Needham, Louis & 
Brorby. Honorable mention: Philip Mor- 
ris Inc., Leo Burnett Co. 

Product/Service Single Ad—color: Kel- 
logg Co., Leo Burnett Co. Honorable 
mention: Kimberly Clark Corp., Con- 
sumer Products Division, Foote, Cone & 
Belding. 

Product/Service Campaign—b & w: 
Hiram Walker Inc., Foote, Cone & Beld- 
ing. 

Product/Service Single Ad—b & w: 
Allstate Insurance Co., Leo Burnett Co. 
Honorable mention: Lawn Boy, Erwin 
Wasey, Ruthrauff & Ryan. 

Corporate Image Campaign—color: 
Chrysler Corp., Leo Burnett Co. Honor- 
able mention: Armour & Co., Foote, 
Cone & Belding. 

Corporate Image Single 
Minneapolis-Honeywell, Foote, 
Belding. Honorable mention: 
Fulton Morrissey Co. 

Corporate Image Campaign—b & w: 
National Rural Electric Cooperative 
Assn., Aubrey, Finlay, Marley & Hodg- 
son. 


Ad—color: 
Cone & 
Ditto Inc. 


INDUSTRIAL AND 
BUSINESS MAGAZINES 
Product/Service Campaign—color: Tie 
Award: Reynolds Metals Co., Clinton E. 
Frank Inc. Speedicut Division, Chicago 


STORY 
BOARD 


Sales manager Needham 
Smith sez: ‘Canned and frozen 
jvices are becoming more 
popular but most men still 
prefer to squeeze their own 
tomatoes.” 
wtrf-TV Wheeling 
A young man walked into a gambling 
casino in Vegas, plunked a wad on num- 
ber 35, and walked out with a roll big 
enough to choke a mole. 
An admiring: onlooker asked; ‘“‘How did 
you happen to pick that number?” 
“Well,” replied the gambler, “today is 
the sixth of the month and my sixth wed- 
ding anniversary, so | multiplied the two 
numbers together.” 
His new acquaintance was bewildered. He 
| said, “You know that six times six is 36." 
| The winner smiled: “Okay, okay, so you 
| nawe the educatién.” 
} wtrf-TV Wheeling 
| One buy . . . one billing . . . guarantees 
|a share of this multi-billion dollar Wheel- 
| ing WTRF-TV Market. The WTRF-TV sales- 
booster merchandising plan is available, 
too. Ask the George P. Hollingbery people 
to give you the WTRF-TV specifics. 
wtrf-TV Wheeling 
| Voice on phone: “May | speak with Mr. 
| Robert Willi Ferguson?” 
“Who is calling, please?" 
“I'm Gladys Zell." 
“Glad you're happy, but who's calling, 
please?” 


WTRF-TV 


wtrf-TV Wheeling 
| He tickled her fancy and she really en- 
joyed his-company. 


CHANNEL 


@ .. WHEELING, 
SEVEN w 


EST VIRGINIA 
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CFAC Awards Brorby. lay, Marley & Hodgson. Honorable men- 
eee One Column or Less Campaign: Roura tion: Crow’s Hybrid Corn Co., Marstel- 
Iron Works Inc., Marsteller, Rickard, | ler, Rickard, Gebhardt & Reed. 
Heights Steel Co., Headen, Horrell & Gebhardt & Reed. Product/Service Single Ad—b & w: ASTYKAKE .. 
i Wentse! | FARM PUBLICATIONS Chas. Pfizer & Co., Leo Burnett Co 
es. Product/Service Single Ad—color: S. Product/Service Campaign—color: Mas-| One Column or Less Campaign: Berg 
re Cc. Johnson & Son, Needham, Louis & | sey-Ferguson, Needham, Louis & Brorby.| Equipment Corp., Aubrey, Finlay, Mar- 
Brorby Honorable mention: Solar Permanent Co., | ley & Hodgson. JUNIORS 
Product Service Campaign—b & w: | Division of U. S. Industries Inc., Western DIRECT MAIL 
American City Bureau, Headen, Horrell | Advertising Agency Calendar: United Air Lines, Advertis- yj 
& Wentsel. Honorable mention: Rock Is- Product/Service Single Ad—color: In- | ing Staff. / P 
land Lines, Aubrey, Finlay, Marley & | ternational Harvester Co., Aubrey, Fin- Announcement: The Mid-America Club. \ , ; 
Hodgson. | lay, Marley & Hodgson. Runkle-Thompson-Kovats. 
Corporate Image Single Ad—b & w: Product/Service Campaign—b & w: In- Catalog: Frederick Post Co., Devenny- - < . 
State Farm Mutual, Needham, Louis & | ternational Harvester Co., Aubrey, Fin- Wood Ltd. Honorable mention: A. B. / vy "& 2, ae 
akin ES... Pe Dick Co., Advertising Staff. a ( 
Booklets & Brochures: Tie Award: » SS ite” / 
_ |U. S. Gypsum Co., Fulton, Morrissey ~ 
g Co.;, Morton. Salt Co,, Needham, Louls| pf > Wise) POPULAR PLATTER | 
TAM NECESSARILY $0! & Brorby. Honorable mention: Chicago 
R pie iene Central Area Committee, Leo Burnett) piTTSBURGH PUSH—Tasty Cake Co., Philadelphia, is using outdoor this 
f cd “ oO. | ‘ . » . : : . 
a Some folks figure we eat most ly buffaloes and berries out House Magazine: Tie Award: Inlana| SPTring to support its radio, tv and magazine campaign in Pittsburgh. 
Gane tn Laktad, "Divas anvenanaty o8, pees Co., A/D Graphic Inc.; Abbott} Prepared by Aitkin-Kynett Co., Philadelphia, the campaign will 
aboratories, Ad tisi Staff. | P . 
Last year our grocery bill added > tc en bs -ge ee iiiieene | run four months. A new poster, plugging a different Tasty product, 
b County. So we're might § s | : 
endian , Nat'l or Regional, Product/Service— | will be used every 30 days. 
|rete color: Motorola Inc., Leo Burnett | ee es eee. ae ee 
if ‘re looking for new markets to conquer, come on down Co. 
on tat us over. If you can’t make it today, mosey over Nat'l or Regional, Product/Service— | monwealth Edison Co., Leo Burnett Co., Ad. Product/Service: Peoples Gas Light 
and check us out in your trusty SRDS and Sales Management r.o.p. color: Dean Milk Co., Clinton E Nat'l or Regional Campaign, Product/- & Coke Co., Needham, Louis & Brorby. 
Frank Inc. Honorable mention: Rath | Service (Under 400 Lines): Hekman Bis- Local Retail Advertising. Seasonal Pro- 
Packing Co., Earle Ludgin & Co. cuit Co., George H. Hartman Co. Hon- motion: Carson Pirie Scott & Co., Ad- 
LUBBOCK AVALANCHE-JOURNAL Local Retail Advertising—color: Carson | orable mention: Wilson Sporting Goods vertising Staff. 
; na Pirie Scott & Co., Advertising Staff Co., Roche, Rickerd & Cleary Local Retail Advertising, Campaign 
" TEXAS Morning — Evening — Sunday Nat'l or Regional Campaign, Product/- Local Retail Advertising, “Sale” or Ads: First National Bank of Chicago, 
; ROP COLOR AVAILABLE EVERY ISSUE Service (Over 400 Lines): Continental | ‘‘Bargain” Single Item Ad: Oklahoma Foote, Cone & Belding. 
Illinois Nat'l Bank & Trust Co., Earle | Oil Co., Needham, Louis & Brorby OUTDOOR AND TRANSPORTATION 
Ludgin & Co. Honorable mention: Com- | Local Retail Advertising, Single Item | Poster Campaign—?4-sheet: Northern 
Paper Mills, Gugler Lithograph Co 
2 commas Honorable mention: R. H. Donnelley 
Corp., Earle Ludgin & Co.; Rambler 
: we re asking each other after tab Dealers Assn., R. Jack Scott Inc. 
ea and profits for the Poster Campaign—three-sheet or less: 
C; ust ended and learn Pan American Air Lines, Gugter Litho- 
ro § Jam Sto s show ed a V0.6 pet | Sraphic Co 
Te ™ : } net : Spectaculars: Honorable mention only. 
« With profits in Bell Savings & Loan Assn., M. M. Fisher 
in ig Promoti 2 per cent over the & Associates 
on Car/Bus Cards: Borden Co., Chicago 
CHIC AG O,A their own question: Milk Region, Young & Rubicam. Honor- 
. ril 2 xy officials approvec j}able mention: Rambler Dealers Assn., 
year will beets This #Be us Ap} : 
ill . rd re Bese in rlising theme, “Busi- |B. Jack Scott Inc. 
istory, pre- Week” and took the POINT OF PURCHASE 
Niel, venera| rect to the consumer | Window Displays, Temporary: Brown- 
ecor $; é Sh ante Be i Forman Distillers, Container Corp. of 
Opt RK ag made | America. 
sport with sales Window Displays, Light & Motion: 
‘ Continental Oil Co. Chicago Show Print- 
or Local Sto ate 
Counter Displays, Temporary: U. S. 
i Gypsum Co., Fulton, Morrissey Co 
BINGHAMTOY® Counter Displays, Permanent: Tie 
_of decorative wal! (<4 9 TY) Sie Awards: Westclox, Batten, Barton, Dur- 
r : stine & Osborn; Scripto Inc., Advertis- 
. ing Metal Display Co 

€s that 1 : : up- Signs & Wall Displays, Temporary: 
s by 5 nd. Wi e belie fac- Pepsi Cola Co., Gugler Lithographic Co. 
Y, busi. ch have contributed tu | Signs & Wall Displays, Permanent: 
‘ wth are soundly based Oldsmobile Division, General Motors 

will continue to operate.” Corp., Chicago Show Printing Co. 
ast k the chai d Te Signs & Wall Displays, Light & Mo- 
Bt week the chain used news- tion: Anheuser-Busch Co., Tel-A-Sign 

W ASHIN( and direct mail to make its Inc. 
just-launched . point to the customer. Uti- | Floor & Island Displays, Merchandis- 
‘tyr b6ee bined mail services of j |ers, Temporary: Kimberly Clark Corp., 
. : . Inland Lithograph Co. Honorable men- 
70% |tion: Hiram Walker Inc., Consolidated 
Sa es up | Lithographing Co. 
bi Floor & Island Displays, Merchandis- 
S inst ve |ers, Light & Motion: Kellogg Co., Zip- 
n pe | soem Inc. 

s, April ts. RADIO COMMERCIALS 
‘ LOS ANGEL E bout reces | Product/Service (20 Seconds): First 
oW hat’ s all this talk abo National Bank of Chicago, Foote, Cone 

P wanes & Belding. 
sion? was the question exect Product/Service (30 Seconds-Jingle): 
That ‘Chopping Bar Foot |Oklahoma Oil Co., Needham, Louis & 
| Brorby. 

Product/Service (60 Seconds): Philip 
| Morris Inc., Leo Burnett Co. Honorable 
|mention: General Foods Corp., Perkins 
| division, Foote, Cone & Belding; Inter- 
national Harvester Co., Aubrey, Finlay, 
Marley & Hodgson. 

Product/Service (60 Seconds)—Special 
Award for Entire Campaign: Clark Oil 
| & Refining Corp., Tatham-Laird. 

TELEVISION COMMERCIALS 

Product/Service (10 Seconds): Grocery 

- “9 Store Products—Foulds division, Clinton 
6 AU lO BUY cath E. Frank Inc. 
Product/Service (20 Seconds): Chicago 
N Daily News, Batten, Barton, Durstine & 
DRIV E BIG SU | Osborn. 
| Product/Service (30 Seconds): Kraft 
Foods Co., Division of National Dairy 
FLINT, Mich., May 4 a Products Co., Foote, Cone & Belding. 
Sales Festiva al,’ . 7 ‘ Product/Service (60 Seconds): S. C. 
j “Spr ing Sale . hi » iT Re on | Johnson & Son, Foote, Cone & Belding. 
{ by downtown mere gr | 
ducted by ¢ yf elat all. only 2 per |Honorable mentions: Procter & Gamble 
(as an outgrowth © ot an mrt COMe Sle high. p ce |Co., Tatham-Laird; Montgomery Ward 
—_ sient pinbibitiicnci |& Co., Fred A. Niles Productions Inc. 
| Product/Service (90 Seconds—Live): 
| Hallmark Cards Inc., Foote, Cone & 
] . . : * P ° ; ° ° | Belding. 
HERE’S HOW! — “Promotion” is the key word! It _ will continue to rise; industrial production will double; euiies tanies eh taciadek: Mab 
may be your own special promotion or a tie-in promotion savings will steadily increase; billions will be spent on een hes Sane Ge Se 
with other merchants in your town! But “promotion” is research; needs for schools, highways, homes will grow Co. Massey-Ferguson Inc., Needham, 
: . : . P ° Louis & Brorby. 
a the incentive that creates the desire to buy! Talk to the and grow—and grow! The retailers who plan for this new 
BR # . . . 
Bs guy next door—and the guy down the-block! Think! The wave of opportunity will be the ones to profit from it. ‘Three Join O. S. Tyson 
customers are there—waiting to be sold! Make sure that includes you. | Alan A. Beel, formerly produc- 
tion supervisor and researcher of 
HERE’S WHY oe FREE! Ge: going today! Write at once for illus- bt Me ayy so seg 
— i i . . i: 0., New York, as 
All facts point to another big up- $ Ke trated “How To Turn the Tide” booklet offering on ye a ee aid dict Lalaemalings 
swing! Between now and 1975, U.S. population will %, mo valuable and vital selling ideas. The Advertising Edward J. Martin, formerly with 
. “We . . . » : ’ 
soar; there will be millions of new jobs; family income ma Council, 25 West 45th Street, New York 36, N. Y. Lawrence C. Gumbinner Adver- 
. | tising; Erwin Wasey, Ruthrauff & 
|Ryan and Fuller & Smith & Ross, 
|has joined Tyson as a copywriter, 
j}and Gary Fisher, formerly in the 
YOUR FUTURE IS GREAT IN A  somis AAs of Mvemed Ad 
| vertising Co., has joined Tyson’s 
/production department. 
EDN my RTO? VP eh Mira. perma a ee es Ney OF ne ay he he - bs Ye Se 
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Follow the LEADER 
in Philadelphia 
and its suburbs 


There’s one leader in Philadelphia and its suburbs. A research study of adults in families, made by Carl J. 

It’s The Evening Bulletin. Nelson Research, Inc., shows: 

The 1959 A.B.C. Audit Report shows that The Evening In Suburban Philadelphia— , 
Bulletin’s circulation leadership in 14-county Greater Phila- The Evening Bulletin Leads In Adult Readership 
— Nee ee Gey .. . by 156,000 adults in families 

wo major research studies—made by National Analysts, . 
Inc. in 1960 and Carl J. Nelson Research, Inc. in 1957—show A.B.C. Audit Reports for 1950 and 1959 show: 
The Evening Bulletin’s leadership in adult readership in both In Suburban Philadelphia— 


the city and the suburbs. 


The Evening Bulletin Tripled Its Circulation Leadership 
In the suburbs, where Greater Philadelphia is growing 


... and leads by 36,762 families 


fastest ... 
A research study of adults in homes with telephones, made Scat Be = rags ssa eounaie 
by National Analysts, Inc., shows: which are carried home to the suburbs each day) 
In Suburban Philadelphia— Follow the leader in Philadelphia and its suburbs—The 
The Evening Bulletin Leads In Adult Readership Evening Bulletin. 
...+ by 146,000 adults in homes with telephones In Philadelphia Nearly Everybody Reads The Bulletin 


The Evening Bulletin Leads in Circulation and Readership 
...in Philadelphia and in Suburban Philadelphia 


A MEMBER OF MILLION MARKET NEWSPAPERS, INC. 


13 counties beyond the city in the 14-county 
Advertising Offices: New York # Chicago © Detroit ¢ San Francisco * Los Angeles Suburban Philadelphia: | 


Greater Philadelphia A.B.C. City and Trading Zone 
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Mays Staley Averill Little 


Dinah Cole McHugh — Izard 


ward N. Cole, general manager, and Jack Izard, ad- 
vertising manager, and, from the agency, Campbell- 
Ewald Co., H. G. Little, board chairman, and P. L. 
McHugh, vp in charge of tv and radio. 


ANYONE FINER?—Top Chevrolet and agency executives 
lunched with Dinah (“Chevy Show”) Shore when 
she visited Detroit recently. With Miss Shore are 
L. H. Averill and L. H. Mays, assistant general sales 
managers; K. E. Staley, general sales manager; Ed- 


Edmondson 
Grove Laboratories; Harry Ireland, Doherty, Clif- 
ford, Steers & Shenfield, and Jack Clarey and Dick 
Edmondson, both of Bristol-Myers Co. (stories on 
Pages 1 and 3). 


Greer Grove Ireland 
DRUG MEN—Chatting between sessions of the Proprie- 
tary Assn.’s 79th annual convention in White Sul- 
phur Springs, W. Va., were Norman Greer, Ameri- 


can Newspaper Publishers Assn.; James H. Grove, 


Clarey 


Mr. and Mrs. Buehling Mrs. Arndt Gray 


INFORMAL—Pictured at the informal cocktail-buffet preceding the 
start of the Continental Advertising Agency Network convention in 
Miami Beach are Mr. and Mrs. Norman Buehling, Fensholt Adver- 
tising Agency, Chicago; Mrs. Robert Arndt, Philadelphia, and 
Charles Gray, Gray & Kilgore, Detroit. 


Conner Lane 


Perper Sete ae a ge ERS aa 
i a hate 


IN-AND-OUT PORTRAIT—The new president of the 
Rocky Mountain Council of the American Assn. of 
Advertising Agencies is Dick Katerndahl, of Camp- 
bell-Ewald. Other officers are Cecil Conner, Conner 
Advertising, vice-chairman, and John Mullen, Har- 
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Groseth Wilkenson Moore 

ADCRAFT PARTY—Among the guests at a recent meeting of the Adcraft 
Club of Detroit were H. B. Groseth, exec vp of Erwin Wasey, Ruth- 
rauff & Ryan, Chicago, and June Wilkenson, British actress. With 
them is W. D. Moore, advertising director of Dodge cars, who is 
president of the club. Mr. Groseth spoke at the meeting; Miss Wilk- 


enson just attended. . 


Mrs. Ballantyne 


Durfee 


Ballantyne 

OLDTIMERS—Mr. and Mrs. James Ballantyne of Lethbridge, Alberta, 
look over the old Maytag washer which won them the brand new 
one (behind Mrs. Ballantyne). The couple won the new washer in 
a nationwide search conducted by Maytag Co. Ltd. to find the old- 
est Maytag washer in Canada. The Ballantyne’s 1911 electric motor 
Maytag has been in daily use for nearly 50 years. It will be ex- 
hibited at the Canadian National Exhibition at Toronto this fall. 
Bruce Durfee, owner of the Lethbridge Appliance Co., made the 

presentation. 


“a 
id 


Katerndahl Fonda Schump Mullen 


old Walter Clark Inc., secretary-treasurer. Retiring 
governors are Walter Schump and Bradley Lane. 
The council says its motto is, “All work and no 
play makes for a dull council,” and that explains 
the presence of starlet Jane Fonda. 
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THIS IS 
FROM PARAGRAPH 3 


OF THE DECEMBER, 1959, 


ABC STATEMENT 
OF THE ONLY 
PUBLICATION 
OF IT'S KIND 
IN THE 
WORLD. 


Factory 


3. BUSINESS ANALYSIS OF TOTAL PAID SUBSCRIPTION CIRCULATION FOR THE NOVEMBER, 1959 ISSUE: 
(Not an average for 6 months) 


nD NOTE—Total paid subscription circulation of this issue was 1.13% greater than average total paid subscription cir- 
pn culation for period. 
Ss —s Subs. % 
3 = 1. Manufacturing:* (For SIC Breakdown—See Below) ...........+++0++ jiu iibvidonsen . 63,227 90.79% 
om "a (a) es NE os ib aie nties car herneuewiesie a 6h8eaete ie cOek 6,022 
(b) Corporate Officers: President, Vice-President, Secretary, Treasurer & 
4 General Managers, Managers (entire organization), Owners & Partners 8,189 
(c) Plant Managers, Bee oe oe Mare & Other General Plant Executives .. 18,732 
2 (d) Plant Department Heads, Maintenance Engineers, Plant Engineers & 
3 Other Supervisory Plant SAME «cs c'sh co naka vices Us uebebbaasarecons 19,730 
a (e) Staff Engineers & Technicians ........ Se weencseccvccescvesseceseceecce 8,536 
(f) Other Company Personnel .............. cane peaee hs oc cneanwbeustebens 2,018 
AI 2. Raw Materials Producers, Transportation, Communications & Public Utilities ...... 847 1.21% 
Gi 3. Consulting Engineers, Consulting & Research Organizations .................e0e0- 1,117 1.60% 
4. Construction & Maintenance Cotes Dealers * Industrial sie oewttenine & Sup- 
= MUN ds. ck buacesdsad dntcveleous stance priiaré od cbbdaaRdsieessbteekatruttechiarhs 514 0.74% 
| GC GQUPRIRMINNE os ithiincis easounssoves (ik dadissdwaks chiccaeteanes Seeudaive <out0 bpeatlanis 1,342 1.93% 
= 6. Banking, Finance, Insurance & Real Estate .............0.ceceeeceseeececeeeceeees 166 0.24% 
© 7. Universities & Colleges ......... Giitaiadeessensace eatidpas ipantias cpdsnteannhitates 1,336 1.92% 
8. Libraries, Professional & Trade Associations ................. Jeicbeshavensoedisedene 471 0.68% 
9. Miscellaneous . eeeee ee eeee SESS ESSE SEES EEESSEEHS HEHEHE HEHEHE EEE EEE HEED 453 0.65% 
10. Awaiting Classification by Business & Industry ...... weed sevbdbobepeseeccetin’ se eue 166 0.24% 
TOTAL PAID SUBSCRIPTION CIRCULATION FOR THE NOV., 1959 ISSUE .... 69,639 100.00% 


Only one business magazine aims its circulation only at the men who 
manage plant operations in all the manufacturing industries of America 
... deals editorially only with the ideas and equipment and management 
techniques needed by such men. 


Of the 69,639 total paid circulation shown above for FACTORY's Novem- 
ber 1959 issue, over 90% — 63,227 — is concentrated in manufacturing. 


Pick up a copy of FACTORY. See for yourself how it is devoted exclusively to 
helping these men improve all elements of their manufacturing operations. 


If your product can help them, too, doesn’t it make sense to consider 
advertising in FACTORY? 
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READ!—This is one in a series of color spreads to be run this year in 


Fortune and the Reader’s Digest 

by International Paper Co. “to| 

encourage more reading among 
more people.” 


International 
Paper Ads Tell — 
Joys of Reading 


Reading, Unlike TV, 
Isn’t Mostly Spectator 
Sport, Copy Points Out 


New York, May 17—The re- 
wards of reading are being ex- 
tolled in a new institutional cam- 
paign launched by International 
Paper Co. in June issues of For- 
tune and Reader’s Digest (AA, 
May 16). 

For several years, the company 
reports, it has looked “for a good 
way to express its belief in the 
‘printed word’.” The result is a se- 
ries of color spreads which show a 
man reading—a business man in 
a library or at a magazine stand, a 
physician in a hospital, a farmer 
at the kitchen table. 

The ad headline is the same in 
each ad: “Send me a man who 
reads!” The copy then praises 
books, magazines and newspapers 
and discusses a survey, conducted 
especially for the campaign, which 
showed that the more successful 
men are the ones who read the 
most. 

One ad starts out: “We asked 
100 company officers, ‘How many 
magazines, books and newspapers 
have you read in the past week?’ 
The total of their answers: Mag- 
azines, 338; books, 53; newspapers, 
1,490. 

“Then we asked 100 men in the 
same age group whose salaries had 
never quite reached $7,500 a year; 
229 magazines for them—and only 
28 books ...The conclusion is as 
clear as print. Men who read more 
achieve more.” 


a After several paragraphs prais- 
ing books, the ad then bestows a 
special accolade for magazines: 
“The best of them are superbly 
honest, whether the subject is re- 
ligion, space travel or labor racke- 
teering. They are exciting without 


SCREENED 
PRINTS 


++. all ready for 
your paste-ups. 


Rush jobs? We give 
overnight service to 
anywhere in the U.S.A. 


Sead for specie! price list. 


SERVICE ENGRAVING 


| being cheap, inspiring without be- 
ing maudlin. They are as grave as 
life—and as gay.” 

Then the copy points out, 
\“Worth while reading is not con- 
|fined to books, magazines and 
|mewspapers. You may find an idea 
on the back of a matchbook that 
will change your life. You may 
find it on the side of a truck. Or on 
ja flyer that came in the mail... 
|No less than 75% of all American 
|advertising is now in printed me- 
|dia. Print sells.” 


‘= After pointing out that “unlike 
|tv or motion pictures, reading is 
not primarily a spectator sport,” 
| the copy ends with the suggestion: 
|“Read whenever you can—while 
| you wait for airplanes, meals, hair- 
cuts, telephone calls. You will be 


the gainer.” 
Ogilvy, Benson & Mather is the 
agency. # 


Shopping Guide Due Soon 

J. J. Little & Ives, New York, 
will publish a permanent shopping 
guide in which brand name adver- 
tisers may buy a listing at $2,000 
a line, with a minimum circula- 
tion of 1,000,000. The shopping 
guide, a plastic 3”x54%” book, with 
a marking crayon, will be distribu- 
ted free in supermarkets in the 
New York metropolitan area with- 
in the next few months. B. F. 
Jay Co., New York, is handling the 
advertising. 


Christopher Joins Hooker 
William F. Christopher has been 
named director of marketing for 


Advertising Age, May 23, 1960 


Hooker Chemical Corp., New 
York, a new position. Mr. Chris- 
topher previously was manager of 
market development for General 
Electric’s chemical materials de- 
partment, chemical and metallur- 
gical division, Pittsfield, Mass. 


McNaull to Lennen & Newell 
Charles G. McNaull, formerly 
with Lever Bros., has joined Len- 
nen & Newell, New York, as ac- 
count executive on the Best Foods 
division of Corn Products Co. 


Marks Joins ‘House & Garden’ 

Leo Marks, formerly with Cue, 
has joined the New York sales staff 
of House & Garden. He will han- 
dle the magazine’s wine and spirits 
classification. 


...@ new standard for 


The dimension that goes far beyond circulation statements. Actual reader- 
ship among actual buyer-customers provide the ilP index — which in turn 
can be expressed in terms of efficiency for your advertising dollar. 

Schedule A at left shows ip re- 


sults where 3 publications all re- .. 
ceive same 13 pages. - 
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Schedules B,.C,.D,\and E show 
possible variations from Schedule 
A, with increases in advertising 
efficiency up to 50%! 
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Set Blem-Stick Program | 

Sulray Inc., Tuckahoe, N. Y., has 
scheduled an advertising program | 
to introduce Blem-Stick, a medi- 
cated treatment for acne and other 
skin blemishes. Some 92 magazines 
read by teen agers, plus tv spots, 
will be used. Kushins, Anderson 
& Takaro, New York, is the Blem- 
Stick agency. 


Gen'‘l Instrument to Basford 

General Instrument Corp., New- 
ark, producer of components for 
radio and tv equipment, has named 
G. M. Basford Co., New York, to 
handle advertising and sales pro- 
motion for its semiconductor divi- 
sion. Walter J. Zimmerman Asso- 
ciates, New York, is the previous 
agency of record. 


COLOR CONTAINERS—Leslie Salt Co., San Francisco, is promoting its 

new multi-colored 12o0z. salt containers in Los Angeles with two 

of these magna-face painted bulletins. Four three-dimensional, il- 

luminated containers are backed by the face of a girl with similar 

coloring. Bulletins are being rotated every 30 days. Dancer-Fitz- 
gerald-Sample is the agency. 


83 


Jasco Aluminum Names Rabin|Hazmore School of Dress, both 
Jasco Aluminum Products. New °f San Francisco, and Chapala 
‘Hyde Park, N. Y., a division of | Haciendas, Jalisco, Mex., real es- 


|Unexcelled Chemical Corp., has 
|appointed Jules Rabin Associates, 
| Valley Stream, N.Y., to handle its 
advertising and public relations. 
|Lawrence Kane & Artley, New 
| York, is the former agency. 


Gainey Joins Cox & Jackson 

J. H. (Jack) Gainey has joined 
Cox & Jackson Advertising, Char- 
lotte, N.C., as an account execu- 
tive. He formerly was midwestern 
regional sales manager of the 
television film division of Para- 
mount Pictures. 


Fitch & Aizawa Adds Three 
Nikko-Kasai Securities Co. and 


measuring advertising 


s 


“ 
. 3 ° a ® € 
os . : 


fficiencies 


The iP standard of measurement -can help in other Ways too. If your 
problem is one of ‘reducing budget, or need for monies to put behind 
‘other products — use the ilP index to determine how to continue ad- 


“{"") vertising at your present efficiency at less cost. 


wee, 
a < 


How? Calculate your present IP . By concentrating in publications 


wie with highest iP index, you can maintain your efficiency with less space 


— thus freeing money from this particular schedule to use elsewhere. 
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tate company, 
Fitch & Aizawa, 
as their agency. 


have appointed 
San Francisco, 


F&S&R Promotes Kerr 

John F. Kerr, who joined Fuller 
& Smith & Ross in 1944, has been 
appointed director of mechanical 
production in the agency’s Cleve- 
land office. He succeeds John R. 
Woodside, who resigned. 


Kanter to HFH Productions 

Len Kanter, previously a_ tv 
commercial producer at Carlo Vin- 
ti Advertising, has been named to 
the new post of commercial sales 
manager of HFH Productions, New 
York, commercial producer. 


Bud Baker Joins DDB 

Elias (Bud) Baker, formerly 
with Lennen & Newell, has joined 
Doyle Dane Bernbach Inc., New 
York, as an account supervisor. 


‘Day's end — 
and Detroiters 
read their papers 


Tota! metropolitan household coverage 
of both evening papers: 70.5% 


Any other combination comes to no 
more than 58.1% 


Only with both Detroit evening papers do 
you get 70.5% of the metropolitan-area 
families—and at the lowest combination 
| rate! Even more impressive: 234,333 
families in the metropolitan area read the 
| TIMES exclusively (130,889 more than 
Detroit's morning paper*). And 83% of the 
metropolitan-area families who read the 
TIMES get home delivery! Clearly enough, 
selling potential customers through the 
| TIMES is a habit worth cultivating. 

Detroit News Sth Quinquennial Survey 


ie KEEP YOUR EYE ON THE TIMES 


-Detroit<1imes 
Represented nationally by 
HEARST ADVERTISING SERVICE INC. 
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Yorke Named RCA Victor VP 
Robert L. Yorke, who has been 


Use our telephone number and 
address as yours in New York. 
We ferwned all mail and mes- 
sages tamnentately Low $15 
per month service fee. 

24 Hr. Service 7 Days per week. 
Month to Month—No Contracts. 
ANSWERING TELEPHONE 
SERVICE OF N.Y. 


AN.Y. 
OFFICE 
ONLY 
$15 A 
MONTH! 


245 East 80th St..N.¥.21, N.Y. 


in charge of the commercial rec- 
ords creation department at RCA 
Victor Records, New York, since 
last January, has been given the 
title of vp. Before coming to New 
York, Mr. Yorke was manager of 
West Coast operations for RCA 
Victor. 


Tect Names W & L 


Tect Inc., Northvale, N. J., man- 


,ufacturer of cleaning solvents, has 
jnamed Williams & London Adver- 
| tising, Newark, to handle its ad- 
vertising. Town Advertising Asso- 
ciates, Hackensack, is the previous 
|agency. 


‘Denver Radio Station Moves 

KTLN, Denver radio station, has 
|/moved from the Zook Bldg. to the 
new Heart of Denver Motel. 


Wahi 70 


Holliday man now! 


~ ALASKA? 


TTR 


Sell the prosperous people of our booming 49th state 
through Alaska’s Daily Newspapers—The Ketchikan 
News, The Anchorage Daily Times, The Juneau Em- 
pire and The Fairbanks Daily News-Miner. There's 
gold in this vital northland market. Call your West- 


PD mame aenabhemanel 


REPRESENTED BY 


WestT-HOLLIDAY co inc 


“] NEW YORK - CHICAGO - DETROIT - DENVER - LOS ANGELES - SAN FRANCISCO + PORTLAND - SEATTLE 


CORPORATE PERSONALITY—Foster Grant Inc., Leominster, Mass., maker 
of sun glasses, is using this two-color bleed spread, first of a series, 
in May issues of Materials in Design Engineering, Modern Plastics, 
and Plastics Technology and in June Plastics World to establish its 
“corporate personality.” It will use four-color bleed spreads in 
Fortune and other business publications in October. All ads will 


NIS "TWINS" 


The St. Paul Dispatch-Pioneer Press offers 
exclusive blanket. coverage ...no other 
newspaper reaches the St. Paul "Half" 


The 
YOU HAVE 


DISPATCH 


TO SET 


DIFFERENT PLATES 


}) 


—=S 


FAMILY COVERAGE 


ST. PAUL 
5 smaceet | 
44.3% 


“wa 
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Ri DBODER NEWS P A P 


— a4 Oe 
PIONEER PRESS. 


Representatives RIDDER-JOHNS, INC. 
New York—Chicago—Detroit—Los Angeles—San Francisco—St. Paul—Minneapolis 
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MORNING 


EVENING 


SOURCES: ABC 3-31-59. Sm i 
Power 5-10-59 on ee ee 


Newspapers have audited, verified circulation 


Ramsey, Dakota and Washington Counties. 


O) 
12.5% 83.5% 


SUNDAY 


eer 


teehee - - 


feature photos of company man- 

agement—President Joe Foster 

appears here. Donahue & Coe, 
New York, is the agency. 


McCarthy to Head 
TV Film Export Unit 


New York, May 17—John G. 
McCarthy, who is now director of 
the U. S. Office of Economic Af- 
fairs in Paris, with the rank of 
minister, has been elected presi- 
dent of the Television Program 
Export Assn., a group formed last 
year by 11 companies selling tele- 
vision films abroad. Mr. McCarthy 
expects to take over his new duties 
June 15. 

TPEA was organized to do for 
the tv film industry what the Mo- 
tion Picture Export Assn. does for 
Hollywood—negotiate for the in- 
dustry with foreign governments 
and foreign film industries. Prior 
to joining the U. S. State Depart- 
ment in 1957, Mr. McCarthy was a 
vp and chief operating officer of 
the motion picture group. Merle S. 
Jones, president of CBS Films, has 
been serving as president during 
TPEA’s organizational period. 


# William H. Fineshriber Jr., ex- 
broadcast executive who helped to 
organize TPEA and has been cited 
by the association for his work, has 
now joined the Motion Picture 
Assn. of America and the Motion 
Picture Export Assn. as an execu+ 
tive on television activities. Mr. 
Fineshriber will work with the 
motion picture group’s television 
export committee. + 


Kron Heads Export Push Group 

As part of its program to ex- 
pand exports, the U. S. Depart- 
ment of Commerce has set up a 
14-man regional export expansion 
committee for the New York area. 
Arthur H. Kron, president of 
Gotham-Valdimir Advertising, has 
been named chairman of the com- 
mittee. Similar committees will be 
organized in each of the depart- 
ment’s 33 field offices. 


Increases Rates, Guarantee 
The Journal of Industry, New 
York, industrial weekly newspa- 
per, has reported weekly con- 
trolled circulation of 23,000. This 
stabilized figure replaces the for- 
mer rotating circulation of 10,000 
per issue every third week. The 
one-time b&w page rate has been 
increased from $300 to $690. 


Triton Names Curtis, Sarver 
Triton Insurance Underwriters, 
San Jose, Cal., has named Curtis, 
Sarver & Witzerman, Long Beach, 
to handle advertising and public 
relations. The agency will also 
serve in the same capacity for 
|Triton Insurance Exchange, the 
| subscriber organization. 
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“Our LOOK advertisement was one of the most 
successful we ever ran, in terms of producing sales 
and opening up new markets,” says H.F. Byrd, Jr., 
Secretary and Treasurer of H. F. Byrd, Inc. 


Late in 1959, H. F. Byrd, Inc., of Winchester, Va., the world’s 
biggest grower and marketer of apples, ran its first advertise- 
ment in a national magazine. The full- 
page, four-color Byrd insertion ap- 
peared December 8 in Zones 3 and 6 
(South and Southwest) of Look’s rev- 
olutionary new Magazone regional ad- 
vertising plan. Here’s what happened: 

“First of all,” reports Secretary- 
Treasurer Byrd, “dealer comment 
showed that the Look ad enhanced our 


position in the trade. The ad also gave our salesmen a perfect 
entry—and more important—a sales clincher. The development of 
several new markets can be attributed directly to this one ad.” 

In a letter to Byrd, Raymond Rhodes, divisional produce mer- 
chandiser of the Kroger chain, said, “We thought so much of 
your Look ad—with its beautiful reproduction—that we asked 
all of our store managers to buy extra copies of the magazine and 
1 display them above the Byrd apples.” 
In the first quarter of 1960, only 


Look—among all major magazines in 


. : America—attained record highs in cir- 
i \ culation, advertising revenue and ad- 


f Byrd Apples vertising pages. One reason for this 
sees evidence of unmatched vitality is 
S Look’s outstanding ability to produce 


sales results. For LOOK means sales- 
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Filling Up Fast... 


‘Advertising Age Summer Workshop 


Third Annual Seminar 
to Be Held Aug. 2-5 at 
Palmer House, Chicago 


_ tunity for the discussion of purely 
‘creative advertising ideas and 
| problems dealing with both print 
land broadcast advertising, the 
| workshop is not a convention. In- 
stead, it is a hard-working three- 
day session aimed at mature, | 
knowledgeable advertising people, 
giving them an opportunity to| 
learn what’s new, to get together | 
with acknowledged leaders in the 
field, to swap ideas and know-how 


Cuicaco, May 18—More than | 
300 advertising men and women 
from the U. S., Canada and Mexico 
already have signed up for par- 
ticipation in the third annual Sum- 
mer Workshop on Creativity in 


INTRODUCTORY DRIVE—Sun Oil Co., 


REGULAR acl 


in 20 northeastern states to introduce its new Sunoco 200X gasoline. | 
Radio, tv, newspapers and magazines will be used also. William 
Esty Co., New York, is handling. 


Advertising Age, May 23, 1960. 


| D-F-S Promotes Two 

Dancer-Fitzgerald-Sample, New 
York, has promoted R. Glenn Wil- 
moth to associate media director 
and James Hunter to media su- 
pervisor. 


Rolfe Joins Forjoe 

Joe Rolfe, previously an account 
executive at KDAY, Santa Moni- 
ca, has been named manager of 
the Los Angeles office of Forjoe 
& Co., radio station representative. 
Philadelphia, is using this poster |Kenneth Menken Joins FC&B 

Kenneth Menken, formerly with 
Lehn & Fink Products Corp., has 
joined Foote, Cone & Belding, 


Advertising, sponsored by ADVER- 
TISING AGE. 

The workshop will be held at 
the Palmer House, Chicago, Aug. | 
2-5. It begins on the evening of 
Tuesday, Aug. 2, and ends in miid- 
afternoon, Friday, Aug. 5. 


with other creative people, and to 
participate in creative experiments 
and demonstrations. 


ing campaigns—picked as the best 
or worst of the current crop by a 
distinguished “jury” of 24 adver- 
tising agency creative directors 
under the direction of Draper Dan- 
iels, exec vp in charge of creative 
services of Leo Burnett Co. 

The ads will be reproduced in 
legible form in participants’ note- 
books as well as on the 


# For example, a feature of the 
| workshop this year will be a de- 
tailed discussion of 100 advertis- | 


Designed to provide an oppor-| 


Then participants will break into 
five workshop groups, each with a 
discussion leader, to analyze and 
review 20 of the ads for approach, 
headline, layout, copy, etc. 


® Discussion leaders for this phase 
of the workshop will be Ernest A. 
Jones, president, MacManus, John 
& Adams, Bloomfield Hills, Mich.; 


Mithun, Minneapolis; 
Marsteller, chairman, 
Rickard, Gebhardt & Reed, Chi- 
cago; Fairfax M. Cone, executive 
committee chairman, Foote, Cone 
& Belding, Chicago, and Chester 
L. Posey, vp and manager, Mc- 
Cann-Erickson, Chicago. 

In addition, four important buy- 
ers of advertising will join in a 
panel to discuss the ads from 
|their standpoint as buyers of ad- 
vertising, rather than as creators. 
This panel will include Franklin 
J. Lunding, chairman, Jewel Tea 
Co.; James S. Fish, vp and director 
|of advertising, General Mills; Wil- 
Pa liam S. Farrell, director of market- 
//ing services, Monsanto Chemical 
'Co., and Ray Weber, advertising 
|director, Swift & Co. 


Wm. 
Marsteller, 


. The Green Market i is BIG 


SOSSOMN Sec cesendecoecccooseseeescoocsse 
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229.181 Silas * 
WORK THIS TERRITORY EVERY DAY! 


. . and they know the ferrifory. The Syracuse Market is 15- 
COUNTIES-BIG . . . and covers one-third New York Stafe’s total 
area. It is delivered by only one efficient, low-cost way... 

THE SYRACUSE NEWSPAPERS 
This big, rich, buying market .. . ALL OF IT. . . must be in your 
advertising plans! No other combination of media in this area deliv- 
ers comparable coverage at a comparable cost. Get the details— 
circulation, influence-power, and full market measurement from 
MOLONEY, REGAN & SCHMITT. 


*The combined circulation of the Syracuse Newspapers. 
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. Similarly, the broadcast pro- 
|gram will feature a review of out- 
|standing commercials by a panel 
under the direction of Harry W. 
McMahan, AA _ columnist and 
noted tv consultant. The panel will 
be composed of Edgar Kobak, 
New York management consultant, 
former network head and radio 
station owner; E. H. Lotspeich, as- 
sociate manager of advertising 
production, Procter & Gamble; 
Douglas L. Smith, director of ad- 
vertising and merchandising, S. C. 
Johnson & Son; and Bea Adams, 
vp, Gardner Advertising Co., St. 
Louis. 

In addition, an entire afternoon 
will be spent in actual television 
demonstrations in the studios of 
Fred A. Niles productions, with a 
program developed under the di- 
rection of Hooper White, commer- 
|cials production manager of Leo 
| Burnett Co., New York. 


*SRDS Consumer | m 
peer tageess 2 Other features of the Workshop 


|inetade: talks and demonstrations 
" by Arthur C. Mayer, copy chief, 
a Hicks & Greist, New York; Walter 

: |Guild, Guild, Bascom & Bonfig- 
\li, San Francisco; John D. Yeck, | 


FULL COLOR AVAILABLE— 
Daily & Sunday 
Buy TOTAL coverage 
of the total 
market! 


Flor 
Market Survey 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


Results of 


NT se | Yeck & Yeck, Dayton; Hal Steb- 
iit ries Test bins, Hal Stebbins Inc., Los An- 


igeles; Kenneth C. T. Snyder, 
|tv-radio creative director of Need- 


ler of Columbia Records: 
TISING AGE’s “Creative Man,” and) 
Stephen Baker, vp and senior art 


THE POST.STANDARD 
Morning & Sunday 


|New York. 

The cost of the participation in 
the workshop is $110, which in- 
cludes five meals and a complete 


Represented Nationally hy MOLONEY, REGAN & SCHMITT 


‘@ CIRCULATION: Combined Daily 229,181 Sunday Herald American 202.737 Sunday Post-Standard 103,496 


ae 
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screen, | 
and will be scored by participants. | 


Ray Mithun, chairman, Campbell- | 
A. j 


ham, Louis & Brorby; Mitch Mil-| 
Apver- | 


director of Cunningham & Walsh, | 


Pere eat eee Pe al ee Ei ess se 
re be ite Tow Eee a ied i 


New York, as account executive 
| for Air-Wick. 


workbook, but does not bestia ho- 
tel accommodations. Full details of ? 
the program and reservation forms Joins ‘Sports Cars Illustrated’ 
are available by writing to Sum-| G. W. Fleming, formerly with 
mer Workshops, c/o ApVERTISING| Sports Car Magazine, has joined 
AGE, 200 E. Illinois St., Chicago 11,|the eastern ad staff of Sports Cars 
Ill. # Illustrated, New York. 


| 
| 
| 

2 RENE OS ea weet ree co ig 


hem Sa ae 


That important 
sense of “‘touch’°’— 


—the confident “feel” for what's needed to get 
desired results. It's experience; it's training; it's 
imagination, controlled co-ordination—and skill. 
In advertising, from conception of idea to finished 
copy, it's what makes some advertisements more 
resultful than others. In photo-engraving, it’s the 
guarantee that an advertiser's ideas will have all 
the brilliant, colorful impact-power in the pages of 
his media that was planned and worked into his 
original copy.... Which is one reason so many 
nationally known advertisers insist on ROGERS’ 
master-craftsmanship year after year. 


ROGERS 


engraving company 
2001 calumet avenue « chicago 16 


master-craftsmen of pheto-engraving 
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Your ad is clipped or 


marked for reference i 
* 


Your ad is referred to or 


You get requests for more 
information; your salesmen 
are called in 


when you advertise 


discussed with other engineers j 
* 


in the Design Magazine 


of Science and Engineering 


When the equivalent of 1 out of 4 readers does more than just 
read an advertisement...that’s action! One ELECTRICAL 
MANUFACTURING ad received this response. A score of others 
fared almost as well. 


Why should this one magazine, among design engineering 
publications, get such spectacular response? Because it’s more 
useful. By serving the creative engineering needs of readers as 
well as their practical application problems — ELECTRICAL 
MANUFACTURING has become the most talked about, most wanted 
magazine in its field. 

Why don’t you respond to this message 
by asking your EM representative to 
show you the actual action response 
sparked by 100 recent advertisements? It 
could give you a whole new approach to 
profitable technical advertising. 
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IN THE CHIPS—Outdoor signs like this one will kick off the Granny 
Goose potato chips campaign this month, along with monthly in- 


sertions in Life and tv and radio, 
schedules. Lennen & Newell is) 
the agency. 


‘Lite’ Schedule Is 
Phase of Drive for | 
Granny Goose Chips — 


San Francisco, May 17—Gran- | 
ny Goose Foods will use monthly | 
insertions in Life, outdoor post- 
ers and heavy tv and radio sched- 
ules to market its potato chip line. | 

Based on the concept of putting 
the potato chip in a plush, quality 
setting, the program includes a 
special “potato chip theme,” writ- | 
ten by composer-conductor David 
Rose, to be used as background for 
all radio and tv commercials. 

The color page ads in Life re-| 
portedly will mark the first time | 
a potato chip company has used | 
that publication. 

At the store level, Granny Goose | 
will offer California grocers six | 
major in-store promotions cura | 
the balance of the year. 

Agency is Lennen & Newell, | 
San Francisco, # 


Ziff-Davis Names Three 
Ziff-Davis Publishing Co., New | 
York, has announced the following 
changes in its advertising lineup: 
Stanley R. Greenfield, former ad 
director of Popular Photography, 
has been promoted to director of 
sales development of the company. 
succeeding Arnold Rotsman, who 
has resigned. Succeeding Mr. 
Greenfield is Jack Jackson, for- 
merly midwestern ad manager of 
Popular Photography. Sidney}! 
Holtz, of the magazine’s New) 
York sales staff, becomes asso- 
ciate director of the magazine. 


Positan Expands Market 

Drug Research Corp., New York, 
is moving north with its sun tan 
lotion, Positan. Introduced early | 
in the year, it is now using 50 to 
100 radio spots per week on sta- 
tions in major markets. Page ads 
have been scheduled in The Amer- 
ican Weekly May 29, and in’ Look 
June 7. Kastor, Hilton, Chesley, | 
Clifford & Atherton is the agency. | 


John Power to Introduce Gin | 
John Power & Son Ltd., Dublin, | 


will introduce a premium-price | 
94 proof gin into the U.S. within | 
the next few weeks via an ad| 
campaign by J. M. Mathes Inc.,| 
which handles Powers Irish whis- 
ky. The imported gin will be dis- 
tributed by the wine and spirits | 
division of Canada Dry. 


WCAX Is NBC Aiftiliate 

WCAX, Burlington, Vt., which 
had been affiliated with CBS for 
20 years, has joined NBC. 


oY cchnyer 


ONE COMPLETE SOURCE FOR 


TAGS and LABELS 


Dynamically designed by specialists to 
attract, identify and spark more sales 
for your products. Whether it’s Foil, 
Fabric, Vinyl, Mylar, Paper or Board, 
Pressure-Sensitive or Heat Seal, 
lackmeyer does the whole job with 
speed and economy from creative 
design to finished product. 
Call WAtkins 4-0265 or 
write Dept. AA. 


JASKMEYER COR?. 253 W. 26th St., N.Y. 1, N.Y 


Art to Finished Product Since 1918 


i 
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Bartell Promotes Wagner | KYA. WADO and the Bartell head- ,Ken-Tron Corp., Lynn, Mass., man- 
_ Morton J. Wagner, exec vp of | quarters have moved to new offices |ufacturer of RF connectors and 
' Bartell Broadcasting Corp. and pre- | at 444 Madison Ave., New York. telephone plugs and jacks for in- 
viously general manager of KYA, |dustrial and military use, has 
San Francisco, has been named | Brew Names Molesworth named Molesworth for advertising 
to the newly created post of gen-| Richard D. Brew & Co., Con- | and public relations. 

;eral manager of the Bartell group |cord, N. H., manufacturer of pre- | 

\of radio-tv stations, as well as gen- | cision electronic components and | Blum Named W]JW Sales Head 
eral manager of its New York sta- high vacuum metallurgy equip- Jules C. Blum, formerly national 
‘tion, WADO. James A. Jordan, |ment, has named Molesworth As- | sales manager at WDAS, Philadel- 
previously general sales manager |sociates, Boston, to handle its ad- | phia, has been appointed sales 
of Bartell’s Milwaukee station,|vertising and public relations. | manager at WJW, Cleveland, a 


|/WOKY, has been named assistant | Capitol City Advertising, Concord, | post which has been vacant about 
|manager and director of sales at\is the previous agency of record. | five months. 
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‘Paperback Review’ to Bow | 

Paperback Review, a syndicated | 
supplement covering the paper- | 
back book field and distributed via 
college newspapers, will bow in | 
October. It will be published by} 
Book Report Services Inc., 101 
Fifth Ave., New York. Alan C.| 
Gillespie is publisher and ad di- 
rector. The 32-page roto publica- 


1961 distribution scheduled for the 
weeks of Oct. 3 and Feb. 6. 


Buffalo-Niagara Group Elects 
Edward A. Brand, Niagara Mo- 
hawk Power Corp., has been 


lelected president of the Buffalo- 


Niagara Sales Executives. Other 
officers include John R. Patterson, 
Lifetime Products Inc., and Lewis 


Baker, Jones & Hausauer Inc., 
treasurer. 


Detroit T.F. Club Elects 
The following men have been | 
elected directors of the new t-f. 

Club of Detroit: T. L. Pickrell, 

Automotive Industries; Robert | 

Murray, Newsweek; Jack Steel- 

man, Purchasing; Fred Wilkes, 


Sie! . Tae. 


89 


Hitchcock Publishing Co., 
and W. J. Mulder, Iron Age. 


M-E Productions Adds Two 
John R. Allen, previously in 
’ ’ charge of tv-radio programming at 
Geffert. Joins Ingenue | Tatham-Laird, has been appointed 
James T. Geffert, formerly a), client service supervisor in the 
media buyer with Cunningham & | Chicago office of M-E Productions, 
Walsh, has joined the New York | aqio-ty affiliate of McCann-Erick- 
sales staff of Ingenue. son. Beverly L. Smith, formerly 
a service representative for tv on 


Smith Joins ‘American Home’ the AT&T account at N. W. Ayer 


tion will have a guaranteed cir-|H. Walters, 
culation of 500,000, with ad rates |Supply Co., vps; Vincent G. Jack- 
based on $1,975 per b&w page.|son, Western Union Telegraph Co., 


Frequency is twice yearly, with | secretary, 


Coverall 


Service &|SAE Journal; Brad MacKimm, Au- | 


William | Home. 


Carter M. Smith Jr., 
tomation; Jack Yoder, Oil & Gas | with Family Weekly, has joined the | account executive in the New York 
Journal; James Rice, Construction |Chicago sales staff of American | headquarters of M-E Productions. 
and Robert B. Bolles,|Methods & Equipment; 


formerly | 


iN TRA 


A Special 

Aviation Week 

Report on the 

Strategic Air Command’s 
Transition 

into the 


Aerospace Age 


ad Space Technology. 


A McGraw-Hill Publication @ 330 West 42nd Street, New York 36, N. Y. 


© AVIATION WEEK McGRAW-HILL PUBLISHING CO, 


The changing role of the Strategic Air Command in the national 
defense picture will be featured on June 20th in a special 36-page 
report prepared by AVIATION WEEK editors with on-the-spot cov- 
erage of the SAC Command—The nation’s shield against aggression, 


This exclusive report will be published in answer to the growing re- 
quirement for an improved national understanding of SAC’s chang- 
ing role as the primary deterrent force guarding national security. 
The annual R&D issue will be devoted to this message which is 
today’s most challenging subject. 


The Strategic Air Command’s deterrent position has undergone 
complex and fundamental changes in its transition to a Strategic 
Aero-Space Command — with its formidable bomber fleet soon to be 
reinforced by intercontinental ballistic missiles operationally de- 
ployed to instantly counter any aggressive action. 


The transition of SAC is one of the most rapid and exciting events 
in the history of our nation and its defense. What SAC needs, what 
lies ahead and the weapon systems to be employed in the immediate 
future will be key subjects included in this first-time technical eval- 
uation. The impact of new technologies and weapon systems has 
changed the entire defense concept and the response of SAC to these 
new requirements has been effective and positive. 


AVIATION WEEK editorial teams are now engaged in the compila- 
tion of the new SAC story—one that will generate world-wide reader- 
ship. This issue, “SAC in Transition,” offers manufacturers and 
suppliers of the aerospace industry an unusual opportunity to adver- 
tise and identify their role in the national defense effori. 
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|& Son, has been named a tv-radio 


Bittinger to ‘Saturday Review’ 

Gaylord N. Bittinger, formerly 
|with Standard Rate & Data Serv- 
|ice, New York, has joined the na- 
| tional ad staff of Saturday Review, 
| New York. 


Burgess Joins Sackel Agency 

| George E. Burgess Jr. has joined 
Sackel Co., Boston, as an account 
executive. Mr. Burgess formerly 
was copy chief for Arnold & Co., 
Boston, 


CHARLESTON 
METRO 


AREA 
(Charleston County) 


SOUTH 
CAROLINA'S 
FASTEST 
GROWING 
MARKET 


A 
$50,000,000 
PLUS FOOD 
MARKET 
AND 
GROWING 
EVERY DAY 


In 1959 over 1,500,000 com- 
bination lines of retail food 
| advertising appeared in the 

Post-Courier. For the first 
three months of 1960 
2,878 tie-in ads for a total 
of 87,230 lines appeared in 
our food pages. 


Where else but in the food 
section of the Post-Courier 
can you reach and sell 
your food store buyers 
and the all important con- 
sumer. 


SOUTH CAROLINA'S 
BEST READ 
NEWSPAPERS 


Ty 


EVENING POST. 
NEWS ond COURIER 


Represented Nationally by 


BTHE JOHN BUDD CO 
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JUST ASK FOR MARIE... 
8 Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addresso- 
graphing, addressing, multigraph- 
ing, fill-in on multigraphed ke - 
ters and planographing. 

Marie keeps your Mailing List 
up-to-date too and frees you from 
all the detail work. 

Direct Mail has been our business 
for 30 years. We pick up your 
rush copy, give quick service, do 
accurate work and guarantee 
prompt delivery. 


a Lille Mt 


431 S. Dearborn St. * Chicago 5, Illinois 


CBS Films Appoints Mullins 

L. Boyd Mullins, previously 
manager of the San Francisco of- 
fice of Independent Television 
Corp., tv film producer and dis- 
tributor, has been named an ac- 
count executive in the San Fran- 
cisco office of CBS Films, tv film 
distributor. Mr. Mullins replaces 
|/Kenneth Flower, who has been 
transferred to the New York head- 
| quarters of CBS Films. 


|Camden Names Babcock 

| Camden County Beverage Co., 
| Camden, N. J., has named Bab- 
| cock, Romer, Carberry & Murray, 
| Philadelphia, its agency. J. M. 
Korn & Co., Philadelphia, is the 
previous agency of record. 


Ad Clinic #18 


(a transparent device to get 


SHERATON 
RESERVES 


" 
el 
lik 


tel 


SHERATON HOTELS 


tronically — 


#18, 470 Atlantic Ave., Bost 


you to read this Sheraton ad) 


Watch your grammar 


We're both wrong. Should be “‘quickest.”” Actually, Sheraton 
makes and confirms hotel reservations anywhere 
in just 4 seconds with its wonder machine, 
RESERV ATRON. All you do is phone the nearest Sheraton 
Hotel or reservation office. To show us how this ad pulls, 
send for free, 104-page booklet that’s just chock-full of info 
on Sheraton’s 54 hotels. Write: Sheraton Corp., Ad Age Ad 


by A. Expert 


Here’s a case of 
good headline 
spoiled by just 

one word. 

Should be “quickly” 
instead of “quick.” 


- elec- 


MA kb TY 


ee 


_ sso ee Se 


or erer eee 


FROM HERE TO MODERNITY—John W. Shaw Advertising 
expanded into three adjoining brownstone build- 
ings in Chicago, was finally forced to move to 


=F 


larger quarters, 


Bldg. 


Shaw ‘Sales Managers’ Screen Ads 


Before They re Submitted to Clients 


Agency Traces 12 Years 
of Growth as It Moves 
| to New, Roomier Quarters 


| Cuicaco, May 17—John Shaw 
|sat in his still unfinished office in 
|the new John W. Shaw Bldg. and 
|recalled some predictions he had 
| made twelve years ago. 

In 1948 Mr. Shaw told ADVER- 
|TIsING AcE (AA, Dec. 13, ’48) he 


MAIL CAL L— 
| Mail pickup for 
| upper floors at 

Shaw’s old build- 

ing was done 

with a basket and 
rope via the 
stairwell. 


So 


your selling 


in REMARKABLE ROCKFORD 


Could be that Remarkable Rockford 
leads the state in retail sales, outside 
Chicago, month after month, because of 
all the ROP color advertising in the 
Rockford newspapers. These two news- 
papers led all newspapers in the state in 
ROP rétail color linage in January and 
February including the Chicago news- 
papers... and were 38th in the country 
for the first quarterePut real impact into 


— use color in the... 


ROCKFORD MORNING STAR 


lias c 
sir 


Caer ema HE ME MaCoss 
wie 7 eee dsr) 


Rockford Register-Republic 


| was some day going to hire “an 
|ultra-realistic sales manager to 


| look over and criticize everything | 


|that comes out of John W. Shaw 
Inc. and put it through every ob- 
stacle course the client would 
think of doing—before the client 
ever sees it.” 


= Today the agency has, not one, 
but four, “sales managers” who, 
as members of Shaw’s marketing 


|committee, put all the agency’s 
|ereative work under the micro- 
| scope. 

| 

|a It was also in 1948 that Mr. 
‘Shaw told his plans for adding 


‘large accounts: “We don’t ask for 


floors of the newly-constructed John W. Shaw 


and now occupies the upper two 


the whole works at once; how- 
ever, we do ask for a small piece 
of the business and a chance to 
prove what we can do for the 
client.” 

This was the method he used 
jin adding John Morrell & Co., 
|Goetz Brewing Co. and a good 
share of the Quaker Oats Co. ac- 
|count to the agency roster. 
| Fruition of these 12-year-old 
|plans is given large credit for the 
|agency’s growth from billings. of 
$1,500,000 in ’48 to about $9,500,- 
000 today. 


@ The Shaw agency recently com- 
pleted a move from three adjoin- 
ing brownstone buildings to its 
new home, at 200 E. Ohio St. The 
agency occupies the top two floors 
of the five-story office building. 

Although the carpenters and 
painters were still finishing up, 
some 70 Shaw employes reveled 
in the modern surroundings, in 
sharp contrast to the crowded 
quarters they had vacated. 
| Recalling the crowded condi- 
tions of the former location, Mr. 
Shaw said, “We had three floors 
|}and a basement. One time a pros- 
pective client came in for a con- 
|ference. He refused to walk up 
the three flights of stairs to the 
conference room. I don’t blame 
him. We held the conference in 
the reception room.” 

Mr. Shaw took the occasion of 
| the move to make a further pre- 
| diction for the ten or twelve years 
| that lie ahead: 
| “Agencies will more and more 
become marketing agencies—al- 
though we may continue to call 
them advertising agencies,” he 


said. “Agencies will have to offer 
more and more services, not only 
creativity.” 


= Mr. Shaw has done his own 
branching out of late. In June, 
59, Wesley Aves, Kenneth C. 


‘TEMPORAR Y— 
Agency president 
John Shaw as- 
sures a_ visitor 
that odd _ trap- 
pings in his new 
office are just 
temporary; pan- 
eling will even- 
tually cover the 
plaster walls. 
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The most important story in 
tomorrow's news 


... from your standpoint, would be the story that most deeply 
affects your business and family life. It might be a news devel- 
opment involving missiles, education, travel, wages, taxes, in- 
surance, health—or one of a dozen other important subjects. 


Provocative, isn’t it, to consider how the really important news 
so directly influences our decisions, our very lives? 


Equally provocative is the realization that the more important 
and responsible people become, the more they depend on the 
essential news in making their decisions. 


Only one magazine in America today concentrates its entire 
content on the really important news of national and inter- 
national affairs . . . the news that responsible, intelligent 
people need and use. Measured by this key value alone, 
“U.S.News & World Report” is clearly . . . 


The most important magazine 


Y : Each and every week and year after year, 
Ny “— “U.S.News & World Report” is read in- 
ae tently by a major segment of the impor- 


4 tant people in business, industry, govern- 
ment and the professions. 


They know it gives them information they can use in their 
business and personal lives, to guide their plans and decisions 
. .. today and tomorrow. And the overwhelming majority of 
these 1,150,000 important, busy people read no other news 
or management magazine! 


Ask your advertising agency for the documented facts on the 
growing recognition of “U.S.News & World Report” as the 
important magazine . . . from your standpoint, very likely the 
most important magazine of all! 


U.S.NEWS & WORLD REPORT 


Pe ., America’s Class News Magazine 


& World Report 


WEWS MAGALINE 


Now more than 


1,150,000 


net paid circulation 


Advertising offices, 45 Rockefeller Plaza, 


Washington and London 


New York 20, N. Y. - Other advertising offices in 
Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, 
Chicago, St. Louis, San Francisco, Los Angeles, 
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are you 
on his 
shopping 


SRS RES ST EFA A anes ee 23,040 (units) 
ESE SA TR aR a aE 626,000 (tons) 
Building Materials......................0..000cc000 $117,233,000 
Na cP R RE ah oh on winds hoarse oachicctucel $35,434,000 
Furniture and Appliances............................ $74,631,000 
Retail Food................... oh RSE a $369,865,000 
I a rs ni eddeen iy iclelivathicdveten $322,703,000 
GN lin ti a Mos ee $125,551,000 


*Rural sales as compiled from Sales Management-and government data. 


Total spendable income reaches $1,004,100,000 yearly! 


Pennsylvania Farmer 


HARRISBURG, PENNSYLVANIA 


Advertising Age, May 23, 1960 


Toe 


MEDIA MIX—Shaw’s media department, which formerly operated in 
one corner of the converted brownstone quarters, now operates in 
more business-like surroundings. 


Ring and Mr. Shaw formed Aves, 
Shaw & Ring, in Grand Rapids, 
Mich. George Grabin joined forces 
with Mr. Shaw to form Grabin- 
Shaw, Milwaukee, last November. 
And last February Shaw-Hagues 
(with David W. Hagues) was 
formed as a new ethical pharma- 
ceutical agency here in Chicago. 
Mr. Shaw serves as board chair- 
man of all three agencies. 


s The four “sales managers” on 
Shaw’s marketing committee—all 


}account supervisors—are P. L. O. 


Smith, a veteran of 23 years in 
the food field; Norman R. Ander- 
son, formerly a buyer at R. H. 


|Macy & Co.; Sigmund T. Seaman, 


formerly a vp and director of 
marketing of Webcor, and C. J. 
Allen, who spent seven years with 
Kroger Co. 

Serving with them on the mar- 
keting committee are William 
Ries, account supervisor; George 
Filipetti, creative director; Joyce 
Turovlin, research director, and 
Richard Rogers, media director. 
David E. Guerrant, exec vp, di- 
rects the committee. + 


Tillamook Uses ‘Laramie’ 
in 9 Outlets to Push Cheese 
Nine West Coast tv outlets are 
being used this month by Tilla- 
mook County Creamery Assn., 
Tillamook, Ore., via the NBC net- 
work show, “Laramie,” plus ads 
in 63 newspapers and Sunset Mag- 
azine to advertise its cheese (AA, 
Jan. 4). 
Stations being used are KERO- 


|TV, Bakersfield; KMJ-TV, Fresno; 


KGW-TV, Portland; KRCA-TV, 
Los Angeles; KCRA-TV, Sacra- 
mento; KFSD-TV, San Diego; 
KRON-TV, San Francisco; KING- 
TV, Seattle; KHQ-TV, Spokane, 
plus community antenna systems 
in 109 communities outside the 
primary coverage areas. It is Til- 
lamook’s first use of network tv. 
Agency is Showalter Lynch Ad- 
vertising, Portland. 


| Bilhuber Joins Schering 


Edmund W. Bilhuber has been 
named assistant to the director of 
advertising and promotion. of 
Schering Corp., Bloomfield, N. J., 
pharmaceuticals manufacturer. He 
formerly was sales manager of 
Knoll Pharmaceutical Co., Orange, 


‘Look’ Steps Up 
Magazone Plan 
to Every Issue in ‘61 


New York, May 17—Because of 
“extremely heavy advertising vol- 
ume,” Look will offer its Maga- 
zone plan with every issue, rather 
than every other issue, effective 
Jan. 3, 1961. 

According to Gilbert Maurer, 
manager of regional advertising 
for the magazine, 175 advertisers 
have scheduled more than 1,000 
insertions under the regional plan 
since the first of the year. + 


Stations Spent $22,042,000 
in Newspapers in 1959 

Radio and television stations in- 
vested a national total of $22,042,- 
000 for newspaper advertising dur- 
ing 1959, according to ‘‘Newsprint 
Facts,” publication of the News- 
print Information Committee. The 
expenditure represents a 5.7% in- 
crease over 1958 station advertis- 
ing in newspapers, the magazine 
said. 


McGraw-Hill Shifts Reichard 

William J. Reichard, formerly 
district manager of American Ma- 
chinist/Metalworking Manufactur- 
ing in Cincinnati, has been named 
district manager of the McGraw- 
Hill publication in Detroit. He 
succeeds Gifford Plume, who has 
resigned. 


Bolling in Minneapolis 

Bolling Co., New York, radio-tv 
station representative, has opened 
an office at 1102 Northwestern 
Bank Blidg., Minneapolis, its 13th 
branch. James D. Bowden, who 
has represented the company in 
Minneapolis, will head the new of- 
fice. 


KARD-TV Names Peters, Griffin 

KARD-TV, Wichita, formerly 
handled by Edward Petry & Co., 
has appointed Peters, Griffin, 
Woodward its national representa- 
tive. 


Swallen to ‘Life’ 

James W. Swallen, formerly 
eastern ad manager for House & 
Home, has joined the New York 
sales staff of Life. 
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Be sure your-étetihw@cee Calcium Starved 


Save these Caps Get Valuable 


Premiums at Big Cash Savings 
4 = 

“~ 

aC 


NEW CANCO MILK PUSH—American Can Co. will touch off its 1960 ad 
push for milk cartons with this spread in the May 29 issue of This 
Week Magazine. 


American Can Uses 
Magazines, Premiums 
in Milk Carton Push 


NEw YorK, May 17—American 
Can Co. will launch an advertising 
campaign for its milk cartons with 
a full-color spread in the May 29 
issue of This Week Magazine. 

Similar ads will appear later in 
issues of Coronet, Ladies’ Home 
Journal, McCall’s, TV Guide and 
Woman’s Day. Roth Bros. & Co., 
Chicago, is the agency. 

The ads will highlight and re- 
peat the calcium-milk-health pre- 
mium theme which Canco used in 
its first nationwide campaign to 
boost milk sales. This campaign 
was judged by the Assn. of Na- 
tional Advertisers as one of the 
eight best ad campaigns of 1959. 


® Such premiums as electric 
clocks, dressed dolls, hosiery, Da- 
cron and Pima blouses and settings 
of stainless flatware may be ob- 
tained by consumers who send in 
caps clipped from Canco milk car- 
tons. + 


Eversharp Signs FTC 
Stipulation on Offers 
Eversharp Inc., New York, has 
signed a stipulation with the Fed- 
eral Trade Commission promising 
not.to use the word “free” or sim- 
ilar words unless conditions are 
“clearly and conspicuously” re- 
vealed at the outset so as to leave 


no reasonable probability the 
terms will be misunderstood. 
The agreement also prohibits | 


Eversharp from offering to refund 
the purchase price withput clearly 
and conspicuously disclosing time 
limitations or other material con- 
ditions of the offer simultaneously. 


Stauffer Denies FTC Charges 

Stauffer Laboratories Inc., Los 
Angeles, has categorically denied 
Federal Trade Commission charges 
of false advertising claims for 
Stauffer’s “magic couch” in con- 
nection with Stauffer’s Home Plan 
providing for a low calorie diet. 
FTC claimed the device neither 
tones nor firms sagging muscles, 
and that any weight reduction 
from the Stauffer plan is brought 
about by reduction of caloric intake 
and not by using the device. 


Lance Bell Joins OAI 

Lance R. Bell, formerly with 
Moloney, Regan & Schmitt, news- 
paper sales representative, has 
joined Outdoor Advertising Inc., 
New York, as an account execu- 
tive. 


Breese Reopens in Sarasota 
Murray Breese, who closed 
down his Irvington, N.Y. agency 
in 1956 because of illness, will 
reopen his advertising agency in 
June as Murray Breese Associates, 
95 Avenida Messina, Sarasota, Fla. 


Ofter ‘Trademark Management’ 

The third edition of Trademark 
Management - a Guide for Busi- 
nessmen, has been published by 
the U.S. Trademark Assn., 6 E. 
45th St., New York 17. It sells for 
$3. 


WINSTON-SALEM 


JOURNAL 
SENTINEL — 


Ne ie penetration plus is the big plus you get with the Journal 


and Sentinel. Over 100% penetration in fast growing Winston- 


Salem 
1l-county trading area with over 


. with more than 70% penetration throughout an 


$%-billion in retail sales. Here’s 


coverage where it counts . . . here’s coverage you can count on 
... for genuine sales impact! Buy North Carolina's COLORACTION 


Newspapers. National Rep., Kelly-Smith Co. 


make 
sure 


you get 
the order 


localized advertising 
in the state farm paper 
which has earned his 
confidence . . . brings 
buying results 


pi 


Farmers like our kind of paper. It’s local . . . an informed 
“next door neighbor” ... , because we edit only for Pennsy]- 
vania people and Pennsylvania agriculture, Farmers pre- 
fer us 2 to 1 over any other farm publication. Your 
product gains added interest and respect in this en- 
vironment. Farmers become even more interested when 
you use techniques of STRAIGHT-LINE ADVERTIS- 
ING — local pictures, case histories, prices, terms, dealer 
listings. We can insert these quickly and at low cost be- 
cause we print by gravure. Want proof? Send for free 
folder. 


Pennsylvania Farmer 


HARRISBURG, PENNSYLVANIA 


STRAIGHT-LINE ADVERTISING available also in — 
THE OHIO FARMER © MICHIGAN FARMER 

THE INDIANA FARMER © THE KENTUCKY FARMER 
THE TENNESSEE FARMER & HOMEMAKER 
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Dr. Johnstone Joins Agency ;dick & Becker, New York, as 

Dr. Daniel M. Johnstone, form-| medical director, succeeding Dr. 
erly medical director of the Wan- Robert S. McCleery, who has re- 
der Co., Chicago, has joined Bur- | signed. 


You Should See This Tremendous 


COMPACT 


Tiny enough for purse or pocket, 
yet contains over 6,000 words 
of easily readable text. 


New 
Promotional 
Tool 


MULTITUDE OF USES 
This exciting new medium offers 
an intriguing new approach to— 
New product introduction - 

door op + Package 
tie-on » Premium 
Many titles available—Bible 
Treasures, 31 Quick Ground Meat 
Recipes, What To Do If You 
Have An Auto Accident, etc. 


(actual size 
2” x 3”) 


QUALITY 

Printing and paper meet the 
highest standards. Covers are 
tough leather-like material, and 
you will be amazed at the low cost. 


CUSTOM PRODUCTION 

13 titles are available right now 
and can be personalized with your 
company name. Or, we will custom 
produce a Fingertip book to fit 
your exact needs. 


ome oe ore we ee oe oe ee ee = owe = 
David C. Cook Publishing Co. 1 
Fingertip Book Division 

Elgin, tlinois A 
Send detailed information and sample Fingertip 
book at once. 


Name 


Company. 


Address 


State 


Oelhafen 


Gale Sr. 
PILLARS—Samuel C. Gale Sr. presents his “10 Pillars 
|of Persuasive Advertising with Enduring Value” 
\the Alpha Delta Sigma chapter at the University of 


Grossman 


to 


Minnesota, which bears his name. Accepting the 


‘Grain Age’ to Bow in Fall 

Grain Age, a new monthly mag- 
jazine to serve the grain storage 
/and merchandising industry, will | 


— to some, just a ship. To others, a 


monument to our great heritage .. . diligently, 
almost reverently constructed. In the same 


way, it often takes those who fully 


appreciate QUALITY to recognize it in 
today’s better radio and television stations. 


Represented by 


Edward Petry & Co., Inc 


The Original Station Representative 


TELEVISION abe 
RADEO abc/nbe * DALLAS 


Serving the greater OAL LAS-FORT WORTH marnet 


BSROACOCAST SERVICES OF THE DALLAS MORNING NEWS 


‘close Sept. 
|publication will 


Gale Jr. 
document are Norm Oelhafen, treasurer; Irv Gross- 
man, vp; Samuel C. Gale Jr., president, and Dr. 
William A. Mindak, adviser. 


Pig 


Advertising Age, May 23, 1960 


Mindak 


be launched with an October date-|‘“‘prune whip sundae’”’ 


with radio, 


line by Editorial Service Co., Mil-|tv and magazine advertising. Spot 
waukee, publishers of The Feed|announcements on stations KSFO 


Bag and other business periodicals. | 
Advertising for the first issue will | 
10. Regular monthly | 
begin with the 
January, 1960, issue. A controlled 


/and KNBC, San Francisco, and 
KCRA, Sacramento, and over 
KGO-TV, San Francisco, will be 
\used. A color ad will appear in 
|Sunset Magazine. 


circulation of 7,090 readers, each | 


being a grain storer with a mini- 
mum storage capacity of 100,000 
bushels of grain is guaranteed. 
Rates for a b&w page are: Single 
insertion, $410; six issues, 
and 12 issues, $340. There is a 
$100 premium for standard color. 


Geer-Murray Adds 4 Accounts 

Geer-Murray Advertising, Osh- 
kosh, Wis., has been named to 
handle advertising for Ripon Knit- 
ting Works, Ripon; Universal Mo- 
tors, Oshkosh; Fox River Paper 
Corp., Appleton, and Customark, 
of Appleton. Two persons have 
been added to the creative staff of 
the agency: Miss Cindy Thomson, 
formerly with Brady Co., Apple- 
ton, who will serve as account 
executive, and Charles Hafen- 
braedl, formerly with Kiekhaefer 
Corp., Fond du Lac, as a staff 
artist. 


Yami Yogurt Pushes Sundae 


Yami Yogurt Inc., Belmont, Cal., 


lis preparing to promote a new 


$370, | 


Bassett Joins Chicago Molded 

Fredrick P. Bassett, formerly 
|associated with Fitzgerald & 
Cooke public relations and the 
|Portland Cement Assn., has been 
‘appointed advertising manager of 
Chicago Molded Products Corp., 
maker of custom molded plastic 
components, Campco sheet and 
molded dinnerware. 


Beckert & Bradley Adds 1 

Softique Inc., New York, man- 
ufacturer of Softique, a new bath 
oil, has appointed Beckert & Brad- 
ley Advertising, New York, to 
handle the product’s introduction. 
The agency is now test marketing 
/10,000 eight-bath package units; 
the consumer debut is set for 
September. 


Haase to Atlantic Refining 
N. J. Haase, formerly with Ford 


Motor Co., Detroit, has joined 
Atlantic Refining Co., Philadel- 
\phia, as director of marketing 


research, a new post. 


** Population UP vy 


O% 


of the gain was in 


25,000 in Tennessee 


THE NASHVILLE TENNESSEAN = 
MID-STATE GAINS NEW PLANT 


Morning @ Sunday 


NEWSPAPER PRINTING CORPORATION, Agent 


Represented Nationally 


by THE BRANHAM CO 
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Another 
Circulation 
Record 


The San Francisco Examiner announces the 
highest daily circulation in its history -- 278,978. 
This new high by The Examiner, northern Cali- 
fornia's most popular newspaper for 73 straight 
years, tops The Examiner record of continuous 


new marks in daily circulation. The Sunday Ex- ‘ 


aminer is 474,335 -- far and away the greatest 
in our market. 


Publisher's Statement for six months period ending March 31, 1960, 
as filed with. Audit Bureau of Circulations. 


Northern Californians know: "You're 
not getting the news unless you read 
The San Francisco Examiner!" 


_ REPRESENTED NATIONALLY BY HEARST ADVERTISING | ’ 
SERVICE, INC. -- OFFICES IN PRINCIPAL CITIES | 
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... that’s right under your nose! 


The Sixties: will they sizzle or fizzle for your clients? A lot de- 
pends on you. Depends on how well you've kept up with the 
big things that are happening in the business-management 
magazine field. Have you discovered the big management 
market you can reach and sell in the pages of Forbes? Did 
you know that in circulation... 


FORBES’ GROWTH OUTPACED THE MANAGEMENT FIELD! 


CIRCULATION IN THOUSANDS 


In less than 10 years Forbes’ circulation 
has tripled despite three subscription rate 
increases! No other book in the field can 
match that rate of growth. What's more, 
you have little choice in numbers. Forbes’ 
new July guarantee of 315,000 is less 
than 5% below Fortune's July rate base 
of 330,000; less than 10% below Busi- 
ness Week’s 342,000. But here’s the dif- 


315,000* 


1950 1960 
ference that makes all the difference... FORBES CIRCULATION 


"GUARANTEE EFFECTIVE JULY 1 


FORBES IS READ BY YOUR CLIENTS AND THEIR CUSTOMERS ! 


You ought to know who reads Forbes and why. Survey your own 
clients, from the Board of Directors on down, and odds are you'll find 
Forbes readers. For business men whose time means money there’s no 
substitute for Forbes. Forbes gives them the facts, hard and fast. 
Serves them up ina clean, crisp, lively format. Your ads get thorough 
reading, in this climate of acceptance. Look at the payoff... 


FORBES SCORES 92% INCREASE IN AD PAGES SINCE 1950! 


Forbes carries almost twice the ad pages 
of ten years ago, and just look at who 
the advertisers are! Big business adver- 
tisers. Smart buyers. Clients who want 
bigger visibility, bigger importance—and 
agencies who know where to get bigger 
attention and better results for their ads. ot 
Many agencies haven’t spotted this, until 1950 m5 

now. Now that you know it... dh 


aia 2 2s 


LEARN FORBESMANSHIP...THE ART OF SELLING BIG BUSINESS! 


Give Pete Rees or your Forbes representative just fifteen minutes. 
He'll show you how to think big business—as Forbes does. Under- 
stand big business—as Forbes does. And how to be a hero to your 
clients’ boss-men. The answers are right under your nose. Put 
FORBESMANSHIP to work for you—and your clients. 


FORBES MAGAZINE ¢ 70 FIFTH AVENUE « NEW YORK 11,N. Y. 


Forbes Rep tatives—Chicago: 360 No. Michigan Ave. Cleveland: 562 Hanna Bidg. Dallas: 1416 Com- 
merce St. Los Angeles: The Menne Co., 711 S. Vermont Ave. San Francisco: The Menne Co., 114 Sansome St. 
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fee EXCITING NEW PAGES 
DU OF ADVERTISING! 
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..and 88 new pages mean: five of the first 
six issues of 1960 broke all-time ad records! 
Ad revenue is up 24%; linage, up 14%. 
Total revenue for the first half of 1960: 
$6,105,107—exceeding the total revenue 
for all of 1955! Twenty-three new big-space 
advertisers discovered the most select’ of 
selective markets: the more than 900,000 
active, affluent families who read Holiday! 
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THE NATIONAL NEWSPAPER OF MARKETING 


Allen Urges All Admen to Watch tor Objectionable Ads, 
Clip and Send to Four A’s for Criticism, Action 


“Everybody in advertising” should participate in the “inter- 
change of opinion” program of the Four A's, to combat objec- 
tionable advertising, Robert E. Allen, chairman of the associa- 


tion's committee on advertising content, believes. His plea for 


such specific, universal action, and the reasons behind it, were 
set forth in a speech, reproduced here in large part, at the as- 


sociation’s annual meeting in April at Boca Raton. 


By Robert E. Allen 
President, Fuller 4: Smith & Ross 


This subject of objectionable advertis- 
ing seems to divide people into three 
major groups. ‘ 

One group is the “ho-hum” group. 
They find this subject dull, boring, and 
uninteresting. They couldn’t care less. 
They feel the critical blasts at adver- 
tising are only temporary—a big black 
cloud that will blow away. No need to do 
anything. 

The second group are at the other ex- 
treme end. They shout their wrathful in- 
dignation of the harmful practices of 
others. They demand federal laws, state 
laws, and local laws. They claim that one 
medium is clean—has all real good 
“Brownie” points in their toothbrush 
chart. They point to other media as the 
shoot-em-up bad boys, who ride the all 
black horses. 

The third group are business men, who 
are sincerely concerned about this ad- 
vertising image and recognize this mount- 
ing barrage of criticism as one of THE 
MOST IMPORTANT AREAS FACING 
THE ADVERTISING BUSINESS TODAY. 


And this group is doing something about 
it. 


s My answer to Group No. 1 is this: The 
big black cloud is NOT temporary—it 
will NOT blow away. 

There are several bills before Congress 
right now. 

And here is brief quote from Ear] Kint- 
ner of the FTC: “Because I believe 
so strongly in the integrity of the indi- 
vidual business man to solve his own 
problems, I believe you will implement 
this program on a day-to-day basis. And 
I might add that, if you don’t, enforce- 
ment troubles or more restrictive legisla- 
tion will follow to add to your problems.” 


s My answer to the second group is this: 
Media and advertisers and agencies 
should stop—yes, STOP—pointing fingers 
at each other. All of you have read about 
or attended meetings of various adver- 
tising groups that have proposed pro- 
grams, codes, plans, ethical practices, and 
so forth. 

Most of these fail to get down to the 
BEDROCK of practicalities. 

Why? Because there is too much paro- 
chial selfishness! We seem to be more 
concerned with who, or which group, is 
the spokesman or the great savior of 
advertising. 

We have had all the talk needed on 


this subject. What you need now is 
wrapped up in one simple word—AC- 
TION. Action by a few people. really 
willing to do some work. 


s My answer to Group No. 3 is this: God 
bless ’em! 

Here is a group that recognize we 
have AN ELEVEN BILLION DOLLAR 
INDUSTRY! An industry vital to our free 
enterprise system, but an industry that 
is unable to tell its story—that is fearful 
or resentful of the law—confused over 
public opinion and divided in its ap- 
proach to solving its problems. 

Right now, there is a tremendous need 
for a calmer approach and a greater 
unity of action AMONG ALL GROUPS 
having a common stake in the outcome 
of this controversy. 


s Actually, there has been some real 
progress on this score. For over 14 years, 
the Four A’s has operated an INTER- 
CHANGE which deals with objectionable 
advertising. 

It is not perfect, of course, but it has a 
whale of a record of accomplishments. 

Unfortunately, there is a lot of misun- 
derstanding about this interchange— 
what it does, how it works—whether or 
not it is effective ... 


® Ever since the early days we have al- 
ways had to be on the lookout for the 
fringe operator. You will remember this 
scene from Mark Twain’s “Huckleberry 
Finn”— 

The King: 
trouble?” 

The Duke: “Oh, I was selling a prep- 


“What got you _ into 


aration to take the tartar off’n teeth. 
It generally did, too, and the enamel 
along with it!” 


® In Huck Finn’s day, the methods of 
control were sometimes violent (tar and 
feathers) ... 

Today it seems that there are still a 
lot of fringe operators. In advertising there 
is a variety of possible offenses . . . mis- 
representation, trickery, bad taste, and so 
forth. ; 


® To make this a bit simpler, you can say 
the abuses of advertising fall into two 
classes: 

1. A misrepresentation of fact which 
can be proved and therefore covered by 
law. 

2. Something that offends the public 
taste and is therefore a matter of opin- 
ion. Such matters are generally covered 
by industry codes for conduct. 

Most of the ground rules, both legal 
and self-regulatory can be found in pub- 
lications issued by the Better Business Bu- 
reau... 


= The abuse of advertising is a very se- 
rious responsibility for three parties— 
media, advertisers, agencies—because bad 
advertising undermines the public confi- 
dence in all advertising, and it dilutes the 
effectiveness of advertising budgets. 

Bad advertising may bring on controls 
which will seriously curtail the impor- 
tant role advertising plays in our economy. 

Since 1946, AAAA committee for im- 
provement of advertising content has op- 
erated the Interchange of Opinion among 
agency leaders. This group of 17 profes- 
sionals follows the standards of con- 
duct laid down in the AAAA Copy Code, 
endorsed also by the ANA and AFA on 
matters of taste and opinion. 


= You can help. When you see an adver- 
tisement which in your opinion is objec- 
tionable to the public, you should send 
your criticism to the AAAA headquarters 
in New York City. AAAA will send the 
advertisement and criticism (unidentified) 
to the 17 professional advertising people, 


who make up the committee, located 
throughout the U. S. These men and 
women vote independently on the criti- 
cism and then send their comments back 
to AAAA headquarters. 

The agency which placed the advertis- 
ing is then notified of the committee’s 
votes and comments. If the committee 
agrees that the advertising is seriously 
objectionable, the agency is expected to 
call the criticism to the attention of the 
advertisers. Also, the placing agency ‘is 
asked to reply to AAAA within 30 days, 
advising us of the corrective measures 
taken. 

If, in the opinion of the committee, 
the corrective measures are not satis- 
factory or the agency fails to reply, the 
committee reports the matter directly to 
the AAAA board of directors. 


= When the committee points out a 
breach of good practice, the campaign is 
frequently modified or discontinued. On 
matters of behavior, the judgment of 
one’s peers can often be a faster and 
more effective method for bringing about 
better conduct than a court trial on legal 
matters. 

In the last five calendar years, up to 
Jan. 1 of this year, 260 criticisms have 
been processed by the committee. Of 
these 260, a majority of the commit- 
tee agreed in the cases of 151—58%—that 
the advertising was indeed objectionable. 

Of these 151, the main causes of criti- 
cism were: 


Bs TO BRGBO weiss coceitbititeigic iss 88 
2. Manifestly misleading ............ 44 
3. Unfair—excessively derogatory 
or for some other reason, ob- 
jectionable to the public ........ 19 


= Now—here’s the record: 

In the last two years, there have been 
only four instances where our committee 
regarded the advertising as seriously ob- 
jectionable and where the agency con- 
cerned failed to take corrective action or 
make a satisfactory reply. Three of these 
agencies were NOT members of AAAA. 
The fourth is under review. 

The interchange has been effective 


cies. 


YOU CAN HELP TO CLEAN UP ADVERTISING 

“Keeping watch on objectionable advertising is a jobfor everybody in advertising. 

“If you see an objectionable advertisement in print, tear it out or make a note of it. 

“Send the information to American Assn. of Advertising Agencies, New York 17, N. Y. 

“If you see or hear an objectionable commercial on television or radio, note the advertiser, the station, the date 
and time, and send it to AAAA, 420 Lexington Ave., New York 17. 

“Whether you are with an advertising medium, an advertiser, or in an agency—you, as an individual, can 
register your opinion on advertising placed through agencies.” 
—From report of Robert E. Allen, chairman, committee on advertising content, American Assn. of Advertising Agen- 
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voluntary self-regulation. 

Keeping watch on objectionable ad- 
vertising is a job for everybody in ad- 
vertising. 

If you see an objectionable advertise- 
ment in print, tear it out or make a note 
of it. 

Send the information to AAAA, 420 
Lexington Ave., New York 17. 


® The growth of television and its ex- 
ceptional means for commercial persua- 
sion requires new disciplines on adver- 
tising. This new need caused the AAAA 
to issue a further interpretation of its 
Copy Code for Television. 


Agencies Ask Us... 


AAAA employs a monitoring service 
as needed to record television commer- 
cials. This enables us to send photo- 
scripts of the commercial in question to 
all interchange members for their opin- 
ions and vote. 

So, once again, if you see or hear an 
objectionable commercial on television or 
radio, note the advertiser, the station, the 
date and time, and send it to AAAA, 420 
Lexington Ave., New York 17. 

Whether you are with an advertising 
medium, an advertiser, or in an agency 
—you, as an individual, can register your 
opinion on advertising placed through 
agencies. # 


Clear Thinking Required in 
Advertising’s Present Predicament 


By Kenneth Groesbeck 
Advertising Agency Consultant 


Like everyone else in advertising, I 
have been deeply distressed by the un- 
favorable public image which increas- 
ingly shadows our business. I have won- 
dered if it is deserved. And I have asked 
myself, “What, if 
anything, .can we 
do about it?” 

Slowly I _ have 
come to the conclu- 
sion that what we 
need most of all at 
the present time is 
clear thinking. A 
moment’s reflection 
will show you that 
this sovereign rem- 
edy is the one pri- 
marily called for in 
every .business difficulty; indeed in every 
trouble which besets us in life. 

You will almost surely agree, also, that 
clear thinking is among the rarest of 
human attainments. Clear thinking, the 
kind of close and cogent reasoning which 
distinguishes sound legal, legislative and 
juridical procedure, is provable, demon- 
strable and completely free from emo- 
tional bias or influence. 


Kenneth Groesbeck 


= Since our human affairs are so often 
governed. by our emotions rather than by 
our reason, it is extremely difficult for us 
to think clearly. The more important the 
problem, the more it affects our money 
affairs and our community standing, the 
more it tends to be muddied up by emo- 
tion, wish thinking, rationalization and 
the many other psychological weakness- 
es we advertising people know so well. 

Let us see if we can think clearly about 
our own pressing problem, and if such 
mental exercise gets us anywhere toward 
a solution. 

First, some definitions and statements 
of fact. 

Is unfavorable opinion growing about 
advertising? Yes, surely. 

What has caused it? The errors, exag- 
gerations, downright falsehoods of the 
few, magnified and blown up to fright- 
ening proportions by publicity, scandal, 
the well-recognized human propensity to 
find bad things more interesting than 
good ones. 


® Does this unfavorable opinion of ad- 
vertising do the business real harm? Yes, 
in that distrust of all advertising, how- 
ever unfair this may be, makes even true 
advertising less likely to be believed. 
Thus it automatically makes all adver- 
tising more expensive. Definitely it costs 
more, in time and space, to convince 
those unfavorably disposed toward us 
than those who incline to believe us. It’s 
just that simple, financially speaking. So 
obviously we ought to do something about 
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it, if we can. 

Two general types of regulation are 
possible: that which comes from within 
the industry and that which is superim- 
posed upon us from without. 

Naturally we all prefer the former. It 
is sufficient to make the point here that 
unless the industry does its own regulat- 
ing, firmly and effectively, government 
will be only too glad to do the job. The 
political rewards and the favorable pub- 
licity attending such police actions are 
extremely tempting. 


= Next question: Granted the industry 
should clean its own house, what sort of 
cleaning should it perform, and of what 
undesirable, unsightly areas and opera- 
tions? 

Here we need the clearest kind of 
thinking if our actions are to be justified. 
Emotion charges us to sweep the whole 
mess into the ocean. Make a thorough 
job of it, while we are at it. Leave noth- 
ing in advertising to which people can 
take exception. 

This, when you come to think about it 
calmly and logically, is wrong, unfair, 
not practical. Simply stated, it won’t 
work. 

Advertising should set up a definition 
of what it considers wrong. This defini- 
tion should be logical, just, fair to all, ob- 
vious, so that no one is likely to argue 
with it. 


= I submit, as a starter in your thinking, 
that anything in advertising which does 
human beings harm, is wrong, and should 
be barred. And I see no justification 
whatever for considering anything else 
wrong, or attempting to bar it from our 
publications and our air. 

I do not think we have any right to bar 
bad taste, or bad smells, or undue frank- 
ness, or anatomy, or anything else. If you 
don’t like these things in your drawing 
room, don’t look at them. If they sell 
goods, as so often they surely do, what 
right hive we to attempt to bar them? 
Freedom of speech is basic American 
policy, you know. 

You are getting, sir or madam, a lot of 
free entertainment on your television 
screen, and for a few pennies a mass of 
information and enjoyment from your 
magazines; from your newspapers a truly 
astonishing coverage of world and local 
affairs. Into your home with these inex- 
pensive services come the claims of the 
advertiser. 


= I submit that we should proceed 
against any actual untruth or deception, 
since these can well work harm to the 
individual. Barring this, for my money, 
the sky’s the limit. 

You see, if advertisers go too far in 
their claims, if they are meretricious, 
tricky, clearly off-color or off-actuality, 
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The Creative Man’‘s Corner... 


The Human Element 


The problem of switching a consumer from the product he is using to one 
you would like him to use is a perennial one and a perplexing one—especially 
when, no matter how well or carefully your product is made, it differs little 
from competition. At this point, it becomes maddeningly difficult to find even 
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a copy difference that might accomplish the desired result. 


Most solutions to most problems, in the end, are simple solutions—the really 
successful ones, anyway. They’re the kind that make you say to yourself, “Why 
didn’t I think of that?” Or, “Why didn’t I just do the obvious?” 

This PM ad reflects no particular brilliance—insofar as verbal or visual py- 
rotechnics go. It does, however, reflect the honest desire of the communicator 
to reach his reader. Finding no coruscating way to blind him, he simply places 
his problem in his feader’s lap: How can we convince you to try a bottle of 
today’s PM? And what happens? He immediately enlists his reader’s sympathy. 

The copy says, in part, “If you are like most men, it is probably not easy to 
get you to try a brand other than the one you are now drinking. Quite likely 
you have used it for years and are very well pleased with your choice.” It 
winds up by modestly stating that there is “a good chance” the reader will 
find PM a better drink than he is currently enjoying. 

Few ads we have seen carry so cogent a message to every writer of adver- 
tising—which is: To win your reader, talk to him as if he were sitting across 
from you, a human being like yourself, and not just another statistic in a mar- 
ket to be won by a purely fictitious entity known as an “advertising copy- 


they defeat themselves. And I do not be- 
lieve we can find any justification, other 
than an emotional one, for doing any- 
thing about it, as an industry. 

We don’t attempt to stop our fellow 
men for bad taste or bad manners in 
their daily lives. We figure they are self 
defeating. The same, I submit, with ad- 
vertising, where the departure from good 
taste is even more quickly evident and 
sooner self-correcting. 

Much of the current talk about what 
advertising should do to restore us to 
public esteem appears to me emotional, 
unpractical, illogical, and pointing to- 
ward procedures which won’t work. 

As soon as possible the business should 
clearly delineate what it regards as 
wrong, and say what it proposes to do 
about it. 


= Of all other advertising activities, the 
industry should say “If you don’t like 
them, if you don’t want to believe them, 
that’s okay with us. That’s the way they 
will get regulated, by failing to sell 
goods, because of your disbelief.” 

There leave it lay. Let’s stop pretend- 


ing to virtue we haven’t got. Stop talk- 
ing about measures we have no intention 
of utilizing. We are a business whose job 
it is to sell goods and services. Mainly we 
do it honestly. Tell people that we will 
actively proceed against any advertisers 
or agencies which do them harm. Other 
than in this area, we do not admit we are 
at fault, so stop picking on us. 

It’s time we showed some guts. We are 
letting everybody walk all over us. Time 
we we stated supportable basic princi- 
ples, and stuck by them. 

How to go about it? 


= Some authorized body—the Assn. of 
National Advertisers, for example—should 
decide to speak up and act, with dignity 
and power, on behalf of advertising. 

This body must clearly and publicly 
define what advertising considers to be 
wrong behavior, harmful to the public. 
Almost certainly “harms” will be found 
to be in the realms of health and money. 
These are apparently the most vulner- 
able areas for disreputable advertising. 

The acting organization may well util- 
ize the ample powers already given by 
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... add beef cattle . . . and dairy heifers 
...and a 350-acre farm. No doubt 
about it, Warren Johnson is a very 
busy man. In fact, this picture is the 
only time he has ever been caught in a 
no-motion. pose. 


Top farm operators, like Warren 
Johnson, look to FARM JOURNAL for 
the latest farm news and money-making 
ideas—nationally and regionally. FARM 
JOURNAL gathers this vital information 
in every part of the country; delivers it 
to any part of the country. From 
wherever it happens, to wherever it 
matters. 


Warren Johnson of Chester County, Pennsylvania, as featured in Farm Journal 


To reach and influence the Warren 
Johnsons everywhere, advertisers invest 
more dollars in FARM JOURNAL than in 
the next two farm magazines combined. 
They know that nothing influences 
farm families like a farm magazine— 
and no farm magazine means so much 
to so many as FARM JOURNAL. 


FAST FACTS ON FARM JOURNAL 
e The biggest farm magazine in the world 
e More than 3 million net paid circulation 


e Bought and read by more farm families than 
the next two farm magazines combined 


The magazine 
farm families everywhere 
depend on... 


FARM 


JOURNAL 


GRAHAM PATTERSON, Publisher 
RICHARD ). BABCOCK. President 
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Congress to the Federal Communications 
Commission to “protect the public inter- 
est.” Under these powers, any advertiser 
can be brought into court and restrained 
or penalized for transgressions against 
these interests. Probably we need a 
grievance committee for public access. 

Such a policy for advertising will im- 
mediately start to improve our public 
image, will it not? Here, the people will 
realize, is intelligent and effective self 
regulation. 


The Peeled Eye Department... 


As instances accrue where offending 
advertisers are pilloried by publicity or 
actually restrained from harmful com- 
munications, we shall soon have adver- 
tising cleansed of real offenses. 

With the clear conscience gained by 
such internal regulation, advertising can 
stand up for its rights, give the public 
wise guidance in its thinking about the 
rights and wrongs of promotion, and stop 
ducking every time a detractor picks up 
a handful of mud. # 


That Non-Tobacco Cigaret 


By Dick Neff 


Should Cigaret Packages Carry 
a Table of Contents? 

For really great reading, it would be 
hard to beat the introductory advertising 
for Vanguard cigarets. The only thing 
about it that made us wonder a little was 
the reference to the vegetable fiber con- 
tent of Vanguards. 
It rang a little bell 
somewhere back in 
our mind that we 
find tinkling right 
out in the open now 
that we have seen 
an auction an- 
nouncement by Van- 
guard’s manufactur- 
er. 

“Now it can be 
told!” writes Joseph 
T. Ott, of Better 
Homes & Gardens, who spotted it. 

“At odd times,” he says, “I have specu- 
lated as to the combustibles in this cigaret 

..Not until yesterday morning when my 
eye lit on a sale of assets by the manufac- 
turer... which has been ordered by the 
court [did I get] the answer. In addition to 
cigaret packing machinery, office furni- 
ture and other oddments going under the 
hammer, appeared this Peeled Eye-Open- 
er: 72 bales cornsilk!!” 


r 
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Dick Neff 


‘What's Poisonous This 
Morning?’ (Continued) 

A few weeks ago we quoted a then 
current gag in Washington, D. C., home 
of the free and the brave, protector of 
human rights, where fearless cranberry 
inspectors wage mighty battle against 
bug-spray Borgias stalking the land. 

The gag: “What’s poisonous this morn- 
ing?” The answer—supplied by a recent 
ad in the New York Times Book Review: 
Just about everything. 

Dimple-eyed Janet Spero, of a large 
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New York agency, spotted the ad (“A 
warning about the poisons in your food,’’) 
and called our attention to the Times’ 
thoughtful placement of a review in the 
adjoining column headlined, appropriate- 
ly enough, “Bonjour.” 


What Good Is Motherhood 
Without a Mother's Day? 

As a special service for our readers, we 
present here our very favorite Mother’s 
Day card so that they, too, might obtain 
inspiration from it for any sentimental 
writing that might be called for in their 
clients’ promotional efforts. 

Box Cards Inc. nurtured this tender 
flower to life. Almost ranks with “To Peg- 
gy,” “The Kid in Upper 10,” and “What Is 
a Boy?” doesn’t it? 


[ll never forget you mother 


By special permission of the copyright owner, 
Box Cards, Inc. : 


Maybe We'd Better Compromise 
and Not Think At All 

“Couldp’t help but think of the Peeled 
Eye Department when I noticed the en- 


Advertising Age, May 23, 1960 


closed two ads staring at each other 
across the gutter in the Sacramento Un- 
ion,” writes an alert scout in California. 
“So I thought BIG and tore ’em out for 
you.” 

Makes a man think, all right, but kind 
of splits your thinking cap doing it. 


ART & COPY 


The Artist's Life 


“The attached announcement... was 
culled from a recent issue of Newsday, a 
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Long Island newspaper, under the head- 
ing, ‘Nassau News Notes’,” writes Theo- 
dore I. Scarr, promotion manager of Unit- 
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“T hope,” says Mr. Scarr, 
‘typo’ . . . because if not, Douglaston is 


due 


“One consolation, it’s the ‘senior’ 
group...” # 


Douglaston 

Art League of Long Island, senior 
artist sexhibit opening reception, 3 
PM, at 44-21 Douglaston Pkwy. 

“it is truly a 


for a congressional investigation. 


BIZ QuIZ 


Lester Leber 


Compiled by Lester Leber 


Contributions to this department will be welcome. Answers on Page 108. 

1. Those who were waiting to see what would happen to Revion’s sales as a result of its 
quiz troubles noted that sales for the first quarter of 1960 
(A) Declined (B) Sh d little chang (C) Increased 

2. Cost per commercial minute for CBS-TV's coverage of the summer Olympics will be 
(A) $5,000 (B) $10,000 (C) $20,000 

3. Among the 42 companies that sponsor radio and tv coverage of major league baseball, 
the largest category is 
(A) Beer (B) Gasoline (C) Tobacco 

4. As a group, the least effective kind of tv commercial has been found to be 
(A) All cartoon (B) All live (C) Live and cartoon 

5. “Segue” is a term used in 
(A) Magazine printing 

6. Top business paper advertiser is 
(A) U. S. Steel (B) General Electric (C) General Motors 

7. Leading classification in national newspaper advertising is 
(A) Groceries (B) Automotive (C) Alcoholic beverages 

8. Advertising and circulation produced a revenue of about $100,000,000 for the New York 
Times last year. The share contributed by circulation was 
(A) 5% (B) 10% (Cc) 20% 

9. Average large department store is reputed to have the following share of its advertising 
costs paid by its vendors: 
(A) 72% (B) 35% (C) 75% 

10. In their last fiscal year department stores showed a 5% gain in sales. Their downtown 
units (as opposed to branches) registered 
(A) Decreases (B) No change (C) Increases 

11. Current census is expected to show a population of 180,000,000. The first count back in 
1790 came to 
(A) 4 million (B) 14 million (C) 24 million 

12. Number of babies born each year in the U. S. is about 
(A) 2,000,000 (B’ 4,000,000 

13. Number of marriages each year runs about 
(A) 1,500,000 (B) 2,000,000 (C) 3,000,000 

14. Back in 1935 clothing manufacturers produced 20,000,000 suits for men. The figure nearest 
today’s production is 
(A) 20,000,000 (B) 40,000,000 

15. Of all trips over 200 miles those made by air represent 


(B) Broadcasting (C) Billboards 


(C) 8,000,000 


(C) 60,000,000 


(A) 7% (B) 37% (Cc) 67% 
16. Largest free-world airline is 

(A) BOAC (B) MATS (c) TWA 
17. Portion of our farm production that is surplus comes to 

(A) 3% (B) 18% (C) 33% 


18. Of the 665 billion miles traveled annually by motor vehicles, the biggest share is done on 
(A) Main rural roads (B) Urban streets (C) Local rural roads 

19. . General Motors employs over half a million people. Number of shareholders is 
(A) Smaller (B) About the same (C) Larger 

20. Percent of American families now.saving trading stamps is 
(A) 25% (B) 50% (Cc) 75% 
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WHEN YOU'RE MAKING UP THE MEDIA LIST, HERE'S FOOD ror trHoucHT— 


The Chicagoans with more money 
to spend...spend more time with the 


CHICAGO DAILY NEWS 


The Chicago Daily News carries more food linage than any other 
Chicago newspaper—more than any other evening newspaper in 
the nation. This has been true for fifteen years because the Daily 
News is read by families who spend more money—on food and 


other items—-whose median income is $1070 a year higher than 
Metropolitan Chicago as a whole. They are receptive readers too 

who spend at least 35°; more time with their newspaper than 
readers of the other Chicago dailies. 
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Salesense in Advertising ... 


This Campaign I Like 


By James D. Woolf 
Creative Consultant 


Shown here are four advertisements 
typical of a campaign sponsored by the 
National Federation of Coffee Growers of 
Colombia. This campaign interests me be- 
cause it succeeds in being strikingly orig- 
inal and different 
without resorting to 
silly off-beat gim- 
micks and irrelevant 
stunts and nonsensi- 
cal devices so popu- 
lar today in certain 
advertising circles. 
It does not seek to 
amuse or entertain 
the reader, and the 
copy makes a seri- 
ous effort to sell him 
on the virtues of the 
Colombian coffee bean. 


James D. Woolf 


# So interested was I that I wrote the 
federation asking for information con- 
cerning the thinking behind the cam- 
paign. Following is the federation reply: 

“How does an organization use adver- 
tising to sell an idea? If it’s the National 
Federation of Coffee Growers of Colom- 
bia, one would use a symbol. 

“The current Coffee of Colombia news- 
paper and tv campaign in the ten major 
U. S. markets employs Juan Valdez to 
symbolize the qualities of Colombian cof- 
fee. This campaign was launched in the 
first week in January. 


= “More than 80% of the coffee growers 
in Colombia own and work small moun- 
tain plots of less than ten acres. Like all 
the people who live on the soil, they are 
fiercely independent, proud of their labor, 
and in love with their land. 

“Juan Valdez typifies the Colombian 
coffee planter. Therefore, he is appro- 
priate and realistic. Moreover, he is dis- 
tinctive, interesting and believable. The 
impression is made that he is a great 
craftsman, the artisan, the 18th century 
cobbler who wouldn’t turn out a pair of 
boots unless it was his best. 

“More specifically, the federation is 
trying to educate consumers that Colom- 
bian coffee is the finest coffee in the 
world, and to look for and ask for good 
brands of coffee, which invariably con- 
tain Colombian coffee. 


s “The newspaper ads are all large size. 
In tabloids, full pages are run. In the 
eight-column newspapers, either full 
pages or 235 lines on 7 columns appear. 
Five ads are run in rotation, four showing 


One trey for cnflee coe for shade “Es may unportante” says Juan Valdes. 
“We wear hate im the san, Why «heukin't — mipen the beuns slowly to a remarkable fiver) 
vur coffee trees have hate!” aye Juan Valdes. Se whenever be piunts coffee trees he plants 

Lake il Cohomnbaan coffer grower Juan lives » tall shunke teoe. A “eum hat.” 
hugh cn the Andes. The black al and mest air @ Cologbia's shade tree coffee has the best ste 
fave a kind of magre for onffee. Mut the near em the workd, ne one disputes the tact. 
cquarona! sun reientioss: 7 re tt is mwariably the dominant @awor in gooo 

Juan protects hus coffee (noes ike an anxwus coffee brands (he more Colombien coffee. Lhe 


Juan Valdez and one showing a large 
illustration of coffee beans. 

“The illustrations are large, dominat- 
ing the page. They are devoid of dis- 
tracting elements. And they are com- 
pletely relevant to the message. 

“The copy is clear and concise. It gets 
right to the point, giving specific reasons 
why ‘Colombian coffee has the best taste 
in the world.’ Concreteness pervades, and 
gives the ads high believability. 

“The coffee beans ad (full page of 
1,000 lines, in the New York Daily News) 
received the following Starch ratings, in 
comparison with an average of 68 coffee 
and tea 1,043-line ads, which appeared 
between 1954 and 1959: 


Men 
% More 
Coffee for Coffee 
Average Beans Ad Beans Ad 
en 9% 25% 177.8% 
Read Most .. 3% 6% 100% 
Women 
Noted ........ 34% 48% 41% 
Read Most .. 14% 15% 7% 


“The copy close tells readers that Co- 
lombian coffee is invariably the dominant 
flavor in good coffee brands (the more 
Colombian coffee, the better the blend). 
This implies a purchase of the better 
brands. 

“To allow consumers to better identify 
brands containing Colombian coffee, how- 
ever, the federation has repeatedly re- 
minded roasters and food retailers to 
mention in their advertising and pro- 
motions that their brands contain Colom- 
bians. 


= “In less than four months since this 
campaign has been under way, tie-ins on 
the part of these key groups have already 
taken place. Maxwell House coffee, the 
biggest roaster in the country, ran a full 
page trade ad, headlined: ‘Maxwell House 
Proposes a Toast to Juan Valdez and His 
Glorious Colombian Coffees.’ Several im- 
portant roasters and retailers have indi- 
cated an intention of tying in in the 
future. 

“Research will also measure the impact 
of this campaign at the mid-year and end- 
of-year points. Reactions of consumers 
will be determined and compared with 
those registered before the campaign 
started.” + 

* * * 


Mr. Woolf’s articles are available in a 
handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Adver- 
tising,” available for five days’ approval. 
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On the Merchandising Front... 


Does Mr. Abt Object to Free Competition? 


By E. B. Weiss 


For the second successive year, at the 
annual meeting of the Brand Names 
Foundation, its president—Henry Abt— 
has seen fit to launch a bitter attack on 
the private label. 

This year, Mr. 
Abt planned his at- 
tack from a new 
strategic concept 
patterned after the 
defense of the drug 
industry in the Ke- 
fauver investigation. 
In other words, Mr. 
Abt advances the 
rather remarkable 
philosophy that na- 
tional advertisers 
have “large prior in- 
vestments in product and marketing pio- 
neering,” and that “such investments 
must -be somehow amortized,” and that 
“when others come along and exploit this 
pioneering by private labeling these later 
sellers are the coattail riders of our econ- 
omy.” 

I gather that what Mr. Abt would like 
to win -for the manufacturer’s national 
brand is freedom from competition of the 
controlled label. This is a novel philoso- 
phy. It never occurred to me that the 
advertiser buys with his advertising a 
privileged position with respect to com- 
petition. And I rather doubt that many 
advertisers ever have, ever would, or 
ever will take such a position. 


E. B. Weiss 


a Just why Mr. Abt concludes that tie 
store-controlled label is the mortal enemy 
of the manufacturer’s nationally adver- 
tised brand is very much of a mystery to 
me. But even more mysterious is the 
reasoning that leads him to conclude that 
the manufacturer who advertises thereby 
wins for his brand a privileged position 
with respect to any and all competition. 

This becomes all the more difficult to 
comprehend when we remember that a 
substantial number of the members of the 
Brand Names Foundation make controlled 
labels in addition to their own advertised 
brands. 

It also becomes difficult to comprehend 
his philosophy when we remember that: 

1. Even patents expire. Does the ad- 
vertiser buy immunity from competition 
forever and a day? 

2. Manufacturers ride each other’s 


isin a a ay eee My eee Se eae a ak PF das fe 


coattails. That is why competing mer- 
chandise is so remarkably similar today. 
Is it permissible for manufacturers to ride 
each other’s coattails, but not for retailers 
to ride manufacturers’ coattails—if indeed 
this be coattail riding? 


s 3. How much investment has really 
been made in original features in those 
merchandise classifications for which the 
major share of our national advertising 
dollar is expended? And if these original 
features are not sufficiently important to 
be subject to patent protection, are we to 
conclude that advertising gives them the 
equivalent of patent protection? Does 
advertising confer a monopoly right that 
cannot be won by patent protection—is it 
a new form of patent protection? 

4. In those food classifications in which 
controlled brands are important, how 
much of a “prior investment in product 
and marketing pioneering” has _ been 
made by the makers of nationally ad- 
vertised brands? Take butter. Take coffee. 
Take most soft goods. Take most small 
appliances. And even if there were a 
major investment in product and market- 
ing pioneering on an unpatented product, 
doesn’t free competition make it clear 
that these investments are the normal 
risks of business in-a free society and 
must be accepted as such? 


a 5. Don’t retailers make major invest- 
ments in market pioneering? Every time 
a new store is opened they do precisely 
that. And don’t retailers advertise? 

6. Isn’t it true that a large percentage 
of so-called national brands really aren’t 
national brands at all? Hasn’t every 
study proved. that mighty few brands 
have national demand, national accept- 
ance, national preference? And isn’t it 
true that many retail brands are more 
strongly advertised, more strongly dis- 
played, more strongly fixtured (the latter 
also constitutes advertising) in the re- 
tailer’s territory than many, if not most, 
manufacturers’ brands? 

: The argument could be continued. But 
is it really necessary? 


s*Just why Mr. Abt.looks upon the con- 
trolled label as the avowed*enemy of the 
manufacturer’s brand escapes me, as it 
‘must escape tho-e manufacturers who 


‘turn out ‘both their own labels and re- 
. tailers’ labels. But on one point I am 


positive: The manufacturer’s “prior in- 
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One of a series of comments on Metropolitan Oakland 
as a market by advertising agency executives. 


As one of that rare species, the native son, the important retail sales categories as well as in 
incredible population growth in California never total retail sales. Certainly this big, booming 
ceases to amaze me. Metropolitan Oakland is market merits top attention. 

typical. Several years ago it became the largest NELSON CARTER, 
population center in Northern California. Now Senior Vice President and Manager 
it also holds sales leadership in six of the most BARNES CHASE COMPANY, Los Angeles 


YES, it is important to recognize Metropolitan Oakland's 
commanding size as a market. It is equally important to 
remember this fact: 


ONLY THE 


“Tribune 


COVERS METROPOLITAN OAKLAND: 


Greatest Home Delivered Circulation *63% of the more than 250,000 families in 
in Northern California Metropolitan Oakland (Alameda County) 
GO BIG..BE BIG 


National Representatives: in the TRIBUNE... are Tribune subscribers 


CRESMER & WOODWARD, INC. Member Metro Sunday Comics Network 
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vestments in product and marketing 
pioneering” entitle the manufacturer to 
no protection whatsoever from competi- 
tion, unless the product is patented. 
The retailer’s controlled label is in the 


Tips for the Production Man... 


process of becoming a strongly advertised 
brand. Mr. Abt is not apt to sink it with a 
demand for freedom from its competition 
on any grounds—and especially on such 
fallacious grounds as those he advances. + 


Tips on Dummy Pasting 


By Kenneth B. Butler 


Almost every printed piece of any con- 
sequence includes the chore of pasting a 
dummy. This vital step enables the pro- 
duction man to adjust his copy fitting and 
to control the nicety of the spacing be- 
tween the various elements on his pages. 

Some of those in the profession pre- 
fer to begin their tentative pasteup by 
starting with the end of the item, work- 
ing forward. This assures ending the 
piece without a run-over or filler. It does 
not solve the problems, but the problems 
of gaining space or using up space are 
handled more conveniently in and around 
major display features than with text 
copy. 


s For instance, a major headline pro- 
vides several opportunities to vary the 
space occupied. This is accomplished with 
these variables: 

1. Adjust the size of type used for the 
main head. 

2. Adjust the space used above and be- 
low the main headline. 

3. Split the headline into more lines 
than originally anticipated. 

4. Add a subhead, deck or blurb, or 
lead-in head (provided filler is needed). 


s Other variables that come in handy in- 
volve addition of or dropping of sub- 
heads—increase or decrease of space 
above or below subheads, aggrandize- 
ment of some important copy block by 
setting it apart with printer’s border 
above and below like a two-sided box, 
dropped heading style for the opening of 
the piece, dropped upper type margin 
style for the entire presentation. 
Sometimes cuts can be trimmed down 
to make them shallower in depth and 
thus gain space. If space needs to be 
filled, sometimes an additional illustra- 
tion can be inserted to help solve the 


problem of space fitting. Or, an overline 
head can be placed above an illustration 
to consume more space. 

To save space, often a mortise can be 
cut into the main illustration in order to 
contain the headline or descriptive copy. 


® Frequently the problem entails elim- 
inating an unsightly widow line (a short 
line that dangles in mid-air at top of a 
column or copy block). Simplest is to 
move a full-length line over the widow; 
or move the widow back to the bottom 
of the preceding column. Often this can- 
not be done since it wrecks the spacing 
of the other copy block. 

In that case it may be that the addi- 
tion of a few carefully measured words 
in the final line or lines may fill out the 
widow line. Conversely, killing a few 
strategic words may make it possible to 
eliminate the widow line altogether. To 
save alteration costs, this should be done 
within the last two or three lines of the 
paragraph in question. 


s Production men should not overlook, 
however, the equal opportunities of 
lengthening or shortening by studying the 
closing lines of paragraphs that precede 
the offending one. In such places you may 
find more propitious opportunities for ad- 
justment. Try these: 


2. To create an extra line, look for a 
final line in a paragraph that nearly, but 
not quite, fills. There adding only a word 
or two may accomplish your objective. 


2. To eliminate a line, search for an 
extremely short final paragraph line. In 
such instance eliminating only a couple 
of words may turn the trick. 

It goes without saying, but we will say 
it—synonyms that are longer, or shorter, 
may accomplish your copy-fitting result 
without changing the sense or phraseology 
of the copy one whit. + 


(Newspaper) Man Bites (Ad) Dog! ... 


Editor Defends Outdoor Advertising 
from Attack by Agency Man 


Nothing is more unusual than to see outdoor advertising defended by a 
newspaper man—unless it is a newspaper editor using his own editorial 
columns to denounce an advertising agency president for writing an ar- 
ticle in a general magazine which was derogatory to outdoor advertising. 
This is exactly what happened in the Gazette Telegram, Colorado Springs, 
Colo., on Feb. 1. The editorial, written by the editor, Robert LeFevre, and 
reproduced below, is well worth reading, regardless of one’s interest in or 


attitude toward outdoor advertising. 


Well, well, well! 

The ultimate in animosity toward out- 
door advertising in general has appeared 
in the February issue of Harper’s Maga- 
zine. Howard Gossage, who himself is an 
advertising man operating from an ad 
agency in San Francisco, has gone to great 
lengths to prove that outdoor advertising 
is an invasion of privacy. 
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Gossage attempts to make three points 
in his article which is a substitute feature 
in the frequently challenging “Easy 
Chair” editorial spot of the Knowles pub- 
lication. 


® Here are his contentions: 


1. “Outdoor advertising is peddling a 
commodity it does not own, and without 


= 
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the owner’s permission: your field of vi- 
sion. . . The individual’s air space is in- 
tentionally violated by billboards every 
day.” 


2. There’s a difference between bill- 
board advertising and an ad in a news- 
paper or magazine. Gossage justifies the 
latter but cannot find justification for the 
former. 


3. Laws which discriminate against 
billboard advertising, according to Gos- 
sage, don’t harm the rest of the advertis- 
ing business. “An advertising medium is 
a medium which incidentally carries ad- 
vertising, but whose primary function is 
to provide something else: entertainment, 
news, matches, telephone listings, any- 
Ging...” 


= We suspect that Gossage is presenting 
his argument tongue-in-cheek for pur- 
poses of picking up a check as an author. 
If tongue is not in cheek, foot is in 
mouth. 

First of all, Gossage suggests that one’s 
field of vision is his own and that any- 
thing that enters the field of vision is es- 
sentially an intrusion. He goes to some 
lengths to explain that looking at trees, 
mountains, houses, hedges or blondes is 
never an intrusion, but that a billboard 
always is an intrusion that has no right 
to be where it is. 

In this concept, Gossage backs into a 
definition of property rights with his 
posterity foremost. The truth is that prop- 
erty is owned by people (or government) 
and that all outdoor advertising occurs 
when someone who owns a piece of the 
outdoors sells to an outdoor advertising 
agency the right to erect and maintain 
a billboard on a piece of that land that is 
so owned. 


s Now it might be that the owner of the 
land is tired of having thousands of pass- 
ing eyes peering at his living room win- 
dow, his elm trees, or his cattle. Or it may 
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be that he simply wants the money. Or 
there may be a complex of reasons for his 
willingness to sell or rent a piece of 
property that he owns. 

But we submit that he has a right to 
sell or lease what is his, and if your taste 
is offended by the billboard, there is no 
law that says you have to stare at it. 
And if you find it more pleasing to gape 
at Mr. Jones’ grape arbor than at an ad 
for crispie crunchies, kindly remember 
that Mr. Jones may prefer to have you 
looking at the ad, for which he gets paid, 
than to have you staring into his arbor, 
which is an invasion of HIS privacy. 

Gossage is as confused on his second 
point as he is on the first. If an ad is 
justified in a newspaper or magazine, it 
is justified on a billboard in exactly the 
same way and for the same reasons. De- 
spite the fact that this is a newspaper and 
we are consequently prejudiced in our 
own favor, we strongly support the rights 
of all outdoor advertising agencies to 
compete with us. 


a The third argument that advertising is 
always a subsidiary product which is 
tacked on as an afterthought to some- 
thing that is desired by people is a dis- 
service to advertising and a discredit to 
Gossage. The truth is that millions of 
people buy the newspapers of this coun- 
try BECAUSE of the ads, and for no other 
reason. And perhaps Gossage never heard 
of handbills, packing box messages or 
town criers. 

There has been so much animosity 
drummed up against billboard people that 
we are pretty indignant over it, and 
especially over this kind of dotage from 
an adman named Gossage. There may be 
some billboards that cut out your vision 
of a sunset, assuming the clouds haven't 
already eliminated it. But for every sun- 
set blocked out, there’s at least a score of 
city dumps which you don’t see simply 
because of some pretty attractive posters. 


Copy 
Chief 


AD-VERSE REACTIONS 
“with charity toward none” 
By Draper Daniels 


Attached to a pencil blue as grief 

Sits the remorseless copy chief. 

A dozen clients hold his hands 

And word his witless, terse commands. 
And so he sits with visage grim 

And envies those who envy him. 


Looking at Radio and Television ... 


Airborne Plugs: No Defense 


By the Eye and Ear Man 

Readers who have borne with these 
clumsy exercises in criticism for some 
years will recognize that this column 
heartily dislikes the free plug, and that 
it thinks advertisers who pay for time 
and facilities are entitled to a loud roar 
of complaint. 

Accordingly, it is disturbing to read 
testimony by Leonard Goldenson, presi- 
dent of American Broadcasting-Para- 
mount Theaters, that Dick Clark, an 
ABC disc jockey, was authorized to sell 
plugs to the airlines because the show 
had to travel. Mr. Clark said—and he’s 
accurate—that sale of airline plugs is 
common in television. 
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Why should advertisers—who made a 
bona fide purchase of time and talent, 
and are limited to 10% of that time for 
a commercial message—be subject to an 
additional sale of commercial time at a 
fraction of the rate the legitimate ad- 
vertiser is paying? That’s pretty much 
what happens, and it is happening all 
around the dial. 

And it’s disturbing to think of a com- 
pany of the size and reputation of Amer- 
ican Airlines sneaking a performer $7,- 
000 to slip in a plug. 

Why can’t these guys pay card rates 
like anyone else? Why should commercial 
time be accordionized for the benefit of 
the free riders, or discount riders, and 
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SALES BOOSTER: WESTERN UNION 
ADVERTISING DISTRIBUTION SERVICE! 


Catalogues delivered ... displays setup... ad reprints distributed 
... this is the kind of quick, personal distribution service that helps 
boost sales .. . and it’s exactly what you get from Western Union 
Distribution Service. Whatever it is... we'll get it there. . . pronto! 


Wire us collect for the full story. Address: Western Union, Special 
Service Division, Department 4-A, New York, New York. 


WESTERN UNION 


SPECIAL SERVICES 
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the legitimate advertiser put at a disad- 
vantage? 

While it’s current practice, it really 
isn’t normal practice. If you ask most 
major advertisers what they think of the 
practice, get ready to dodge the blast. 

Why should advertisers accept this 
kind of dodge? It adds up to a dilution 
of what they are paying good money for 
—forgetting the moral question about 
sneaky payments. 

Advertisers ought to take a dim view 
of this sort of thing, if only because it 
isn’t very pleasant to pay for $20 seats 
and discover that the guy next to you got 


in by slipping the usher a fin. 

It seems like a fair question to ask a 
time salesman. Or to ask your agency. 

Dick Clark, a fine-looking young man 
and an ido! of the kids, surely must make 
enough money to turn down this kind of 
payment. If he doesn’t want to, or any 
other important piece of talent doesn’t 
want to, then it seems the network has 
the obligation to insist that every piece 
of commercial in a given show travel at 
the same price. Otherwise, the guy who 
pays the big bill is getting less than his 
money’s worth, and he’s entitled to pro- 
tection from sharp operators. + 


What.They Were Saying 25 Years Ago... 


J. P. Cunningham, member of Newell- 
Emmett Co., addressing the Assn. of Na- 
tional Advertisers at a convention in 
White Sulphur Springs, W. Va. (May 13, 
1935): 

“There is a familiar form of nightmare, 
where the walls seem to close in on the 
dreamer. Claustrophobia, they call it... 


Learning from the Retail Ads... 


Can’t seem to get away from it. Complete- 
ly hemmed in. Finally people wake up 
and scream. 

“We have walled people in with adver- 
tising. They meet it at practically every 
point. Let us watch our advertising man- 
ners—not go too far—or they will wake 
up—and scream.” 


The ‘We Don't Know the Product’ Ad 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Maybe Formica is different in Canada. 
I write here assuming it’s not. This ad for 
Formica, signed by half a dozen retailers, 

has the heading “DO-IT-YOURSELF.” 


s The white area is a “saw” silhouet'-4 
against the background. It should appear 
clearly as reduced here. However, I didn’t 
realize there was any tool in the ad ex- 
cept the chisel at left, until I looked at the 
ad about the sixth time—just now as I 
started to write. 

Have you ever tried to saw a piece of 
Formica? It is to laugh. 

Have you ever tried to cut Formica 
with a chisel? It is to have a blade fly 
up and flip off an ear or nose. 

Even the professionals with special tools 
treat this product with enormous respect. 
It ruins the edges of their cutting tools 
about as fast as granite would. . 


# The copy says, “FORMICA IS EASIER 
TO HANDLE AND WORK.” “Easier to 
work” than what? This is one of those 
floating claims that never sinks in—be- 
loved of lazy advertising. About the only 
thing harder to work than Formica would 
be sheet steel. Nevertheless, Formica is a 
wonderful product with a wonderful sto- 
ry to tell. 

I haven’t the slightest idea who cre- 
ated this ad, or what agency, or if an 
agency did it. But the strange fact is that, 
if an agency did it, it is more than prob- 
able that the same agency has done, and 
does, some excellent work. 

One of the anomalies of the agency 
business is the fact that two accounts 
may each spend—say—$500,000 with a 
certain single agency. Their problems are 
alike in difficulty. But one account will 
get a big $750,000 value for its half mil- 
lion, and the other will get a quarter mil- 
lion value. 

It depends on the wisdom, industry, 
academic understanding of advertising, 
and the character—of the people who 
handle the account within the agency. 


This disparity and much waste would 
be reduced substantially if each agency 
would jell a set of principles, based on a 
sublimation of all it knew, which it would 
apply universally with all accounts. But 
that might make it appear that adver- 


< world-famous 
decorative.surface for 
kitchens and bathrooms 


FORMICA 


IS EASIER TO HANDLE 


AND WORK 
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CYANAMNO OF CANADA LmaTED, Montreal I, Que. 
FOR PROMPT FORMICA SERVICE CALL: 


ABERDEEN LUMBER CO. 
MODERN FLOORS & SUPPLIES LTD. 
1562 Lonedote Ave. NM Vencouver. 
Prone YU 8.3525 


RR. 2, Aldergrove, B.C. 
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tising could be done by “the book.” And 
heaven knows no agency wants that idea 
to get around. 

Actually, practically all advertising 
that delivers really big value accords 
with the book. It’s the imagination and 
daring and originality with which the 
book is used—not ignoring the book— 
that makes powerfully appealing and 
provocative advertising. 

The requirement for one item calls for 
but an instantaneous suggestion, an elec- 
trical short circuit that leaps the gap 
from an emotion aroused to a decision to 
act—perhaps only a dozen words are 
enough! 

For another item a reasoned, persua- 


sive ‘presentation is required, embracing 
description, narration, exposition, all. A 
thousand words required. 

Yet, if both ads are truly professionally 


Employe Communications... 


Advertising Age, May 23, 1960 


competent, both will be consistent with 
“the book” and the immutable truths of 
persuasion-—the undying forever vital, 
forever fresh, principles. + 


Fare for the Reading Employe 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


The company press, as the labor papers 
like to call the employe magazines and 
newspapers of industry, dishes up a var- 
ied fare for the reading employe. It is 
still a regrettable fact that some employe 
journals, respectful of the viewpoints of 
1,900 and reluctant to depart from them, 
continue to cling to the corridor chitchat 
as the real spine of news. The more mod- 
ern papers, however, are constantly prob- 
ing employe attitudes and interests, and 
coming up with the sort of stuff that mat- 
ters. 

One of the graver irritations of indus- 
try is competition, notably foreign com- 
petition. For many months the editorial 
comment in this field was mild and unper- 
suasive, but some managements now see 
bargaining looming on the horizon, and 
have come to realize that employes aren’t 
particularly concerned about competition. 
Thus the so-called company press has 
marched resolutely into this area of con- 
troversy, and appears to be making some 
slight headway. Two or three companies 
have flatly declared, in so many words, 
that business is really terrible, that com- 
petition from abroad is hurting and that 
employes would be wise to forget a wage 
increase at this time. 

A well-known firm in New Jersey 
identified featherbedding by its right 
name, advised the bargaining unit that 
Japanese competition was nibbling the 
company out of existence, and flatly re- 
fused to budge from its first offer. The 
union swallowed hard and accepted it; 
much of the conditioning for this cooper- 
ative viewpoint on the part of the rank- 


and-file can be credited to the employe 
paper. 


s Inflation is declining as a topic for edi- 
torials and feature articles in the compa- 
ny papers. Political action as a theme be- 
comes more important each day. In firms 
where automation promises to command 
the news spotlight sooner or later, condi- 
tioning campaigns in the employe publi- 
cations are under way. 

What causes real concern among the 
more case-hardened communicators is 
management’s evident neglect, in its pub- 
lications, of the hotter economic and po- 
litical issues—not the candidates but the 
proposed legislation. Specifically, they 
point to the Forand bill and similar leg- 
islation brought for consideration before 
the House ways and means committee in 
mid-March. 


® As any reader of the union press is 
fully aware, the Forand bill provides a 
bonanza for those eligible for Social Se- 
curity benefits in the form of payment 
for hospitalization, nursing home care and 
surgical treatment. What the union press 
overlooks is the probability that the bill 
would cost approximately $2 billion more 
in social taxes on employers and em- 
ployes during the first year of its opera- 
tion. Later costs, it seems likely, would 
be stupendous. What management fears— 
and what employed people everywhere 
should fear—is that this type of legisla- 
tion, tied as it is to Social Security, would 
probably in time be broadened to include 
compulsory health and medical care for 
everyone, irrespective of age. 

This makes a gloomy prospect indeed 
for management. It also suggests a theme 
for a few editorials in the company press, 
better late than never. + 


BIZ QUIZ 


Answers to the questions on Page 102 


1. (C) For first quarter of 1960 Revlon’s sales 
were almost $30,000,000 which was 9.5% 
ahead of last year. Earnings rose by 7%. 


w 


. (C) Full sponsorship with 136 commercial 
minutes would come to $2,664,575 or $19,592 
per commercial minute. Half sponsorship 
would make the 60-second cost $21,041. 


3. (A) There are 16 brewers, 8 oil companies 
and 5 manufacturers of tobacco products. 


4. (A) According to Schwerin Research Corp., 
recent tests of about 1,500 tv commercials 
showed all-cartoon as least effective and 
live-plus-cartoon as most effective. SRC 
says: “Chief difficulty is that of being too 
entertaining ... beguiling the viewer with- 
out selling him.” 


5. (B) Segue (pronounced seg-way) means 
transition from one musical selection to an- 
other without interruption. 


6. (B) 1959 expenditures for business paper ad- 
vertising in millions of dollars come to 4.0 
for GE, 3.8 for U. S. Steel and 3.1 for GM. 


~ 


. (B) Last year’s expenditures in millions of 
dollars were: automotive, 178; groceries, 
154; alcoholic beverages, 62. They ranked 
the same in 1958. 


(C) Advertising yielded $80,000,000 and cir- 
culation brought in $20,000,000. 


= 


. (B) 25 years ago the figure was 5% to 10%. 
Today it is 30% to 40%. 


10. (C) Branch units continued to show health- 
iest increases with 12% and the downtown 
stores surprised with a 2% upturn. 


11. (A) 170 years ago the 13 original states 
contained 3,929,214 souls. 


12. (B) Elementary schools and some manu- 
facturers are now girding for the full im- 
pact of the 4,000,000 babies born each 
year since 1954. 


13. (A) There are 1,500,000 weddings annually 
and there should be about 2,000,000 in 1970. 


14. (A) In 1959 men’s suit output had slowly 
moved up to 21,000,000 units. However, 
sport coats jumped from 620,000 to 11,000,- 
000 and slacks also soared. 


15. (A) Recent research shows that the airlines 
have a tremendous unexploited potential 
in that 93% ofall trips over 200 miles are 
still made by private car, bus or train; and 
that 78% of Americans have never flown. 


16. (B) Military Air Transport Service will fly 
about 4 billion passenger miles this year. 
It also accounts for 57% of the non-Com- 
munist world’s total international air cargo 
traffic. (American-flag airlines do only 
71%.) 


17. (A) About 2% to 3% of over-all farm pro- 
duction represents items that cannot be sold 
at support level prices. 


18. (B) Urban streets get 46% .of motor ve- 
hicle mileage; main rural roads, 40%; local 
rural roads make up 75% of all mileage but 
account for only 14% of travel. 


19. (C) GM's report for 1959 showed 787,000 
shareholders as of Dec. 31. 


20. (C) Recent nationwide study showed that 
77% of families save trading stamps. This 
is a 10% increase over 1958. 
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“To keep up to date, I 
keep up with Ad Age” 


says 

CARL G. SCHREYER 
Vice-President of Marketing 
Bell & Howell Company 


“[’ve read Advertising Age for many years. 


Always it has helped me keep my finger on the 


pulse of promotions and advertising, told me 
quickly what’s going on in the marketing arena. 
In the fast-moving photographic industry, 
this kind of news source is important. To keep 
up to date, I keep up with Ad Age.” 


Mr. Schreyer is a fine example of achievement as a “one-company man,” having served Bell & Howell for 


the past twenty-five years in positions of increasing responsibility. Starting as a sales trainee in 1935, : 


he progressed to a district sales manager four years later and, in 1941, was transferred to the purchasing : oh 


division. He was named purchasing agent early in 1943, at a time when meeting government contracts : 
on schedule depended upon the procurement of raw materials for lenses, gun sights, radar devices, the 


see-in-the-dark Sniperscope, gun cameras, bomb-spotting cameras, combat cameras and other precision equipment. 


eee In 1947, Mr. Schreyer was elected assistant treasurer; two years later he rose to assistant vice-president. 3 a 


Since 1950 he has held the post of vice-president of marketing. During that period Bell & Howell 


sales (prior to the merger with Consolidated Electrodynamics Corp. early in 1960) almost quadrupled— 
jumping to a record $61,261,000 in 1959. 


200 EAST 4LLINOIS STREET + CHICAGO 11, ILLINOIS 
a 30 THIRD AVENGE - WEW YORK 17, NEW YORK 
1 Year (52 issues) $3 


"a el a ¥ "tase » aren: peut! As rw —. 
ae — 2 eo oe es oe ae PRN ON oc eee, et Soe rg ee ee a ee Sur ax: Lie ae aE ae = . 
eee i beanie > apie : See Pe eee gro 4M en och ain ee ge aa me 4 ei ay) PR ess: ap ge fd ; oa ; 
a SENS Neda: ee a i ioe . Pye Sh re pee mip me Y Wee ae < ia ee a i ge er | ¥ > * 
: Bees ieeeett Seek ace ee oaks 2 i ae PS aS iM a! ae Nrascd ee le See econ a BN rea : F: oe : ae OG Se er teres cde j i 
sate. saiegadl decal Pe ee Sear tee eo SR es ae i, he: ie a Pie ee Pe : 
er pre ete ae ; f ns : ee uaa eee ee aS eae Dee =e Ee : shea : 
en neg ea eae « : fe Petre " SRM ae fs he — es Sree a 2 ie ‘ 55 aa ; re 
ee) 4 : Seay x 
ce a 
es” | Se 
Me ani 
; beth ot 
; 7 
has \ 2 ? Prats ke eee _ - 
“f e & * _" hs ee. 
bos By. : he , : “ Py 
b: bs : A TA ~ 
atiee a r ijt Lik’ aad ; f ea 
oats a ; 4 2 er WK ER Pee ae 
7 “S4 , ee Mi 
Le I : q : 
Weaio : * :: is 
hon Ss & aie : ae 
ee d r So t; ¥ iat 
a ; — OF ie sige 
see i a ‘ eee 
roe " i ; is 
ah ‘ : : ee i 
ie oa) ; : ie 4 
= ix rs peas 3 
tee aN a 
4 ig ¥ , Biva Ae t » Sis 
Bh a ae { 
oe 4 : ; ZZ : iy 
he es ; a i e: C ee: 
oe e | oe a ‘e . ae 
akc ig 4 a i - i 
= : 7 — eee he 
=n ‘ ‘ P a Bx - 4 ae ee i A es 
ree > : : ‘ g a ge e a 
: - es” _ n 4 es Sie - , es 
es, \ ee bs 
: — ae Nee Bes » 2 
sies's 2M . | ‘ . 7 ¢ ere OH fe . _ 
i vl ae ‘ ¥ Pi 2 4 4 i 
Ar : | v — : a ‘ 
esti, - | P+ E a oe - oe a 
: . \ | a = a . 
$3 “> . t ee | . d = ue F 
aia : : “fj aes e hea Th x iia 
pier _—_ . Mets i" dh 
feat ‘ : b 7 / “> = ti . rs se 
ee af Mm | ¥ es a : ee > iced 
% F , | AN gee - ee 
; , : 5 : 
| Se ee | ; 
= Rid i a Tae 4 a 
i, a - ” Sos 
Ys é: Be ee | aa 2 alae: ete 
piles: *, : - aleg, SIRES ) Cane bse 
his ee Ke < Bah 55. . en ee | Sper ey 
= f° . : PO * | e. 
a reared = : ; . ea r eae cae ae & Sra 
ares : : P Pts. Ces ; : “aig ieee = ete ett s Sab es ‘ ; AF 
ae : : : em Feels he doe sear Seal PLE a nee wah el an > ae bia ta pee 
ie ve year te ie Sea a" px 4: File Me Ce oe one 
Se - : i or ea : ; 7 ent: ; " 
Sea > ea ; Betghlnia t 
oe mide 4 Oe ae 
oe Ae fe 4 i peta 
» 3 es cM pr 
ES < la 2 oe ci 
i Tobe a a od - no < 
are 3 ; " i ‘ a y fet) pe ihe ‘ r 
Per i - er eA 5 te f 
ie ae he ~ sees ae om 3 s 
te i me Re x IR I ct Bia. ee ia tg ZS 5 on ee 
err 2 : yes neat er 3 ' RE on peti ert oe Ar 
Ps yay) ay 2 : is 2 Tage ie ‘ Rowe < ay aes. Parra sik 
Be ie ze ed m 5: i te gee uae aera s mh 2 ase : 
aaa : 5; eer ee oc Sag ie Sp ct eee aetna pe 
eae “4 “Se (= See a ea 
e : ‘ : SAS 
az Ve i By = Fh 
pie ‘a oe 
Poe ee Be f 3 2 ; Peres 
esd ; ee 
oe 4 ae 
ee i os ¢ aes 
ccs ak ) " 2 : jee 
See ’ 5 rr ie. 
TPS ease ; ; 
Hy ; | ey 
j | . ee : 
a fs i 
r ? re a B 2: sag! 
re : nr ee a 
igi: ; , - * : ar 
ei k . ; yes 
Boe ¢ £ 1a 
soe ; nn : ts : 
et : : ‘ tes 
i i ‘ - . ‘f see 
eae “ ‘ e ' E » 
gee a 2 aK 
Sie kr re < > WR 
ite é t fee 
ie : ; es, 
sone : 4 
ae . S 
ae: 7 : ; 3 site 
. aay i i rae “ ava 
aS ; : q % , ee 
eet ‘: : Advert; : vs 
: —_- Vertising =. se 3 
eta e =r bg 3 ae 
3 4 Outdoos ar — EI ps i 
; f to De Admen Foi — —s - ERS e 
5 Sa Memes [Se Cote eee ; 
ps : SSS ==-- Be Pen ter ‘ Pe +3 
= ‘: Fn Ee rie f | PewCae ig a ~ 
Z SS | SS % — 
; = * S| a= = =, es 
a : Sess == Ss SS, Se PIS es 
ee IF : et : : ad 
to : Sess 35 SSS "FF SPSS SS SS me “ 
ware te SS Sr = SS ie S =F SSF > Ses ‘ 
oe : ’ Ci ed ty TSS SSS Ory 
: i> = =~ =~ ‘Aes a oe ‘ 
SSS: SS TSS os SSS ! 
A } SSS SSS ee, SS. SS i 
facies ue Ss See. Se OP: SS x x: 
~ a SS = SSS TS EL p 
3 feats: Sie Ss Se cS By cre , a 
: $e SF SS SS SSS SSS Ra Ele, 
2 > See SSS 5 SSS SSS SSS j : 
‘ ey ss2eS SS SSS SS tS SESS a ae 
i : Ss SSS SS are * 
3 ee ee 5 ; 
: ssSSe= sss SS Ss Pane ed 
; tet lia - meee SS ar ‘ 
; os xe Oy Ses I rae Ber? ‘ . 
. a SS 2 ed ia 4 
% SS i= Se=--- 
' “53 Sissss isi, ’ Gi 
‘ é Fi SS 5-F Ss fs 
‘3 ee 
: ba sSs=s.>- SSS = i t ; 
: eee SESSSE: - ———s 2 : : > : 
SN ah ee ee ee —S ‘< . 
RSS Saas : 
h 3 SS SS SS SS SSS 4 : 
} Sat 225s SS SSeS SSR " 
4 ; 4 4 p N P ==. =-- = =-s=*. SSS SS 
Sess = SSS SS SS 
‘ SS SSS SS SS } 
2 ‘4 —SS* SSS Sse SREB 
—=- SS SS 
; SS SS : 
ll = = 
_ es < 
Al « a 7 
5 2 " 
mae, 201 Seer eee aoe boa tes bee - Ag a ‘4 kigrd oe Sa 7 Be ere eS etek aetarain .. \ rom a Re Rea ee er Pa acy ical Aapatee 92 EY pee 4 Ne eben etaend 4 =% By ac ta 
as ‘ “ 
- 7 b » - ‘ p ¥ fe “= is ¥ a 3 Pe @! 2 _ Mi 


teary — 


i Pages = Lines — 
— April Jan.-April Jan.-April April April dan.-April Jan.-April 
1959 1960 1959 1960 959 1960 1959 

Weeklies, Bi-Weeklies, Semi-M onthlies (April) 
tCommonweal ............... 35.9 29.8 72.9 81.6 15,078 12,516 30.618 34,272 
Gt A 88.2 61.0 298.0 245.4 37,823 26,168 127,838 105,315 
OM SiS dava'ebas des 51.5 67.9 182.8 189.2 21,630 28,532 76,790 79,478 
ee 25.7 32.4 100.9 118.9 25,650 32,363 100,899 118,889 
eis. cc deccetyss ede 341.2 342 1,085.1 1,077.3 231,990 232,560 737 866 732,538 
ree 135.3 115.5 485.0 408.7 91,984 78,560 329,780 277,923 
ED. boas sdicces eens 284.0 293.5 965.6 959.8 119,280 123,270 405,552 403,116 
Se 597.4 457.2 1,740.3 1,517.0 256,274 196,156 746,592 650,798 
EE ken gat eccdes 586.2 447.3 1,702.9 1,479.5 251,463 191,909 730,540 634,693 
Ee viscecvereess 40.0 33.8 132.6 129.3 17,183 14,492 56,879 55,491 
Presbyterian Life .......... 17.2 17.6 58.5 64.8 7,223 7,406 24,647 27.226 
yews Gepereer ..... «2.200. 30.9 29.1 143.7 90.8 13,005 12,193 62,747 38,131 
tSaturday Evening Post ...... 355.8 273.5 989.0 887.0 241,975 185,998 672,515 603,158 
tSaturday Review .......... 112.9 86.7 415.1 397.7 47,433 36,394 174,326 166,995 
ee er 31.4 34.1 59.9 85.6 34,121 37,031 65,008 92,835 
tt*Sports Illustrated ....... 195.0 78.4 578.5 459.9 81,920 76,550 242,976 197,316 
SEA Saran rer 277.7 273.9 1,053.6 967.3 116,641 115,034 442,521 406,276 
2 Serre 57.5 46.5 237.2 199.8 10,458 8,454 43,166 36,352 
U. S. News & World Report .. 266.1 238.9 940.6 858.3 111,762 100,338 395,052 360,486 
MEL 5 nd cvwwsanes 2,903.7 2,578.0 9,406.7? 609.1 1,464,247 1,309,523 4,678,893 4,331,104 


ZtNot included in totals. §Total represents national advertising plus sectional at reduced decimal equivalent. *These figures 
adjusted for and including regional space. ¢Five issues April 1960; four issues April 1959. ttTwo issues April 1960; three 
issues April 1959. {Four issues April 1960; five issues April 1959. tt{Changed from 429-line page to 420-line page January 
1960. 


pa Pages ‘ Lines EE, 
May May Jan.-May Jan.-May May May Jan. -May Jan.-May 
1960 1959 1960 1959 1960 1959 1960 1959 
Women’s 
tBride & Home ............ — — 218.8 140.8 —- 138,254 89,007 
*+Bride’s Magazine ......... — — 385.1 365.3 243,364 230,806 
Everywoman's Family Circle 49.0 52.2 257.6 219.0 21,021 22,394 110,510 93,951 
Good Housekeeping ......... 124.6 129.4 477.4 506.9 53,439 55,493 204,826 217,439 
Ladies’ Home Journal ....... 96.4 102.0 417.6 470.1 65,571 69,363 283,978 319,683 
ST Dials 'p- 5 4sins 000 00 101.1 74.6 453.8 322.1 68,745 50,757 308,604 219,077 
ttModern Bride ............ 83.6 85.8 300.4 314.5 52,854 54,194 189,846 198,770 
t§Parents’ Magazine: 
*National Edition ........ 71.5 63.9 335.8 297.8 30,688 27,411 144,040 127,750 
Metropolitan New York Ed. 77.2 72.0 365.6 326.1 33,123 30,870 156,821 139,874 
Pacific Mountain Edition .. 72.8 67.3 344.9 309.9 31,240 28,852 147,936 132,964 
SS 147.8 127.6 583.2 534.8 100,496 86,781 396,573 363,691 
*Woman's Day ............. 45.4 36.3 216.8 199.7 19,494 15,586 92,996 85,669 
The Workbasket ............ 23.8 28.4 204.5 206.9 4,677 5,567 40,083 40,568 
CE isin ssi sbanee 893.2 8395 45615 4,213.9 481,348 447,268 2,457,831 2,259,249 


tPublished quarterly in January, April, July and October. Figures shown are for April issue. *Includes sectional linage pro- 
rated to circulation of regional editions. ttPublished bi-monthly; figures shown are for May issue. §Includes Shopping Scout 
Section and School & Camp linage. $1960 figure includes average decimal for Chicopee Mills & Baby Dove Soap partial runs. 


General 


American Artist ............ 24.6 27.2 125.4 135.3 10,343 11,417 52,684 56,820 
American Forests ........... 17.8 16.3 95.8 72.3 7,476 6,846 40,236 30,366 
American Legion ........... 19.8 15.3 78.8 80.2 8,294 6,413 33,096 33,680 
Er Vanes bousvonens 16.5 22.6 96.2 112.8 7,064 8,677 41,246 47,328 
Eas va aS 0's 000s + e010 50.9 37.0 226.9 194.6 21,399 15,558 95,335 81,780 
tChristian Herald .......... 30.6 42.2 185.1 198.0 13,145 18,132 79,515 85,013 
eS 7.5 3 53.8 $3.4 3,156 3,920 22,633 26,638 
ce 35 aden ebb 6600-0 53.5 40.0 317.0 252.0 9,360 7,200 56.790 45,360 
Goomepelitan ..:......0005- 26.7 28.3 123.9 117.9 11,489 12,121 53,198 50,582 
EWE bp hase c'ees 6008 85.8 85.0 376.0 378.7 58,365 57,811 255,739 257,578 
ON Tee 11.0 13.8 70.7 66.6 4,951 5,946 30,616 29,739 
TS cn ccs avs c00' 102.0 84.9 375.8 342.6 68,544 57,053 252,538 230,227 
NE aisd weusie'6.0s'r015.0.08 51.4 43.7 281.9 249.0 21,592 18,350 118,390 104,563 
EEE cclkescevcsesys 35.2 33.1 128.6 105.5 6,907 6,756 30,507 21,520 
ES OE 31.9 38.8 154.7 151.9 13,664 15,640 66,356 64,130 
I 5 a5. 0400 s:0.0% 30.5 28.5 194.3 170.7 13,467 12,588 85,688 75,282 
Harper’s Magazine .......... 45.1 25.7 218.3 177.9 18,927 10,775 91,687 74,715 
**Hi Fi/Stereo Review ...... 41.0 38.6 227.0 225.7 17,207 16,216 95,340 94,802 
SSS 62.1 68.2 324.5 377.7 26,082 28,644 136,290 158,214 
Se 141.7. 117.8 584.8 497.1 96,355 80,136 397,645 338,022 
SC ee 53.4 40.1 205.7 160.4 22,414 16,828 86,338 67,396 
Improvement Era ........... 29.4 21.4. 126.0 121.2 12,348 8,967 52,940 50,893 
INR TS swe Sr cecssces 27.5 24.3 170.0 155.5 18,770 16,616 115,221 106,375 
Kiwanis Magazine .......... 5.3 7.0 39.4 43.0 2,212  ¥ 16,555 17,926 
SS Ee 9.0 10.0 49.6 48.0 3,834 4,260 21,129 20,445 
Motor Boating ............. 174.2 =166.4 941.3 855.4 102,410 98,877 553,474 503,301 
I an ace's sn sess s 20.4 23.9 80.3 91.8 8 10,024 33,740 38,518 
I: Oe 29.9 28.8 121.0 125.6 12,572 12,110 50,834 51,522 
National Geographic Magazine 58.9 52.5 277.5 229.8 13,971 12,458 65,921 54,541 
sae 34.9 23.2 119.3 96.1 14,673 9,762 50,098 40,344 
Popular Boating ............ 117.0 103.0 527.3 457.7 68,802 60,540 310,076 269,133 
Popular Photography ........ 75.6 81.2 353.8 358.1 31,756 34,108 148,575 150,402 
SS ae 20.9 22.4 96.5 92.0 8,956 9,601 41,389 39,451 
Reader’s Digest ............ 94.6 123.0 364.1 407.5 17,212 22,386 66,266 74,165 
Er 41.0 34.5 193.0 160.9 17,608 14,790 82,807 69,005 
gS ee 42.6 33.7 161.1 129.0 17,892 14,154 67,662 54,180 
EEE a ae k< bye 400 71 11.6 34.9 48.8 3,000 4,860 14,644 20,489 
Sports Cars Illustrated ...... 48.3 34.8 187.1 127.2 20,299 14,629 78,582 53,416 
. fae 22.7 28.6 111.3 126.2 9,723 12,267 47,755 55,069 
| eae 11.2 9.5 50.1 57.4 4,818 4,107 21,542 24,793 
Town & Country ........... 93.2 88.8 388.6 347.3 58,878 56,092 245,588 219,513 
Lk 4 iin yey 054s 35.9 32.2 146.1 145.5 15,421 13,820 62,673 62,435 
V. F. W. Magazine ......... 9.1 10.5 50.1 57.2 3,830 4,406 21,051 24,014 
SS SR eae 154.0 144.2 829.3 739.9 90,552 84,790 487,628 435,061 

I os WoS aby 5.0.00 2,101.7 1,971.9 “9,862.9 9,151.4 1,018,306 943,539 4,778,017 4,408,746 


tThis year’s linage does not include any linage carried in Protestant Church Buildings. This publication formerly was bound 
into Christian Herald quarterly; now it is a separate quarterly publication. ttTotal represents national advertising plus sec- 
tional at reduced decimal equivalent. *Changed from 204-line page to 196-line page March 1960. **Formerly Hi Fi Review. 


Home 
American Home ............ 53.0 51.6 221.5 253.1 33,471 32,596 139,948 159,943 
a Pee 63.0 61.0 321.6 308.1 18,522 17,934 94,551 90,572 
tBetter Homes & Gardens ... 109.6 120.4 477.0 477.3 69,258 76,118 301,487 301,950 
Flower & Garden ........... 39.2 28.9 238.5 6 16,475 12,131 100,181 79,218 
8 Ree 51.8 68.8 313.7 325.5 21,768 28,902 131,748 136,695 
House & Garden ........... 110.5 110.2 394.5 336.0 i 69,664 249,297 212,357 
House Beautiful ............ 139.4 139.7 502.9 466.1 88,081 88,302 317,855 
tLliving for Young Homemakers 107.1 95.0 339.3 321.7 67,653 60,038 214,464 203,298 
Popular Gardening .......... 50.1 50.5 303.3 286.4 21,051 21,210 127,362 120,283 
Sunset Magazine ........... 182.1 165.7 711.0 613.1 76,486 69,618 298,699 257,602 
ee 9058 8918 38233 35759 482,586 476,513 1,975,592 1,856,477 
tIncludes sectional linage prorated to circulation of regional editions. 
Fashion 
Ee 101.0 83.9 476.2 371.9 43,317 35,981 204,295 159,537 
9 9 rr 102.2 86.4 478.3 458.6 64,608 54,659 302,316 289,915 
tMademoiselle ............. 89.8 71.9 419.2 368.6 38,534 30,861 179,846 158,144 
3 135.8 94.3 771.4 640.0 59,583 487,540 404,477 
Re ere 428.8 336.5 2,145.1 1,839.1 333, 287 181,084 1,173,997 1,012,073 
tIncludes sectional linage prorated to circulation of regional editions. *Charm incorporated with Glamour November 1959. 


Movie-Romance-Radio-TV 
*Dell Modern Group: 


ceeauhss 27.9 26.0 133. 


4 11,831 11,164 56,967 53, 
Mbae ep esins 20.9 16.9 80. 
. 69 


125. 
72.3 8,947 7,237 34 
61.4 7,503 5,074 29,831 26, 


aun 


Fawcett Women’s Group: 
Motion Picture ........... 
True Confessions .......... 

Hillman Romance Group .... 

Hillman Women's Group ..... 

Ideal Women’s Group: 

DE GO sks ev eceded 
PE ED ersacceetesaare 
Movie Star TV Close-Ups ... 
Personal Romances ........ 
TV Star Parade .......... 

Secrets Romance Group: 
Revealing Romances ........ 
Daring Romances .......... 
Confidential Confessions .... 
ES rrr 

True Story Women’s Group: 
SEE Sab cbesesecesese 
True Experience .......... 
i kee 
True Romance ............ 
EE fn os cena a Rea 
TV-Radio Mirror 


Total Group 


Advertising Age, May 23, 1960 


May Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


Lines 


— Pages 
May May dan.-May Jan.-May 
1960 1959 1960 1959 
19.5 13.4 70.0 
25.3 18.8 118.2 
49 5.1 20.3 
16.2 20.3 101.6 
19.3 22.1 126.4 
22.8 20.9 118.9 
23.0 21.0 119.2 
19.3 22.2 127.0 
19.1 19.9 105.5 
14.8 17.2 101.7 
14.8 17.2 101.6 
14.8 17.2 101.6 
14.8 17.2 101.7 
32.7 29.3 113.6 
11.2 13.8 68.6 
11.1 12.9 68.6 
11.3 13.4 67.4 
54.0 56.9 258.1 
9.9 13.0 53.2 
a25.1 4265 26.5 


dan. -May 


1960 


| “955,140 
NOTE: Figures for each publication in the Fawcett, Ideal and True "Story groups include all advertising carried by the group 


as a whole PLUS additional advertising carried by each inuividual publication. *No January 1959 issues. 


Magazine Linage Trend. Fivures in thousands 


GENERAL | 


SBusiness (May) 
Dun’s Review & 

Modern Industry ......... 
Fortune 
Management Methods ........ 
Nation’s Business 


2 Serer rs oe 


1960 


APR. 
MAR. 


1959 
APR. 


85.6 76.8 400.9 
212.0 180.8 914.0 
47.3 49.7 276.0 
67.8 58.8 291.9 


412.7 «366.1 1,882.8 


BUSINESS 


168,390 
577,648 
115,920 
122,589 


984,547 


§Because current month linage figures for several publications are “not yet available this group is broken into 


an April section. 


Business (April) 

BD © Sosce deh ecaescvect 
tBusiness Week ............ 
ttFinancial World .......... 
eer ery err er eel 


. OE er 


Farm Magazines 


“april April Jan.-April Jan. “April 
1960 1959 1960 


70.5 87.6 312.1 
484.2 417.9 1,632.9 
41.9 72.0 181.4 
62.1 79.0 244.0 
“658.7 656.5 2,370.4 
tFive issues April 1960; four issues April 1959. ttFour issues April 1960; five issues April ‘1959. 


Pages 


Lines 
dan. -April 
1960 


76,185 


102,479 
1,069,212 


” May May Jan.-May Jan.-May. 
1960 1959 1960 1959 


Farm & Ranch—Southern Agriculturist: (mon) 


H#Southeastern Edition ..... 
Southwestern Edition ..... 
Average 2 Editions ........ 
Farm Journal: (mon) 
HCentral Edition ......... 
HEastern Edition ......... 
#Southeastern Edition ..... 
Southwestern Edition ..... 
ftWestern Edition ......... 
Average 5 Editions ........ 
Progressive Farmer: (mon) 
#Carolina-Va. Edition ..... 
#Ga.-Ala.-Fla. Edition .... 
#Ky.-Tenn.-W. Va. Edition . 


#Miss.-La.-Ark. Edition .... 


Hienes Edition ........... 


Average 5 Editions ........ 
Successful Farming (mon) .... 


2.) re ee 


ft Not included in totals. 


Youth 


DOIN TN Sx 05.5 veceus es 
Li 


Scholastic Roto Sarees ee 


Mechanics & Science 


Mechanix Illustrated 


nN 


Popular Electronics cd dee caes 


30.8 36.7 197.2 
36.6 38.5 198.9 
33.1 37.4 197.9 
83.1 94.8 490.0 
70.5 87.7 403.4 
57.0 76.0 332.0 
58.3 76.0 336.2 
75.5 96.5 413.2 
68.9 88.3 397.7 
80.3 91.6 430.0 
81.7 93.7 427.2 
77.6 84.6 392.9 
76.1 85.4 383.2 
83.2 88.9 395.2 
79.8 88.8 405.7 
76.2 84.6 403.4 
58.0 6 1,404.7 
24.3 30.8 117.4 
36.2 34.3 147.0 

05 | 3.2 
52.3 44.9 246.0 
11.6 13.0 45.7 
16.4 5.0 76.8 


“30S ~3399 19378 
poatuhes y ae cumulative figures shown are for April i 


(Continued on Page 112) 


SS 


aece 
Ba 


Lines 
Jan.-May 
1960 


SS eae’ . : wigs By ot ? Lite eee ny = _ —_ 1 rie = ee ae Eeeies CS ie ar eect ee eo a pe sn ee fa * so RA visas 
bok | — 
ee oe 
j = ee : 
c q 
<a May May a (Jan.-May : 
4 . 1960 1959 — 1959 Aaa 
E 8,349 5,733 30,041 29,516 ae 
a 10,865 8,079 50,705 50,364 50 
ee 2,132 2,212 8,838 8,107 ee 
le a 6978 8,734 43,757 37,110 s 
>< 8260 9,472 54216 45,913 - 

be 9,782 8,993 50.987 44,316 ‘sam 
as 9,859 9,021 51,078 44,346 i 
o 8,279 9,515 54,496 46,068 8s 
‘7 8,181 8,562 45,293 39,195 ae 
ae 6345 7,396 43,613 44,485 nae 
* 6,345 7,382 43,599 43,986 as 
, ae 6,345 7,382 43,599 39,344 re. 
i 6,345 7,396 43,613 44,471 * 
ae i f- 
ea An 14,018 — 12,580 48,724 59,225 ae 

psi 4,800 5,905 29,406 33,439 

4,741 5,512 29,409 33,279 
4,840 5,751 28.914 33,610 
of 23,170 24,411 110,720 115,942 
‘. 4,225 5,583 22,812 28,095 
eiiah 
y saga : ss 
WEEKLIES CL 
ere ie | 1960 1960 
Da ea MAY[1.018 
one adie q | AR Se | 3 
hi | | MAR.| 1,267 APR.) 1,025 oe 
1959 1959 
Ete tele 
ot WOMEN’S Pe FASHION HOME <s 
' 1960 — : 1960 1960 aa 
| || may - may[232] || may 
— a | APR. APR. APR. 3 
‘eae | 1959 1959 ; 1959 
a | way EC lo 
aes ae 
ee 
ee 397.7 35,952 32,270 167,055 wai 
ee a 768.3 133,984 114,234 485,534 oe 
ee 220.1 19,866 20,874 91,434 i 
Laan 263.2 28,495 24,698 110,552 a 
mos 854,575 ses 
oe a May and ale 
ee ad 
: 
: April April Jan.-April see 
1960 1959 pe 1959 Ee: 
204,743 224,447 si 
685,805 613,889 
a 95,886 
Me ian 
: 1,042,184 
ere May May Jan.-May ae 
waar 1960 1959 1959 veh 
ros. 212.4 «13,218 «915,716 = 84,602 = (91,140 
oa 194.7 15,684 16,504 85,338 83,542 
ae: 205.5 14,180 16,024 84,887 88,177 - 
aes 465.1 35,660 40,690 210,216 +=——_199, 511 ae 
oe 416.1 30,228 37,616 +~=—-173,040 ~=—:178,491 
ime 358.2 24,437 32,613 142,421 153,685 ae 
ee 358.2 25,009 32,613 144,210 153,685 ited 
ds 448.6 32,374 41,407 177,245 192,449 : 
Pees 422.0 29,542 38,082 170,633 181,034 ale 
Hei. ag ee 4319 54,568 62,271 292,366 293,663 ae 
Pe 425.9 55,575 63,735 290,503 289,590 - 
pi at’ 396.6 52,780 57,519 267,178 269,700 ee 
verecae i... 396.6 51,750 58,079 260,600 269,721 
: es 409.9 56,596 60,468 268,724 278,721 = 
ater fC ”t~SSCSY 412.2 54,254 «60,414 = 275,874 + —-280,279 coe 
sae Ss 429.1 34,283 38,063.» «181,519 193,085 
i 2 SY iaess 132,259 152583 712913 742,575 ki 
eae Cs a 
a, * 
oe i 
= Po 126.9 10,442 Ppa 50,364 54,455 ore 
163.3 24,626 343 99,983 111,058 oe 
Child” Life RE Rs 41 21 34 1,389 1,747 ae 
Scholastic Magazines ........ 225.0 21,952 103,301 94,591 ; 
a 44.1 10,112 39,920 38,615 
ye apemeeaeext 26.6 6,888 32,228 11,242 
Total Group ............. “1413 1281 6644 5900 74,041 “327,185 “311,708 
ee 
G66. 61.2 7H )=—13,354 «14,913 80,908 83,799 ‘ 
ee 
. reesseeees 2044 120.2 585.5 628.9 23,389 26,897 131,159 140,862 Bor 
Popular Science ............. 99.2 1038 S317 562.0 22,226 23,258 119,090 125.877 zh 
tScience & Mechanics ....... — — 200.7 216.2 ee — 44,381 48,490 
Dn = > I a 
Modern Ramanc 7 issue. 
Modern Screen 977 
7 Sereen Stories . 307 ee 
i 
ei MN a ti i a a a a RC a Ra ek 


When teenagers speak for themselves, their problems (and their rich 
promise) suddenly come into focus. 

This May, a“Teenage Report to the Nation” in the Ladies’ Home Journal 
reveals clearly what boys and girls across the country think about 
marriage, drinking, religion, cheating, parents, dating and good manners. 


aS 


It is sober and sensitive reporting, the kind millions of women find no- 
where else but in the calm, compassionate pages of the Journal. 

Many magazines get into the home, but the Ladies’ Home Journal gets 
into the heart. And, as advertisers to women know, when the heart is 
open, the sale can be closed. 


* 9 
THE MAGAZINE WOMEN LIKE BEST Ladies Home Journal A CURTIS PUBLICATION 
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Advertising Age, May 23, 1960 
r Pages Lines —-, r Pages Lines 
May May dan.-May Jan.-May May May dan. -May Jan.-May May May Jan.-May Jan.-May May May dan. -May Jan.-May 
1960 1959 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 
lae- i ' y : . 500.9 75,950 68,390 230,860 210,315 
Outdoor & Sport #Time-Canadian ........--. 190.) 1621 508 5009 75,950 68,390 230,860 210,315 
’ DN GND cn ddiconeses 589.9 “S911 22557 21561 267,374 258.115 1,021,440 ~ 987.591 
a ak al as 3 os = papa = = Bs ae tFormerly Canadian Homes & Gardens. Not included in totals; as May figures were not available as this issue went to press 
Fur-Fish-Game........... «©240=«276~=—sMBO)«222~=Ss«0.277,Ss«a8S1.—Ss«S0,603 52.412 Aer figues ere chqum. “Vares tenes Agri 2668; Gp lneues Agety 2508. 
Ee Tiree cies 31.0 174 1129 96.4 13,299 7,465 48,434 41,355 § 
re 822 858 365.8 3894 35,261 36.805 156.909 167.053 Foreign (May) 
Pere ree rere 73.6 88.3 313.8 357.9 31,589 37,862 134,588 153,536 Sp Re rr 21.9 19.5 103.1 76.5 18,354 16,380 86.604 64,260 

Total Group ............. 342.5 ~367.0 1,513.3 1,612.0 146,939 157,419 649,149 ~ 691,555 Popular Mechanics: 

noob tae Popular Mekanik (Danish) ... 2.0 2.0 «1S 93.0 4.704 4,704 25,648 20.832 

ig" pheegeppeepe 20 50.3 — ,016 11,267 
Detective & Fiction Mecanique Populaire (French) 30.0 35.0 134.0 1434 6720 7,880 30010 32,121 
ies Katee bs ps 17.5 17.5 119.1 88.2 7,496 7,504 51,089 37,842 Populare Mechanik (German) 5.5 7.6 21.9 27.1 1,232 1,708 4,905 6,076 
Dell Men's Group ........... 1.5 — 10.0 65.6 64.9 4,922 4,280 28,110 27,860 Popular Mekanik (Swedish) . 125 10.0 56.0 44.5 2,800 2,240 12,544 9,968 

Ne os denis webd 29.0 27.5 184.7 153.1 12,418 11,784 79,199 65,702 tMecanica Popular (Spanish) : 

Mexican-Caribbean Edition . 31.5 ae 127.4 oe a 28,518 
Newspaper Sections (1) Southern Hemisphere Ed. . . 13.5 — 68.2 — 024 15,276 
eS 25 — 96.6 — 5,040 21,644 
eS Ses Sh Sntey eenepes) - iaaehs ‘joa «(OST «O70 NME «CSD BT2 SGM «=S 133.287 
The American Weekly ....... 27.0 41.8 131.0 199.7 22,987 35,515 111,328 169,714 Total Group ........ Serres ; ‘ Ec a - e, . 
Family Weekly ............. 50.9 53.4 186.2 238.3 43,182 45,373 158,175 202,604 §Because current month linage figures for several publications are not yet available this group is broken into a May and an 
se ciscadvugeeoss 62.4 765 277.0 353.2 53,041 65,017 235,416 300,196 April section. ¢First published January 1960. {Editions first published January 1960. 
This Week Magazine ......... 93.4 84.7 372.7 387.6 79,417 72,001 316,775 329,496 ine vee 
Total Group ............. 233.7 2564 966.9 1,178.8 198,627 217,906 821,694 1,022,010 “april April’ dan.-April Jan.-April, April April Jan.-April  Jan.-April 
Penes ~ ae 1960 1959 1960 1960 1959 1960 1959 
April April Jan.-April Jan.-April April April dan.-April Jan.-April 
1960 1959 1959 1960 1959 1960 1959 Foreign (April) 
Life International: 
Newspaper Sections (II) (April) International Edition ...... 81.0 70.2 315.0 261.1 55,080 47,770 214,200 177,565 
(All other newspaper sections) *Mexican Edition ......... 22.4 a 81.2 ——_ 15,300 55,250 
Chicago Tribune Magazine ..... 158.0 177.4 625.6 559.7 134,322 152,072 531,765 475,744 Spanish Edition .......... 140 6590.0 (169.7 8198.5 = 28,220 34,000 115,515 135,065 
New York Times Magazine ... 372.2 325.4 1,219.8 1,061.6 316,409 276,566 1,036,808 902,392 Spanish Edition ns ns — ume 
Philadelphia Inquirer ........ 133.7 155.1 495.9 574.1 113,653 131,825 421,603 487,976 | __ ¢(Caribbean Edition) .... ; —_ : —_ ’ , 
Total Group wes edesedacse 663.9 657.9 2,341.3 2,195.4 564,384 560,463 1,990,176 1,866,112 Pacific ‘ eS 169.7 79.0 436.8 267.1 71,257 33,180 183,435 112,182 
seies ates European Edition ......... 82.3 84.7 291.9 2823 34,579 35,560 122,602 118,566 
i os “os Reader's Digest: 
May May dan.-May Jan.-May May May dan. -May dan.-May 7 
ae 41.0 275 1465 1215 6,724 4,510 24,026 19,926 
mele Ue ed wee ated BOUND, -<vcuceccwcce rs 555 57.0 1695 1560 10,101 10374 30849 28 392 
Comics Magazines | BE. hvsnncnduedercs 81.3 78 aaa - . ~ 13.38 aise 45,227 
American Comics Group ..... 7.0 7.0 35.0 35.0 2,646 2,646 13,230 13,230 Austrian .......-.-++00+s 70.0 62. : ' 1,284 41,314 40,040 
tArchie Comic Group ........ 7.2 7.0 21.2 21.0 2,709 2,646 8,001 7,938 Belgian .......-.002eeeee 63.0 44.0 188.5 142.0 11,025 7,700 32,988 24,850 
tHarvey Comics Group ....... 8.0 8.0 41.0 40.0 3,024 3,024 15,498 15,120 | OD. vavviescvdvnetos 7255 845 253.5 283.0 12,688 14,788 44,363 49,525 
National Comics Grow: RR Tr 95.5 835 310.5 256.0 17,763 15,531 57,753 47,616 

ee, 3.0 6.0 26.5 31.5 1,134 2,268 10,017 11,907 | SDs Fv cane weveader® 78.5 65.0 244.5 205.5 14,287 11,830 44,499 37,401 

BE recs cos nda 6.0 6.0 29.0 32.5 2,268 2,268 10,962 12,285 | eT er re 558 478 1503 142.8 9,478 8,118 25,543 24,268 

Wil Ors eo “ee ee ee we ee | Oe eee ee ie ee oe 
{Published bi-monthly; figures shown are for May issue. tSome books in group published monthly; others published bi- French iaaly een he 143.5 111.0 428.0 371.0 25.113 19.425 74,900 64.925 
monthly. French-Swiss ............. 37.0 26.3 100.0 77.0 6,475 4,608 17,500 13,475 

oS Se CE rene 134.0 120.0 419.0 412.0 24,388 21,840 76,258 74,984 
Canadian National Weekend Newspapers (Rotogravure Linage) Gormen-Ovles ............ 425 34.0 126.0 99.0 7.735 6.188 22.932 18.018 
ES er ee 40.5 60.0 1345 236.7 36,414 54,047 121,055 213,000 Tberian ...... ee eee eee 76.5 845 257.5 280.0 13,923 15,379 46,865 50,960 
NR aos ds. 0.x 0idb «20's 87.0 107.5 393.8 407.4 78,344 96,769 354,491 366,717 NE i sive» pdneago anes 52.0 56.0 1810 199.0 9,464 10,192 32,942 36,281 
tPerspectives ............... 83.5 out 323.1 — $1,384 315,041 BEE ET ee 102.0 92.5 262.5 241.5 17,544 15,910 45,150 41,538 
tStar Weekly ..............- 103.7 119.9 463.4 478.5 90,759 104,922 405,470 418,663 Japanese ... 2.0.2... 00-005 46.0 39.0 1435 146.3 7,728 6,552 33,852 47,487 
tWeekend Magazine ......... 107.3. 130.3 474.0 545.9 104,668 127,049 462,273 532,345 Mexican .......0..0eeeeee ed as ene — : . co ym Lapeey - 4 

Total Group ............ 422.0 A177 17888 1668S 381,569 382,787 1,658,330 1,530,725 = alae Raia 535 540 1640 1465 9,095 9,180 27,880 24,905 

tFour Issues May 1960; five issues May 1959. {First published September 12, 1959. Overseas Wilitary ......... 40.0 34.0 148.0 137.0 7/280 6.188 26.936 24.934 

South African ............ 73.5 67.5 2945 271.0 13,157 12,083 52,718 48,509 
Canadian Southern Hemisphere ....... 17.5 175 79.0 77.5 3,185 3,185 14,378 14,105 
*Canadian Homes ........... 54.5 55.7 187.5 187.5 37,077 37,883 127,487 127,506 ‘ — “gate ah 78.0 645 2145 177.0 14,508 11,997 39,897 39,922 

ac Sunlscsdaseees 83.8 67.4 337.3 309.5 57,000 45,850 229,358 210,458 ime International : 

ce libbaielaeconne 280 278 «+1097 # «1259 #«#412012«962Ss—i‘“‘iTOSSt(Ct« Time-Atlantic ............ 126.2 1181 4981 425.5 52,990 49,595 209,545 «178,675 
iis se leyioben >? 1011 920 3627 3710 68,714 62.537 246.613 252.248 Time-Latin American ....... 98.1 103.8 360.5 388.7 41,545 43,540 151,375 163,205 
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U. S. Rubber Will Spend | three-page color ad in The Satur-|hoff Co., Cleveland. The stock- 
i i j |day Evening Post May 7. yards company had no previous 
in Tire Drive 


Yours at a bargain...this deluxe 


TRACTOR-TRAILER for 
TRAVELING EXHIBIT 


Specially designed for use with theshighly successful ‘‘Magic 
City”’ exhibit of the Citizens & Southern Banks, this deluxe 
unit is now offered for sale. 


¢ Trailer is one of first ever built from gold-anodyzed alumi- 
num. Fade-resistant gold coating is triple normal thickness. 

¢ Heated, lighted and air-conditioned. Automatic tempera- 

ture control. 

Eee. ¢ Gold-colored Ford tractor used only 11,000 miles. Carries 

. its own power generator. Also can use outside 220-volt. 

ut Special awning protects waiting viewers. 

37-foot retractable flashing-light tower for night showings. 

Inside floors of cork, walls of blue Vicrtex. 

Dimensions of tractor-trailer: 47’ long; with stairways 

and awning installed, covers width of 15 feet. 


Now stored in Atlanta, Ga. Priced for quick sale, fully 
assembled and ready for use. Write or ’phone: 
R. E. Sibley, Asst. Vice President 
The Citizens & Southern National Bank 
Broad and Marietta Streets, Atlanta, Georgia 

Tel: JAckson 5-3811 


U.S. Rubber Co., New York, es- 


campaign to promote its new U. S.| and tv spots. Fletcher Richards, 


marily male audience. A $100,000 | Dandling the campaign. 
fishing sweepstakes is. being 


The company is also using Amer- | agency. Carhoff, which makes No- 
timating that men make up 85% | ican Salesman, Look, Mechanix | Fog lens cleaning tissues and oth- 
of the replacement passenger tire | /!lustrated, Popular Mechanics and|er products, was with Ritchie & 
market, has designed a $4,000,000 |Popular Screen, plus newspapers | Sattler, Cleveland. 


Royal “low profile” tires to a pri- |Calkins & Holden, New York, is | Twitty Joins Doyne 


Harold Twitty, formerly vp and 

| account executive at Noble-Dury 
plugged with two-color pages and Gates Adds Two Accounts & Associates, Nashville, has joined 
spreads in May issues of Argosy, W. N. Gates Co., Cleveland, has |Doyne Advertising Agency, Nash- 
Field & Stream, Outdoor Life,|been named agency for Cleveland | ville, as vp. He will do creative 
Sports Afield and True, plus a}|Union Stock Yards Co. and Car- | and contact work. 


Write for our TELE-SELL 
Merchandising Brochure. 
WCCO Television, 
Minneapolis or phone Peters, 


Griffin & Woodward, Inc. 


samenearous GB s1 


CBS in the Northwest 
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~ You’re sure to create strong action-producing 
- desires by the millions and tap the enormous 
buying power of the families of New York, 
Chicago and Philadelphia, when your con- 
vincing sales message is delivered by the 3 top 
markets’ most popular weekly reading habit 
— FIRST 3 MARKETS GROUP magazines. 

By thus concentrating a realistic part of 
your advertising effort on these 3 outstanding 
urban sales centers your ad will receive the 
powerful added stimulus of the finest Roto- 


THE GROUP WITH THE SUNDAY PUNCH 


BY THE MILLIONS! 


gravure or Colorgravure reproduction in the 
FIRST Sections of the FIRST Newspapers 
of the FIRST 8 Cities assuring maximum 


package and product EYEdentification. In - 


New York, Chicago and Philadelphia — which 
account for 19% of Total U. S. Effective Buy- 
ing Income and where family coverage of 
General Magazines, Syndicated Sunday Sup- 
plements, Radio and TV thins out — there is 
no substitute for FIRST 3 MARKETS’ dom- 
inant 55% COVERAGE of all families. 


ne 


In addition, busy cash registers in the six 
states adjacent to the 3 markets ring up 29¢ 
out of every U. S. Retail Sales $1.00. FIRST 
3 MARKETS GROUP concentrates the bulk 
of over 514 million circulation within these 
six states to deliver 40% COVERAGE of 
the families. 

To make your advertising sell more where 
more is sold... it’s FIRST 3 FIRST! 


New York Sunday News Coloroto Magazine 


Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


ROTOGRAVURE « COLORGRAVURE 
WEW YorK 17,N.Y.,News Building, 220 East 42nd Street, MUrray Hill 7-4894 « CHICAGO 11, III., Tribune Tower, SUperior 7-0043 » SAN FRANCISCO 4, Calif., 155 Montgomery Street, GArfield 1-7946 » Los ANGELES 5, Calif., 3460 Wilshire Boulevard, DUakirk 5-3557 


oy ve See = aon ; : ‘ pos Sam. te ® ee 3 is ea sihaeiay ees pes < ras i : Soa 2 a ae . oa ae = 
ee a Bee Re Dee Bt i a oar Yb a el ae = a ie * = Es 

cs mc ana pe a ue Deeg ae oe ee ae, , pee a ee ee 
a Dyes 

——— Ss 

bite fal 
a ae 
“ee (iu PU Aii¢, E—S a 
ae , oat = Tae 

Sea ~ ° —- 

ae t —_ —_ CoO : ( See 

VJ OE caf VE) is 
; ie 

oa 4 4 
Sis : —, ~~ 

; a4 4X ; 

‘ ‘ saat ” alii ms on aor 
” M N — 
sie oe ! - é \ . 3 
se oe 
a re 

ce es 

| ON ae 
ee 

_ : 

a 

oa : 

= q 


Creative Man Engages in 
‘Hyper-Academic Flyspecking’ 


To the Editor: No wonder the 
Creative Man remains anony- 
mous! He'd have been an arrant 


fool to sign his name to his May 9 
vituperation against the Valiant 
“Lower your cost of living it up” 
ad. I submit that the title of his 
weekly pontification is a gigantic 
misnomer. More fitting it would 
read: the hyper-academic, fly- 
specking man’s corner. Instances 
are frequent when the Creative 
Man seems to become utterly 
enamored with the cutting tool of 
his authority, and this time he’s 
conjured up great bravado, puffed 
out his academic chest, and tried 
on the role of giant killer. (Matter 
of fact, as I read, I vividly en- 
visioned his trembling pen, and 


Get 
Lio 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


|the very words seemed to quake 
fearfully on the page.) 

This is a giant of an ad—the 
best done yet for an American 
compact. Thanks to BBDO’s some- 


body, America remains in com- 
petition with its foreign guests 
with some imaginative, image- 


building stuff. I think the Creative 
|Man’s downright un-American. 
Who cares if the headline’s on the 
|wrong side? Who cares if a sen- 
tence is grammatically incorrect? 
etc. etc. etc. This is inexcusable 
flyspecking. 

People don’t read ads in this 
academic, hypercritical manner. 
The best ad communicates, clearly 
and vernacularly, in a language 
and style of expression that create 
rapport. The writer of this Valiant 
ad knows that when you have a 


The 
N’S 


Share 
of the 


Upper Income Market 


delivers an audience of 


505,101 paid subscribers 
with an average annual income’ of 


$12,370.00 |. 
at a page cost of only 


$2.67 per thousand 


aL the LION magazine : 


cry 


y 


What is a LION? 


@ He is a loyal, active member—by invitation 


only—of Lions International 
service club organization. 


, the world’s largest 


@ He is a business executive or professional man. 


® 74% are business owners, p 
or other corporate officers. 


residents, vice presidents 


® He is a family man, age 45, with two teen-age children. 


@ He is a sportsman, and an avid hobby enthusiast. 


Get ALL the facts on this kingly market 


A recognized market research 
curate, unbiased and completely 


firm recently completed an ac- 
independent study of THE LION 


market, based on personal interviews. You'll find all the exciting 


facts interestingly presented 
“CAPTIVE... BUT NOT CAG 


in the easy-to-read booklet, 
ED.’ Telephone, write or wire 


Robert F. Chana, Advertising Manager, for your copy—today! 


MAGAZINE 


Bl es see aa 2 Seis 
Ate Oe gets 


AVE. 
CHICAGO 1, ILLINOIS 


ANdover 3-2500 


job of word-picture painting to do 
and do it well, a misplaced comma 
or a forgotten verb are obscured 
by the reader’s enjoyment of 
what’s being said. Advertising 
must be in the language of the 
people (which is something less 
than grammatically flawless). 

I suggest that the Creative Man 
get a job as a freshman composi- 
tion teacher. He’s obviously missed 
his calling. 

Robert Tatham Littell, 

Copywriter, Butcher-Sher- 

wood, Milwaukee. 


AA Mention Boosts Requests 
for O.S. Tyson & Co. Study 

To the Editor: Just a note to tell 
you that we have received re- 
quests for over 18,000 copies of the 
Tyson study, “Changing Role of 
Industrial Advertising.” 

A substantial number of these 
requests have followed the story 
that ran in ADVERTISING AGE. In- 
quiries came in from all over the 
country—from publishers, ad agen- 
cies, space salesmen and advertis- 
ing, marketing and sales managers 
of giant corporations, as well as 
small companies. Practically all the 
requests came in the form of per- 
sonal letters on company letter- 
head. 

In my seven years with the 
agency we have produced no sin- | 
gle piece of literature for ourselves | 
or our clients that has approached | 
the enthusiastic response devel- | 
oped over the “Changing Role.” 

It occurred to me that this | 
certainly is a credit to the reader- 
ship of Ap AGE, as well as the 
interest in the Tyson concept of 
the new role of industrial adver- | 
tising. 


Alfred J. O’Brien Jr., 
Vice-President, Publicity, O. S. 
Tyson & Co., New York. 

» e ~ 


About the Size of It... 
To the Editor: Talk about truth 
|in advertising, this is the type of | 
stuff that really gets my cork. 
I cannot believe that this size-10 
model ever wore that 46 skirt and 
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conversely that “new” size 46 was 
never worn by anybody of any 
size. 
Robert M. Darr, 
Vice-President, Franklin Ad- 
vertising, Milwaukee. 


3¢ Still Gets You Something 

To the Editor: In all deference 
to W. F. Randolph, regarding the 
advertisement in the Wall Street 
Journal for California Federal Sav- 
ings (ADVERTISING AGE, April 18, 
1960) I'd like to point out that Mr. 
Randolph, unlike so many New 
Englanders of my acquaintance, is 
| tremendously profligate. 


| tations 


The reason for this is simply, in 
order to have returned the coupon 
to California Federal Savings, one 
needed only to have filled it out, 
clipped it and affixed it to a postal 
card. Then that 3¢ stamp would 
have taken the request for addi-| 
tional information to the Califor- | 
nia Federal Savings without fur- 
ther ado. 

The 3¢ stamp is not outmoded | 
for people thirsting for informa- 
tion. 

Patrick E. O’Rourke, 
Advertising Director, Family 
Weekly, Chicago. 

7 e +. 


Mennen TV Ad Demonstration 
Is Misleading, He Says 

To the Editor: In re: Harry W. 
McMahan, Page 97, your issue 
April 25: 

I think you would do well to get 
some more (realistic) (objective) 


‘individual to edit the comments 


on tv commercials. 

His comment on Mennen’s Sof- 
stroke as one of the year's ten 
best completely overlooks the mis- 
leading manner in which the Men- 
nen product shows its superiority 
over “Brand X.” 

Notice, please, that “Brand X” 
is shot straight up so that it quite 
naturally is dissipated into the 
water as a plume. 

Notice how carefully the Men- 
nen product is expelled into a 
cupped hand so that it won't 
plume as did “Brand X.” 

True, nobody is hurt by this sly 
cheating, but it is all a part of the 
quite common practice these days 
of making things seem what they 


j}actually are not. 


I guess agencies and clients in- 
tend to continue these less than 
ethical practices until legal curbs 
are written into law, or such 
bodies as FCC or FTC decide to 
act more forcefully. 

When we see countless presen- 
use similar techniques 
such as this sly Mennen tv com- 
mercial, how ridiculous it makes | 
big shot Barton A. Cummings’ 
windy, wordy “Fight Back”—Page 
8 of your April 25 issue. 

What is it which keeps such 
“big’’ men in advertising blind to 
the obvious mis-use of the great) 
power of advertising? Are they 


| totally unable to stand aside and 


view the current advertising scene 
objectively? Does an extra buck 
stand before their eyes and blind 
them, or do they see sly cheating 
as wholly in keeping with basic 
integrity? 
Jno. J. Cahill, 
San Anselmo, Cal. 
P.S. I am now retired after 44 
years in advertising, but I have 
been complaining for several dec- 
ades on what I regard as practices 
which are hurtful to the business 
of advertising. 


Small Agency Finds Fault 
With Big Agency's Product 

To the Editor: You don’t make 
the news ... you just publish it. 
True ... but as a small, growing 
advertising agency, we have al- 
ways been on the look-out for new 
business. Business that we felt we 
could do a good, reputable selling 
and promotional job on their prod- 
ucts. 

We get them .. . but it’s twice 
as hard for a small agency to earn 
a “buck” than most large agencies. 


We have to produce .... and at 
reasonable cost. 

My question ... Dr. Agony... 
is this: Where the h—— do you 


find big spenders like Kaiser that 
will- pay a high price for junk? 
Y&R is a good agency, but some- 
body went off the deep end on the 
24-sheet pitch (AA, May 2). 

I spent four years on the board 
of GOA and I think this entitles 
me to a little bit of “know-how.” 
The enclosed repro “stinks.” I 
wouldn't buy it after a five-hour 
lunch. 

The campaign would have to be 


Advertising Age, May 23, 1960 


three times three before they plug 
(as they say) aluminum building 


materials .. . let alone sell any 
homes. 
O.K. so I’ve said it, now I'll 


crawl back into my suburban 
knot-hole and try to live up to the 
ethics of good advertising for some 
of our dependent “small” advertis- 


ers. 


J. D. Culea, 
President, jd culea Advertis- 
ing, La Grange, III. 


Student Shows Ingenuity 
in Library Week Poster 


To the Editor: Fully cognizant 
ADVERTISING AGE is for profession- 
als in the business of advertising, 
we still felt the enclosed poster 
might be of interest to your many 
readers. It was done during Na- 
tional Library Week. 

One of more than 100 done by 
school children, all amateurs, we 
really believe this one is outstand- 
ing, shows great ingenuity and cre- 
ativeness on the part of its creator, 


“OH NO!” 


1 Porsot my 
libr ay baok 


Susan Benscoter, a student in the 
6th grade at the Douglas School at 
Ellsworth Air Force Base, Rapid 
City, S. D. 

With best wishes to you and 
your fine staff, I am 

Most sincerely, 

William H. Douglas, 

Douglas Advertising Agency, 

Rapid City, S. D. 

P.S. As it happens, I was chair- 
man of National Library Week in 
this city. Our local all-out promo- 
tion should make some type of na- 
tional record. Some 47 local citi- 
zens combined to do a terrific job. 


He Thinks There’s Something 
Fishy About This Ad Campaign 
To the Editor: Sometimes I get 
the feeling that ad agencies are 
the best con men around. Other- 
wise, how could advertisers pos- 
sibly fall for some of the cam- 
paigns that are presented to them? 
For example, the ad attached. 
What in the world potato pancakes 


“Potato pancakes 
are a thing 
of the past. 


GILL NETTERS BEST 
¢ 


f pte 
Write auhe 


some today. Delicious! Buy Gill Netters 
at your food store and supermarket. 


have to do with salmon and tuna 
is beyond me. Of course, the idea 
is a beaut from the standpoint of 
the agency, because it could run 
copy from now until doomsday on 
the same theme, following up with 
blintzes, and almost every other 
item on supermarket 


grocery 
shelves. 


Len Holland, 
New York. 
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May May Jan.-May Jan.-May May May Jan.-May Jan.-May 
1960 1959 1960 1959 1960 1959 1960 1959 
General Farm Publications 
§American Agricul - 

turist (sm) 46.6 48.0 165.2 162.1 33,905 34,941 122,228 117,917 
§Arizona Farmer- 

Ranchman (bw) . 71.5 77.6 287.3 272.7 54,089 58,667 217,189 206,158 

: Arkansas Farmer: (mon) 
2 #Delta Edition 21.7 21.7 109.7 100.0 16,399 16,419 82,969 75,368 
HWestern Ed. .. 18.8 20.5 94.8 98.1 14,248 15,523 71,713 74,163 

Average 2 Editions 20.3 21.1 102.3 99.1 15,323 15,971 77,341 74,900 
§California Farmer: (sm) 

Central Valley Ed. 43.0 — 1785 a 37,722 145,718 

Northern Edition 49.7 47.9 195.3 184.1 43,605 42,041 160,174 162,205 

Southern Edition 41.7 43.9 169.7 175.7 36,616 38,630 138,213 154,863 

Average 3 Editions 44.8 459 1811 179.9 39,314 40,335 148,035 158,534 
Colorado Rancher & 

Farmer (sm) 36.8 51.4 228.6 206.1 27,832 38,864 172,980 155,917 
Dakota Farmer (sm) 102.4 107.1 343.2 372.3 80,346 84,016 269,079 291,892 
Electricity on the 

Farm (mon) 13.7 14.5 51.3 52.9 4,753 5,012 17,719 18,253 
Farm & Ranch—Southern Agriculturist: (mon) 

#Southeastern Ed. 30.8 36.6 197.2 212.4 13,218 15,716 84,602 91,140 

H#Southwestern Ed. 36.6 38.5 198.9 194.7 15,684 16,504 85,338 83,542 

Average 2 Editions 33.1 37.4 197.9 205.5 14,180 16,024 84,887 88,177 
The Farmer (sm) 67.9 92.8 486.3 511.3 53,256 72,755 381,240 400,861 
Farmer-Stockman: (mon) 

wee HOkiahoma Ed. 31.8 35.0 186.6 174.1 24,143 26,594 141,848 124,814 
ea i #Texas Edition 30.5 27.3 182.2 159.3 23,216 20,720 138,672 111,530 

Average 2 Editions 31.2 31.1 1845 168.3 23,680 23,657 140,260 118,172 
Farm Journal: (mon) 

#Central Edition $3.1 94.8 490.0 465.1 35,660 40,690 210,216 199,511 

Eastern Edition 70.5 87.7 403.4 416.1 30,228 37,616 173,040 178,491 

Southeastern Ed. 57.0 76.0 332.0 358.2 24,437 32,613 142,421 153,685 

Southwestern Ed. 58.3 76.0 336.2 358.2 25,009 32,613 144,210 153,685 

Western Ed. .. 75.5 96.5 413.2 448.6 32,374 41,407 177,245 192,449 

Average 5 Editions 68.9 88.8 397.7 422.0 29,542 38,082 170,633 181,034 
*Farm Quarterly (q) — — 1235 115.2 57,057 53,222 
Georgia Farmer: (mon) 

#North Edition 15.3 17.1 81.1 65.8 11,569 12,900 61,384 49,772 

#South Edition 18.9 19.1 94.4 78.2 14 292 14,478 71,417 59,144 

Average 2 Editions 17.1 18.1 87.8 72.0 12,930 13,689 66,400 54,458 
Indiana Farmer (mon) 11.3 18.2 86.8 76.8 8,879 14,307 68,065 60,284 
Kentucky Farmer (mon) 18.0 29.6 109.5 124.4 14,122 23,271 85,862 97,536 
Mississippi Farmer: (mon) 

#Delta Edition . 15.7 11,3 85.0 47.2 11,852 8,558 64,312 35,701 

#Eastern Edition 13.7 10.8 68.9 45.4 10,387 8,180 52,095 34,373 

Average 2 Editions 14.7 lL 77.0 46.3 11,120 8,369 58,203 35,037 
Montana Farmer- 

Stockman (sm) . . 53.0 65.5 321.9 310.0 40,109 49,581 243,374 234,395 
Nebraska Farmer (sm) 72.4 89.6 481.9 524.3 54,783 67,783 364,496 397,190 
§New England 

Homestead (sm) 33.2 42.6 127.5 141.9 23,262 29,819 89,219 99,299 
New Jersey Farm & 

Garden (mon) 35.9 38.2 192.0 194.9 16,135 17,211 86,367 87,700 
New Mexico Farm & 

Ranch (mon) .. 24.7 196 111.7 78.7 18,718 14,812 84,641 59,521 
§Pacific Northwest Farm Quad: (sm) 

Idaho Farmer 47.3 60.8 185.9 185.8 35,785 45,964 140,614 140,585 

Oregon Farmer 42.5 55.5 171.8 167.7 32,147 41,923 129,884 126,804 

Utah Farmer ... . 50.5 61.0 182.1 181.2 38,146 46,108 137,776 137,116 

Washington Farmer 48.3 57.55 1864 172.6 36,479 43,498 140,955 130,577 
§ Pennsylvania rae 

Farmer (sm)... . 58.2 70.8 266.8 274.8 44,702 54,360 204,943" 211,053 
Prairie Farmer: (sm) 

Zlllinois Edition 81.1 98.3 548.5 569.4 59,060 71,596 399,322 414,581 

H#Indiana Edition 75.6 96.3 526.7 548.8 55,054 70,141 383,486 399,580 

Average 2 Editions 78.3 97.3 537.6 559.1 57,057 70,868 391,404 407,080 
Progressive Farmer: (mon) 

#Carolina-Va. Ed. 80.3 916 430.0 431.9 54,568 62,271 292,366 293,663 

#Ga.-Ala.-Fla.Ed. 81.7 93.7 427.2 425.9 55,575 63,735 290,503 289,590 

i Ky.-Tenn. - 

W. Va. Ed. .. 77.6 84.6 392.9 396.6 52,780 57,519 267,178 269,700 
#Miss.-La.-Ark. Ed. 76.1 85.4 383.2 396.6 51,750 58,079 260,600 269,721 
#Texas Edition . 83.2 88.9 395.2 409.9 56,596 60,468 268,724 278,721 
Average 5 Editions 79.8 88.8 405.7 412.2 54,254 60,414 275,874 280,279 

tt§Rural New-Yorker: (mon) 

New York-New 

England Edition 20.9 40.2 107.2 138.5 15,963 31,555 81,899 108,228 
Pa.-Jersey Farming Ed. 20.4 33.6 98.3 117.0 15,600 26,314 74,877 91,308 

ttSouthern Planter (mon) 

#Va.-W. Va.-Md.- 

Del. Edition . 20.8 21.7 1441 120.8 14,577 15,175 100,901 84,559 
HN. Car.-S. Car.- 

Ga. Edition .. 17.7 — 1239 ona 12,379 86,704 
Average 2 Editions 19.2 — 134.0 a 13,478 93,803 

Successful 

Farming (mon) 76.2 84.6 403.4 429.1 34,283 38,063 181,519 193,085 
Tennessee Farmer & 

Homemaker (mon) 12.1 19.6 78.5 93.4 9,446 15,338 61,409 73,222 
**§Weekly Star Farmer: (w) 

Kansas Edition 20.8 24.8 57.2 76.7 51,495 61,045 141,177 189,081 

Missouri Edition . 20.7 25.4 57.8 80.2 51,156 62,700 142,634 197,712 

Okla.-Ark. Ed, 18.0 21.2 49.1 68.1 44,551 52,224 121,002 167,848 

Average 3 Editions 19.8 23.8 54.7 75.0 49,067 58,656 134,938 184,880 
Western Crops & Farm 

Management (mon) 22.7 22.4 133.3 1111 9,722 9,692 57,204 47,926 
Western Farm Life: (sm) 

Regular Edition 15.3 23.0 102.9 112.3 12,015 18,102 80,698 88,113 

#Eastern Edition 19.4 28.2 1334.1 165.7 15,261 22,179 105,932 129,959 

Average 2 Editions 17.4 25.6 119.0 139.0 13,683 20,140 93,315 109,036 
Wisconsin Agriculturist & 

Farmer (sm) ... 43.2 71.7 364.3 397.4 33,890 57,439 286,831 314,330 
Wyoming Stockman- 

Farmer (mon) 47.2 45.4 2298 215.5 35,686 34,384 175,616 163,614 

Total Group 1,017.5 1,189.5 6,059.5 5,936.9 687,207 809,742 4,045,579 3,997,121 


ZtNot included in totals. §Not included in totals; because 


gional editions first published January 1960. **Four issues April 1960; five issues April 1959. 


Newspaper-Distributed Farm Sections 


Iowa Farm & Home 


aA Register (mon) . 16.4 15.0 98.6 93.0 16,442 14,983 98,578 93,031 
Texas Ranch & 
Farm (mon) 11.2 10.5 87.6 84.9 11,242 10,514 87,626 84,924 
Total Group 27.6 25.5 186.2 1779 27,684 25,497 186,204 177,955 
Farm Organizations & Education 
Agricultural Leaders’ 
Digest (mon) 6.2 6.5 40.0 44.9 2,643 2,824 17,231 19,287 


Commercial Dis- 
play Excluding 
Poultry, Classified 


and Livestock, 
in Lines 

May May 
1960 1959 
31,365 32,266 
53,341 57,882 
15,993 15,873 
13,842 14,977 
14,917 15,425 
36,757 

42,640 41,028 
35,651 37,617 
38,349 39,322 
25,683 36,918 
79,231 82,772 
11,502 13,849 
13,912 14,447 
12,442 14,082 
48,903 67,688 
22,453 25,236 
21,526 19,172 
21,990 22,204 
34,468 39,389 
29,036 36,315 
23,245 31,312 
23,817 31,312 
31,182 40,106 
28,350 36,781 
56,275 51,649 
11,232 12,279 
13,955 13,857 
12,594 13,068 

7,166 12,174 
12,844 21,647 
11,598 8,246 
10,133 7,868 
10,865 8,057 
34,236 45,227 
49,540 61,882 
17,759 23,746 
14,629 15,304 
18,606 14,630 
33,965 44,457 
30,667 40,817 
35,567 44,601 
34,931 43,363 
40,508 50,088 
49,873 62,896 
45,867 61,441 
47,870 62,168 
52,405 59,811 
53,645 61,510 
50,915 55,272 
50,188 56,382 
54,707 58,153. 
52,372 58,226 
12,915 27,246 
12,552 22,564 
14,114 14,701 
11,916 

26,030 

33,577 37,375 

8,460 14,052 
32,179 34,327 | 
32,083 36,881 
28,724 29,712 | 
30,995 33,640 
9,722 9,692 

8,642 12,414 
11,888 16,407 
10,265 14,410 
32,423 56,205. 
31,457 29,373 
700,447 801,009 


17,067 


10,626 
26,693 


2,643 


May figures were unavailable as this issue went to press April fig- 
ures are shown. *Published quarterly in March, June, September and December; cumulative figures shown are for March 
issue. ¢Became monthly publication effective with March 1960 issue. {Two issues April 1960; four issues April 1959. ¢tRe- 


14,629 


9,982 
24,611 


2,824 


Not included in totals. §Not included 


Farm Linage Trend 


Advertising Age, May 23, 1960 


May Pages and Linage in Farm Publications 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 


KEY: (mon)-monthly; (sm)-semi-monthly; (bm)-bi-monthly; (bw)-bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 


Commercial Dis- 
play Excluding 
Poultry, Classified 


and Livestock, 
-—— Total Advertising, in Pages ——.. ———— Total Advertising, in Lines ————, in Lines 
May May Jan.-May Jan.-May May May dJan.-May Jan.-May May May 
1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 
tBetter Farming Methods: (mon) 
#eEastern Edition 23.3 — 1214 a 10.013 —— 52,077 oe 10.013 —— 
Central Edition 35 —— 133.8 —— 10.938 —— 57,409 a 10.938 —— 
tSouthern Edition 24.2 — 130.2 aa 10,366 55,853 10,366 
Zt Western Edition 2.5 —— 120.5 — 9,640 51,704 9,640 
Average 4 Editions 23.9 19.0 126.5 134.6 10,239 8,149 54,261 57,741 10,239 8,149 
California Farm Bureau 
Monthly (mon) 12.5 9.1 58.9 49.3 9,478 6,906 44,516 37,356 9,030 6,405 
Cooperative Digest (mon) 5.5 6.7 35.3 41.6 2,310 2,800 15,090 17,430 2,310 2,800 
County Agent & Vo-Ag 
Teacher (mon) . 28.6 20.0 143.7 145.6 12,257 8,589 61,658 62,431 12,257 8,589 
*§lowa Farm Bureau 
Spokesman (w) 56.8 54.3 243.2 229.4 57,652 55,115 246,848 232,941 53,870 51,090 
Michigan Farm 
News (mon) 1.8 21 11.8 12.9 4,310 5,007 27,469 30,211 3,990 4,498 
Missouri Farmer (mon) 16.0 13.7 61.6 62.4 6,712 5,742 25,874 26,198 5,857 4,836 
National 4-H 
News (mon) 20.8 18.7 101.7 103.2 8,741 7,874 42,735 43,348 8,741 7,874 
Nation's 
Agriculture (mon) 5:0 7.9 30.1 41.1 2,267 3,552 13,554 18,895 
Ohio Farm Bureau 
News (mon) 13.5 111 73.3 53.3 6,062 4,989 33,095 24,284 
§Washington Grange News: (sm) 
East Edition . 15.6 53.8 62.2 17,542 16,975 58,387 67,827 17,178 16,597 
West Edition ... 15.4 15.1 51.6 59.8 16,702 16,366 55,397 64,876 16,338 15,988 
Average 2 Editions 15.8 15.3 52.8 60.9 17,122 16,670 57,112 66,215 16,758 16,292 
Total Group 133.8 1148 682.9 688.9 65,019 56,432 335,483 337,181 55,067 45,975 


in totals; as May figures were unavailable as this issue went to press April figures 
are shown. tRegional editions first published July 1959. 


Figures in Thousands 


may Ea 


GENERAL FARM 
1960 © PUBLICATIONS 
may 
APR.| 933 | 
1959 


NEWSPAPER-DISTRIBUTED 
1960 FARM SECTIONS 


ma 78 
apr. [32 | 


1959 
MAY P4) 


FARM ORGANIZATIONS 
1960 & «EDUCATION 


may[65 __| 
APR. 


1959 


MAY cm 


DAIRY & LIVESTOCK 
1960 


may 
APR, 


1959 


oe 217 | 


Dairy & Livestock 


tBreeder’s Gazette ( (mon) 


National Edition 15.7 
Zt Regional #1 Ed. 15.9 
Average 2 Editions 15.8 
The Cattleman (mon) 90.3 


*§Corn Belt Farm Dailies: (d) 
Chicago Daily 


Drovers Journal 27.1 
Kansas City Daily 

Drovers Telegram 23.4 
Omaha Daily 

Journal-Stockman 27.5 


St. Louis Daily 
Livestock Reporter 19.7 
§Dairymen’s League 


News (bw) .. 17.0 
Florida Cattleman (mon) 63.4 
Hoard’s Dairyman (sm) 57.7 
Livestock Breeder 

Journal (mon) .. 44.8 
National Hog 

Farmer (mon) .. 24.1 
National Live Stock 

Producer (mon) . 20.2 
Western Dairy 

Journal (mon) .. 38.0 
Western Livestock Journal: (mon) 

Mts. & Plains Ed. 47.6 

Pacific Slope Ed. 73.2 
t§Western Livestock 

Reporter (w) ... 32.8 

Total Group 475.1 


51.8 
83.3 


35.6 


1960 


1959 


97.6 85.0 6,745 6,749 
13.1. —— 6,801 
100.4 —— 6,773 
463.8 445.4 38,028 35,347 
129.7 129.8 58,468 55,678 
113.1 130.4 50,541 63,242 
140.1 147.9 59,222 61,873 
100.7. 100.7 42,525 44,342 

60.1 74.2 12,363 13,198 
402.4 370.4 26,639 25,475 
373.1 363.8 41,991 51,566 
345.9 333.7 18,844 19,992 
128.3 103.1 24,462 21,924 
109.6 98.8 14,707 12,547 
198.3 208.4 16,291 14,496 
350.6 333.6 20,425 22,243 
464.7 467.1 31,434 35,740 
156.1 162.2 44,053 47,846 


470.5 2,937.1 2,724.3 
ZtNot included in totals. §Not included in totals; as May figures were unavailable as this 
are shown. *Changed from 2,128-line page to 2,156-line page September 1959. tRegional 


1960. {Four issues April 1960; five issues April 1959. 


Poultry 


American Poultry Journal: (mon) 
ZEgg Producer 


Eastern Edition 16.2 
Egg Producer 
Midwest Edition 13.0 
ZtEgg Producer 
Pacific Edition 14.3 
Egg Producer 
Southern Edition 13.5 
Broiler Producer Ed. 9.9 
Turkey Producer Ed. 14.0 
Average 6 Editions 12.6 
Broiler Growing (mon) 27.2 
Broiler Industry 25.9 
Everybodys Poultry 
Magazine (mon) 19.9 
§Georgia Poultry 
Times (w) .... 28.2 
§The Poultryman: (w) 
Dixie Edition ... 14.8 
National Edition 13.3 


17.4 
19.2 
21.4 
20.3 
19.9 
12.1 
18.4 
32.8 
26.6 
26.5 
32.0 


14.8 
14.0 


86.6 117.2 4,557 7,457 
99.0 123.6 5,543 8,249 
94.6 128.0 6,144 9,170 
101.0 132.5 5,793 8,687 
52.7 84.2 4,253 8,530 
78.2 66.4 6,001 5,197 
86.1 108.7 5,382 7,882 
123.7 181.9 11,650 14,059 
149.6 1364 11,662 11,970 
1346 181.4 8,521 11,385 
126.6 141.2 30,170 34,230 
63.4 80.6 16,013 16,060 
58.9 75.4 14,522 15,143 


FRUIT & VEGETABLE 


mar (75 —] 
pon. —] 


vo 


CANADIAN 


41,886 36,506 5,469 6,112 

44,240 5,525 

43,069 5,497 
194,892 187,158 12,254 15,103 
279,718 276,195 33,431 28,839 
243,770 277,586 27,379 44,753 
301,968 314,771 35,126 41,934 
217,294 214,287 25,975 29,706 
43,635 54,023 11,681 12,479 
166,554 151,412 19,563 17,061 
271,651 264,813 36,505 45,443 
148,456 140,028 3,038 4,662 
130,225 104,648 24,154 21,857 
79,813 71,942 13.496 12,024 
84,566 89,395 9,347 9,204 
150,447 143,148 11,024 10,749 
199,364 200,358 14,221 14,621 
209,768 210,067 8,708 7,420 
1,352,902 149,099 150,724 


issue went to press April figures 
editions first published February 


37,168 49,773 4,284 5,840 
42,410 52,924 5,270 6,644 
41,575 54,889 4,798 6,067 
43,332 56,892 4,808 6,226 
23,586 36,069 3,994 8,230 
33,544 28,441 5.452 4,890 
36,936 46.498 4,767 6,316 
53,087 78,028 10,000 11,538 
67,347 61,390 
57,723 77,870 6,383 8,205 
135,576 145,824 25,018 30,618 
68,749 87,515 5,337 6,665 
63,940 81,803 4,637 
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The best cash register ringers for Main 
Street merchants today are often farmers... 
buying more in supermarkets for bigger 
families, more hardware, tools, and: paints, 
taking out larger insurance policies, 
shopping for furniture suites, or kids’ bicycles. 


Now national advertisers can concentrate 
on many Main Streets —through the 
24 new State and Regional editions 
of SUCCESSFUL FARMING, added pluses to 
the regular National edition. 


They give a powerful local merchandising 
tool. Opposite any four-color page of 
“national” advertising, the advertiser can 
have a facing “local” page tie-in ad, 
either in black and white or black plus one 
color, featuring price and listing dealers. 


And they offer choices for copy testing, 
measuring costs of keyed returns, permit 
advertisers to vary copy to local conditions. 
Sellers can put more advertising effort in 
markets where potential is highest, 
concentrate where sales do, intensify push 
and drive wherever they wish! 


Efficient and economical, the editions 
have circulations of 68,000 to 600,000, 


Successful Farming 


.. . Des Moines, New York, Chicago, Atlanta, Boston, Cleveland, Detroit, 
Los Angeles, Minneapolis, Philadelphia, St. Louis, San Francisco. 


i 


Main Street cash register ringers! 


significant segments of SF’s total circulation 
of 1,800,000, concentrated among the nation’s 
best farmers —and enjoying all of SF’s power, 
prestige, and influence ...with long life, 
finer reproduction of product and message. 
SUCCESSFUL FARMING farmers are major 
factors in the country’s leading industry, 
agriculture — plant 58% of the nation’s corn, 
61% of all oats, 57% of all soybeans, and 46% of 
all wheat. They are big customers for anything 
aiding better living or better farm business. 


Through 57 years of service, SUCCESSFUL 
FARMING has merited unusual loyalty, 
respect, and confidence of its readers. And 
SF farm families are high bracket, with 
estimated average annual cash farm income 
of around $10,000 for more than a decade. 

Whether your message is in the SF 
State and Regionals, the National Edition, 
or a combination of both, you get the 
best buying power, brains, and profits! 

Full facts, from the nearest SF office. 


Meredith of Des Moines... America’s 


biggest publisher of ideas for today’s 
living and tomorrow’s plans. 
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118 Advertising Age, May 23, 1960 
Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and Livestock, and Livestock 
_—— Total Advertising, in Pages ——, ———— Total Advertising, in Lines ———, in Lines -—— Total Advertising, in Pages ——, ———— Total Advertising, in Lines ———, in Lines 
jay May Jan.-May Jan.-May May May dan.-May Jan.-May May May May May Jan.-May Jan.-May May May dan.-May Jan.-May May May 
1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 1960 1960 1959 1960 1959 1960 1959 1960 1959 
New England Ed. 16.9 180 76.2 96.6 18,327 19,530 82,693 104,811 6,545 9,791 | Florida Grower & 
New Jersey Ed. . 22.6 21.8 92.7 122.3 24,484 23,633 100,523 132,760 13,059 11,730 Rancher (mon) . 20.3 206 143.9 143.2 13,782 14,042 97,827 97,410 12,834 13,296 
Poultry Tribune: (mon) tVegetable Growers 
H#Eastern Edition 30.0 30.9 201.4 2185 12,849 13,268 86,389 93,756 9,829 10,163 Messenger (bm). 13.6 106 25.6 20.4 5,712 4,480 11,130 8,568 
H#Midwest Edition 31.5 31.7 200.5 219.5 13,514 13,612 86,003 94,170 10,668 10,917 | Western Fruit 
#Pacific Edition 43.1 41.5 238.7 264.8 18,474 17,809 102,407 113,578 11,985 11,848 Grower (mon) .. 31.7 30.0 173.9 1728 13,314 12,600 73,038 72,576 13,314 12, 
H#Southeast Edition 37.9 39.2 229.7 245.4 16,253 16,834 98,560 105,297 11,846 12,363 Total Group ... 152.0 146.5 827.7 803.3 75,208 73,435 417,144 405,345 67,205 67,048 
H#Southwest Edition 30.5 36.7 196.8 225.8 13,066 15,737 84,434 96,873 9,993 12,103 | {Published bi-monthly; figures shown are for May issue. 
Average 5 Editions 34.6 36.0 213.4 234.8 14,831 15,452 91,559 100,734 10,864 11,479 
tTurkey World: (mon) icine i Seine in fi 
#Central Edition 36.6 —— 2314 —— 15,709 99,265 13408 a nn ee ert 4 ar “eats tage . 
; Apr. Apr.. Jan.-Apr. Jan.-Apr. Apr. Apr. Jan.-Apr. Jan.-Apr. Apr. Apr. 
Eastern Edition 35.6 _—_ 225.1 —_— 15,253 ——_ 96,587 13,274 ——_—_—— 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 
#Western Edition 365 —— 2275 —— 15,640 ——— 97,598 13,913 
Average 3 Editions 36.2 41.6 228.0 277.1 15,534 17.981 pik 118,897 13,614 13,346 | Canadian (April) 
Total Group ... 156.4 181.9 935.4 1,120.3 67,580 f y 483,417 45,628 50,884 ; ; 
_#Mot included in totals. §Not included in totals; as May figures were unavailable as this issue went to press April figures | Comtry Guide (mon) 61.8 59.3 176.0 179.9 44,562 42,723 126,762 129,529 
are chown. {Regional editions first published December 1959 Countryman (sm) 52.8 58.6 186.7 198.3 36,953 40,996 130,709 138,783 32,071 36,779 
tFamily Herald (w) 86.7 102.3 324.9 344.6 84,591 99,837 316,863 336,012 62, 72,722 
Fruit & Vegetable tFree Press Prairie 
American Freit Farmer (w) .... 151.0 185.0 592.0 583.0 124,289 137,514 446,150 435,194 72,299 70,014 
Grower (mon) .. 35.3 29.4 «214.3 180.3 15,234 12,681 92,563 77,891 14,615 12,206 | Le Bulletin Des 
American Vegetable Agriculteurs (mon) 71.8 64.2 232.1 235.6 50,281 44,962 162,498 164,966 50,281 44,962 
Grower (mon) .. 30.0 33.0 161.7 182.0 12,956 14,274 69,846 78,620 12,484 13,868 | tWestern Producer (w) 84.3 85.3 290.8 284.9 90,223 91,307 311,125 304,792 54,580 52,681 
California Total Group 508.4 554.7 1,802.5 1,826.3 430,899 457,339 1,494,107 1,509,276 271,521 277,158 
Citrograph (mon) 21.1 22.9 108.3 104.6 14,210 15,358 72,740 70,280 13,958 15,078 | +Four issues April 1960; five issues April 1959. 


Scott Paper Boosts Chell |partment in 1956 in Chester, Pa., 
Albert H. Chell, who joined | has been named production man- 
Scott Paper Co.’s advertising de- | ager in the department. 


in 
MEMPHIS 


... 0 the tune of $785,803,000 
metro area food sales 


But that's not all! In the total area of influence of 
Memphis Newspapers—76 counties, 2,607,736 popu- 
lation—food store sales total $514,043,860 a year. 
And they can be reached most economically through 
Memphis Newspapers. 


When compared on a population basis, the total 
Memphis Newspaper Market ranks in the top 15 in 
the Nation. That's real market potential. 


Memphis Newspapers are the best medium to 


cover and penetrate this great potential to produce 
sales results for you. 


Wrilt for... Market Facts and the Full Story 


oe | 
COMMERCIAL APPEAL 


MEMPHIS 
‘PRESS-SCIMITAR 


| Information for Advertisers 


e A new binder buying guide, 
“Sales Binder Reference Book,” is 
being offered by the Joshua Meier 
Co. The 28-page guide illustrates 
and describes a complete range of 
binders, brief covers and the new 
“Briefolio” now available for sales 


_ |and promotional use. Copies may | 


|be obtained by writing on com- 
jpany letterhead to the Joshua 
|Meier Co., 601 W. 26th St., New 
| York 1. 


° Digest of a survey on what food 
ichain stores think about point of 
| purchase displays is available from 
| Jerry Greenberg, Schneider Press 
|Inc., 615 W. 13l1st St., New York 
127. 


e The first of a series of state- 
|ments, “What They Say About the 
| Effectiveness of Business-Publica- 
tion Research,” written by Dr. 
Joseph E. Bachelder, director, In- 
|dustrial Advertising Research In- 
stitute, has been published by Na- 
tional Business Publications. The 
opening statement is on “How to 
get greater acceptance for business- 
publication research.” Copies are 


Washington. 


e “Make Your Sales 


|Over,” a comprehensive booklet 
|describing the five basic blister 
|packaging methods, stick-on, fold- 
over, heat seal, skin and slide, is 
|available from Jackmeyer Corp., 
| 253 W. 26th St., New York 1. 

|e “Pennsylvania Farm Facts,” a 
| booklet listing animal population, 
feed potential, and animal health 
|product estimates for Pennsylva- 
|nia, is available from Capper-Har- 
|man-Slocum, 1010 Rockwell Ave., 
|'Cleveland 14. 


|e Madison Newspapers has pub- 
|\lished Supplement No. 1 to the 
Wisconsin Newspaper Advertising 
Executives Assn.’s “How to Get 
More for Your Promotion Dollar 
in Wisconsin.” In worksheet form, 
the supplement presents updated 
information for each daily news- 
paper in Wisconsin on circulation 
by zones and rates for 140, 600, 
| 1,000-line page ads. Copies are 
available from Wisconsin News- 
paper Advertising Executives 
Assn., P.O. Box 1012, Madison 1. 


e Redbook has published its “1960 


preferences and patterns of shop- 


|ping. Additional information may 


Bubble|be obtained from McCall Corp.., | 


TEST IN 
F WAYNE 


One of the Nation's 
9 Most Frequently 
Used Test Markets — 


| 


Fort Wayne leads all cities in 
the 200,000-299,999 popula- 
tion class in advertising and 
product tests, according to Sales 
Management. 


- Golden Zone .. . % a Million People 
With a Billion Dollars to Spend 


Fort Wayne and its 15-county Golden 


Zone 
610,400. 


market has a population of 


Effective buying income for 


the area is $1,185,747,000 and retail 
sales total $724,825,000. 


NEWSPAPERS, INC., Agent 


_ FORT WAYNE 


in 


age 


Che News-Sentinel ¢ THE JouRNAL-GAZETTE 


230 Park Ave., New York 17. 


ie A “Consumer Analysis of the 
Denver Metropolitan Market” has 
| been published by the Denver Post. 
| Additional information on the sur- 
|vey which covers food products, 
| household products, drugs and toi- 
| letries, homes and equipment, and 
jautomotive may be obtained from 
|the Denver Post, Denver. 


The fourth edition of the “Guide 
to American Directories,” listing 
more than 2,300 U.S. directories, 
and giving number and type of 
names contained, publisher, ad- 
dress, date of publication and price, 
has been published by B. Klein & 
Co., 27 E. 22nd St., New York 10. 


Art Directors Honor Golden 
Presentation of the Art Direc- 
tor of the Year Award by the Na- 
tional Society of Art Directors has 
been made to the late William 
Golden, who, at the time of his 
death last October, was creative 
director of advertising and sales 
promotion of CBS Television Net- 
work. The award was received by 
his widow, Mrs. Cipe Pineles Gold- 
en, art director of Mademoiselle, 
at a Poor Richard Club dinner in 
Philadelphia. Last month the New 
York Art Directors Club made a 
special commemorative award to 


available from National Business | Fashion Survey of the Young Adult| wr Golden at its annual awards 
Publications, 1913 Eye St., N.E.,|Shoe Market,” giving purchases, | }yncheon. 


Omaha Adclub Issues Folder 
A new folder issued by the 


{Omaha Advertising Club outlines 


the group’s history and purpose, 
and also tells admen the impor- 


age of advertising to the public. 


You Can Serve Advertising” 
(Community Chest campaign, ed- 
ucational service, Advertising 
Week, etc.). “Advertising works 


and respectability,” the pamphlet 
says. “Public confidence in all ad- 
vertising—your advertising—is our 
| goal.” 


Art-Copy Service Bows 


York, has opened offices at 74 W. 
47th St. “to handle all agency 
needs except placement of the ad.” 
George Geygan, free lance illus- 
trator, is art director; Bradford 
Chambers, editorial consultant, is 
editorial director. They will oper- 
ate with artist-writer teams work- 
ing together from start to finish 
on assignments. Service is avail- 
able for rush jobs as well as 
“around the clock and on week- 
ends.” 


Braverman Joins BBDO 
George Braverman has joined 

Batten, Barton, Durstine & Osborn, 

New York, as manager of market- 


formerly was manager of adver- 


tance of conveying the proper im- | 


One section is devoted to “Where § 


best in a climate of public faith q 


Art & Editorial Associates, New 


ing, building material division. He 


tising and public relations of the 
City Lumber Co., Bridgeport, Conn. 
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Display Opens N.Y. Office Resort Names Mills 

Display Corp., Milwaukee, point} Paul E. Mills, formerly managing 
of purchase and merchandising | director of WJW, Cleveland, has 
company, has opened a New York|joined Jug End Barn Inc., South 
office at 405 Lexington Ave. John| Egremont, Mass., resort, as vp and 
F. Craig, formerly with Outdoor|sales manager. Mr. Mills will su- 
Advertising Inc., has joined the|pervise advertising, promotion and 
|new office as a salesman. sales. 


the GAIN i ce 


® ¥ 
MCASTTNO, . 


Total impact for total product 

distribution or tailored market 

flexibility. 

Lobsteradio (By Morket Size) 

Portland Bangor Lewiston 

Caribou Waterville Augusto 
Sanford Rumford 


Parents’ Institute El 
in FTC Agreement == on in 


on Collections 


WaAsHINGTON, May 17—The Fed- 
eral Trade Commission announced 
last week that it has obtained a 
stipulation from the Parents’ In- 
stitute, New York, and five of its 
officers dealing v ‘th collection 
practices from subscribers to the 
company’s publications: Parents’ 
Magazine, Calling All Girls, Baby 
Care Manual, Your New Baby, 
Children’s Digest, Humpty Dump- 
ty and Teen Digest. 


ha sr ar pt tine 
— plump, pampered and jaigree 
‘They have al) been biemsed with o rating 
by the LS Government. a dusunctsun they 
richly deserve For these detectabee bunts wer 
coperalty bred and sumprunealy fet for the ome 
greet oocasion way Thankagiing dinner 
Tender and succulent. the Llilbert turkey comes 
fo you Ln tte pome — ran dressed. ready 
for the oven Ans as always st comes with thar 
unconditional Ihibert guarantor. 


RADIO 
ENTITY 
with 


Wn. 


AN 


® Practices covered by the agree- 
ment include: (1) Using any trade 
name or corporate name in such 
a way as to mislead or deceive;| ™ - 
(2) representing that a wholly-| PRIZE AD—Dilbert’s Quality Supermarkets, New York, brought hom 
owned subsidiary set up for such| the bacon in the form of a $2,000 McCall’s scholarship award with 
collection is an independent or-| this newspaper ad. The spread was chosen “ad of the year” by Mc- 
ganization; (3) representing that | Call’s, which awarded the money to Dilbert’s. The supermarket in 


a fictitious collection agency is an| tyrn donated the money for a marketing scholarship at the City 
independent organization in the College of New York. 


business of collecting past due ac- 
counts; (4) representing that past 
due accounts have been referred | 
for collection to an attorney, col- 
lection agency, independent or- 
ganization or individual not con- 
nected with the company when 
this is not true; (5) using collection 
communications purporting to 
emanate from an individual or 
organization not connected with 
the company, when such is not the 
fact, and (6) attempting to induce 
payment of an account by any de- 
ceptive means. + 


ee pane 


REPRESENTED BY: 
NEW YORK: Richard O'Connell Inc. 
BOSTON: Harry Wheeler Company 
CHICAGO—DETROIT—WEST COAST: 
Daren F. McGavren Co., Inc. 
Executive Offices: Columbia Hotel, Portland, Maine Tel. SPruce 5-2336 


ma Artists Schools to BBDO 

Famous Artists Schools _Inc., 

Westport, Conn., which offers cor- 

; respondence courses in commercial 

sist and fine art, has appointed Batten, 

Barton, Durstine & Osborn, New 

York, to handle its advertising, ef- 
fective June 1. Lawrence C. Gum- | 
binner Advertising has handled the | 

Fees a ai account for the past two years. 


ey Golombeck Joins WPLO 

seu Herbert Golombeck, formerly 
manager of KMEO, Omaha, Neb., 
has been named vp and general 
manager of WPLO, Atlanta, Ga., 
replacing Claude Frazier, who re- 
signed. 


Globus Names Groody 

Globus Inc., New York under- 
writer, has named Groody Adver- 
tising, New York, its first agency. 


Winning 
Combination 


For Sales 


In Connecticut! 


NEW LONDON 
BUYING POWER: 

Latest figures show 
average household Effective 
Buying Income in New Lon- 
don is $8,057 ...a $551 


increase. * 


“THE DAY” SELLING POWER: 
You'll get 98% cover- 

age of this 61,547 ABC City & 

Z , in The Day, N 4 : 

gone. iu Tee Bay, Bees aan Industria Publishing Corporation magazines 

* SM ‘60 Survey 


The Bay | a anne 


NEW LONDON, CONNECTICUT 


Noti. Pp : 
ep 


“JOHNSON, KENT, GAVIN 
& SINDING, INC. 
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Along the Media Path 


Ladies’ Home Journal held the 
national premiere of a new presen- 
tation, “A Man’s Guide to Wom- 
en,” on May 10 in Chicago before 
a group of advertising executives. 
The presentation will be shown in 
25 other cities during the next 
three months. Berenice E. Connor, 
the magazine’s director of editorial 
promotion, narrated the film pres- 
entation. 


e Progressive Architecture has 
mailed out the first issue of ““Blue- 
prints,” external house organ ad- 
dressed to advertisers and their 
agencies. The magazine is using 
most of its direct mail budget for 
the quarterly publication. 


e Holiday has published the first 
“10 titles of a new series of $1 pock- 


et-size travel guidebooks, “Holiday 


Magazine Travel Guides.” Pro- 
duced by the editors of Holiday 
and published by Random House, 
the first 10 guides cover Britain, 
France, Italy, Spain, Scandinavia, 
London, Paris, Rome, Florence and 
the Hill Towns, and the Riviera 
and southern France. None of the 
text has appeared in Holiday be- 
fore. 


e The Miami News rolled out the 
welcome mat for delegates to the 
17th annual meeting of the Wine 
& Spirits Wholesalers of America, 
with a special replating of its Page 
1 for distribution to conventioneers. 
The special front page featured 
keynote stories and pictures of 
speakers and officers, as well as 
articles about important events in 


R. J. Terbrueggen 
recommends 


Robert J. Terbrueggen 
Media Director 

Clark & Bobertz, Inc. 
Detroit, Michigan 


APPLIED HYDRAULICS & PNEUMATICS 
for Ross Operating Valve 


“We recommended APPLIED HYDRAULICS & 
PNEUMATICS for our client because Franchise-Paid 


Circulation delivers the 


book to the men who 


control the purchase of air valves for both O.E.M. 
and in-plant uses. In addition, APPLIED HYDRAU- 
LICs & PNEUMATICS creates the editorial ‘climate’ 
which we feel is right for Ross Operating Valve 


Company.” 


APPLIED HYDRAULICS - 
& PNEUMATICS 
Monthly Circulation - 28,000 
3 Published by: 
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other than the CBS and Channel 


the liquor field. 


e WABC-TV, New York, has in- 
troduced a new series of fully an- 
imated music and voice promotion 
spots—the first to be used by any 
station in New York. The 19 film 
spots promote the station’s ro- 
mance, comedy, entertainment, 
drama, western, children’s, mystery 
and sports programs. 


e Colorado Springs radio stations 
KRDO, KVOR, KYSN, KPIK, 
KSSS, KFMH and KOMS joined 
forces May 3 for an unusual civil 
defense presentation. Following 
completion of the nationwide half 
hour Conelrad test, the stations 
presented a series of dramatized 
broadcasts of what listeners might 
hear in case of enemy attack. 


e The Orlando Sentinel celebrated 
its 75th anniversary with a public 
open house in its new two-story 
addition. 


e The Cincinnati Enquirer recent- 
ly distributed with its Sunday edi- 
tion 300,000 large paper bags, de- 
signed to hold castaway clothes and 
other items—adult and children’s. 
The bags of clothing were picked 
up by Boy Scouts and were divided 
between the Goodwill Industries 
Rehabilitation Center and the St. 
Vincent de Paul Society. 


e Successful Farming has been 
awarded the second annual Animal 
Agriculture Award of the Ameri- 
can Feed Manufacturers Assn. The 
award program is sponsored by the 
association to recognize outstand- 
ing service by farm magazines in 
their promotion of a sound, pros- 
perous, animal agriculture by en- 
couraging better practices in 
breeding, management, nutrition, 
and marketing. 


e Esquire’s Christmas issue ad 
merchandising campaign will in- 
clude mailing of 50,000 executive 
gift guides to key executives of the 
nation’s, top corporations in mid- 
October. 


e The American Dairy Assn. has 
presented to Olsen Publishing Co. 
a distinguished service award for 
its “outstanding service to the 
dairy industry in providing reli- 
able and valuable information and 
leadership.” 


e Executives of food and drug 
companies and agencies in eight 
major U.S. cities heard Good 
Housekeeping present its 1960 su- 
permarket promotion plans via 
closed circuit television May 12 in 
what is believed to have been the 
first time a woman’s magazine has 
ever used closed circuit tv to reach 
advertisers across the country. Na- 
tional Tea Co. and Food Fair 
Stores joined the magazine pro- 
gram. 


More than 1,000 top retailing 
Precutives are scheduled to attend 
Mademoiselle’s annual College 
Clinic, to be held June 2, at which 
they will preview the clothes and 
accessories to be featured in the 
magazines college issue in August. 


e Gentlemen’s Quarterly will 
mark its third anniversary with its 


NEW BUILDING 1S AD—Officials of KHOU-TV, Houston, chose one of 


the city’s busiest roadways for their new studio and office building 
at 1945 Buffalo Dr. Planners intentionally omitted a large sign, 


11 insignia, because they felt the 


glass front building, particularly with night lighting, is its own 
advertisement. 


tory, the magazine has distributed 
a total of 1,052,000 copies, devoted 
3,054 pages to men’s fashions and 
carried a total of 1,657 advertising 
pages. 


e In a campaign against mislead- 
ing and deceptive advertising, the 
Pittsburgh Press, in cooperation 
with the Better Business Bureau 
of Pittsburgh, has published an 


Advertising Age, May 23, 1960 


,|“Advertisers’ Manual.” The man- 
ual outlines policies and standards 
lof the Press, the Better Business 
Bureau and the Federal Trade 
| Commission. Additional informa- 
ition is available from Earl J. 
| Gaines, advertising director of the 
| Press, Pittsburgh. 


e Springfield Newspapers, pub- 
lishers of the Morning Union, the 
Evening Daily News and the Sun- 
day Republican, has published a 
Springfield Metropolitan brochure 
which covers major industries, 
food and drug statistics, and a 
liquor distribution check which 
covers 90% of the package stores 
in the Springfield metropolitan 
area. Additional information is 
available from H. Donald Ramey, 
merchandising manager, Spring- 
field Newspapers, Springfield, 
Mass. 


e Population, number of house- 
|holds, total retail sales, and ef- 
i\fective buying income for nine 


Refrigeration ; 


“and 


- ‘irconditioning 


- ‘Field 


Milton L. Krist 
recommends 


Milton L. Krist 

Media Director 

Howard Swink Advertising 
Marion, Ohio 


THE REFRIGERATION AND 


AIRCONDITIONING 


BUSINESS 


for Ranco, Incorporated 


“In our estimation, THE REFRIGERATION & AIR- 
CONDITIONING BUSINESS magazine is one of the 
top trade books published. 


“We recommended it for Ranco because it reaches 
the dealers, distributors, contractors and manufac- 
turers who must be sold. It is the only full-time 
merchandising magazine in the refrigeration and 
airconditioning industry, and uses the merchandis- 
ing-educational approach necessary for the audience 


we want.” 


THE REFRIGERATION 

& AIR 

CONDITIONING BUSINESS 
Monthly Circulation - 30,000 
Published by: 
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western states, including Alaska | 
and Hawaii, are included in Read- | 
er’s Digest’s: “U.S. Western Edition | 
Circulation” report. Additional in- 
formation may be obtained from 
Fred D. Thompson, Reader’s Di- 
gest, 230 Park Ave., New York 17. | 
e The Louisville Sunday Courier- | 
Journal ran an eight-page section 
on men’s warm-weather fashions 
in its May 1 issue. Theme of the) 
section was “Gay Plumage for Cool | 

| 


pores 


Males.” 


e KXLY-TV, Spokane, sent out| 


house.” Playboy originated the 
show in Chicago in October and 
made it available for syndication 
in January. 


ry 581 advertising pages in the| parable 1958-59 period. 


eight-issue period from September,| Advertising linage in Guns & 


Transmission ‘Soha 


~ ay 


Donald D. Tweedie 2 
Executive Vice President 

Denham. & Company : 
Detroit, Michigan % 


Donald D. Tweedie 

recommends - 

POWER TRANSMISSION DESIGN 

for Cone Drive Gears is 


“POWER TRANSMISSION DESIGN is now a ‘must’ 
for our client’s market. We waited a few months _ 
after it was first published before scheduling any _ 
advertising. From both editorial and advertising 
viewpoints, we liked what we saw. 


“Inquiry response is favorable and has even in- 
cluded a direct through-the-mail purchase order. 
POWER TRANSMISSION DESIGN will continue to be 
on the advertising schedule for Cone Drive Gears 
Division, with a 50% increase in space for 1960.” 
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DESIGN 
Monthly Circulation = 39,000 i 
Published by: = 
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engraved invitations to 200 key| MODEL TRAILER DISPLAY—KBOX, Dallas, has created a traveling show 
business men in Spokane inviting| model of its studio news broadcast room and disc jockey booth. 
them to watch the premiere per-| The mobile trailer unit of aluminum and fiber glass, now under 
formance of “Playboy’s Pent-} construction, will also include a hospitality and display room and 
will have a fold-away dance floor. KBOX plans to use the mobile 
trailer to do remote broadcasts for clients’ store openings and shop- 
ping center promotions. It will also be available for school parties, 
private parties and group social activities. 


e Department of New Laurels: 1959, through June, 1960, an in-| Ammo for the second quarter of 
Gentlemen’s Quarterly will car-|crease of 70 pages over the com-| 1960 will total 


16,044, compared 
to the 8,330 lines carried in the 
similar period in 1959. 

| Woman’s Day circulation for the 


640,845, a gain of 13.7% over the 
same period last year. 

The spring-summer 1960 issue 
| of House Beautiful’s Building Man- 
ual set an alltime high with 150 
advertising pages, a gain of 46.6% 
over the fall-winter 1959 semi-an- 
nual issue. 

Average circulation per issue for 
Cavalier for the first three months 
of 1960 was 495,588, a 15.3% in- 
crease over the comparable 1959 
period. 

Advertising pages in Automotive 
World and Automotive World en 
Espanol will hit a record high of 
488 pages in the first six months 
of 1960, a 6.3% gain over the 459 
pages recorded for the first half of 
1959. 

Redbook reports circulation for 
the first quarter of 1960 exceeded 
2,970,000, a gain of 4.6% over the 
first quarter last year. 

Advertising revenue for Holiday 
for the first six months of 1960 will 
reach $6,105,106, an increase of 
23.7% over the $4,935,046 reported 
for the same period last year. + 


ARB Surveys Promotes Four: 
Glenn Gets G.M. Position 

Bruce W. Neal, formerly senior 
research analyst at W. R. Sim- 
mons & Associates, has joined 
ARB Surveys Inc., New York, in 
a similar capacity. Another ex- 
Simmons staffer, Leonard Soifer, 
has also joined ARB as an assist- 
ant research analyst, and Ned 
Smith III, formerly with Crossley- 
SD Surveys, has moved to ARB as 
an account associate. 

In other changes at ARB—mar- 
ket research subsidiary of Amer- 
ican Research Bureau, Washington 
—William A. Glenn has been 
named general manager, replacing 
Anne Schuetz Zanes, who has been 
appointed senior research analyst. 
Mr. Glenn was formerly assistant 
general manager. In one more 
appointment, Martha D. Slater, 
formerly head of her own re- 
search company in Columbus, O., 
has joined ARB Surveys as as- 
sistant field director. 


McCarty Co. Names Nicholson 

C. A. Nicholson, former super- 
visor of advertising and sales pro- 
motion at Chance Vought Aircraft 
Inc., Dallas, has been named a vp 
of the McCarty Co., Dallas. He will 
serve as an account executive on 
a number of Texas-based accounts, 


as well as on the agency’s plans 
board. 


Paint Journal Names French 

French Advertising, St. Louis, 
has been named to handle adver- 
tising for American Paint Journal 
Co., also of St. Louis, which pub- 
lishes American ‘Paint Journal, 
American Painter & Decorator and 
American Paint & Wallpaper Deal- 
er. 


first quarter of 1960 came to 4,-| 
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|Conoco Buys ‘Blue Angels’ advertising supervisor of the Vick- 
| Continental Oil Co., Houston, |¢?s division of Sperry Rand Corp. 
|has signed to sponsor Cali-/|f0Fr seven years. 

fornia National Productions’ “Blue | 
| Angels” in 68 markets in the cen- 
tral states next fall. The series of 
39 half-hour shows, now in produc- 
tion, will deal with the U. S. Navy’s 
|four-man precision flying team. 
| Conoco’s order was placed through 
|Benton & Bowles. 


BACON KNOWS. 


7 We specialize in magazine clipping. 
| Hallett Joins Bosch Our list covers 3500 business, farm 
“a and consumer magazines — a complete 
Frank Hallett, formerly coordi- blanketing of the American magazine 
nator of advertising of Curtiss field as listed in Bacon’s Publicity Checker. 
Wright Corp., has been appointed You can check your own publicity, compe- 
sales promotion and advertising re er See See 
manager of Robert Bosch Corp., pr a Stine oan tier 
New York, distributor of industrial coverage, fastest service, highest 
and electronic equipment made by accuracy. 


Robert Bosch, of Stuttgart. : * BUSINESS. * FARM 

* CONSUMER 
Arrow Liqueurs Names Bennett 

William C. Bennett has been | nee eee 

appointed advertising and sales | ee Sones Deaee 
promotion manager of Arrow Li- Shes Severe yong 
queurs Corp., Detroit. Prior to| 14 E. Jackson Bivd., Chicago 4, IIlinols 
|joining Arrow, Mr. Bennett was || WA besh 2-0419 


| 
paloaieiin 


| 


Jace Leach 

Account Executive 
Griswold-Eshleman Company 
Cleveland, Ohio 


Jace Leach 
recommends 


WELDING DESIGN & FABRICATION 
for Lincoln Electric 


“We feel that WELDING DESIGN & FABRICATION 
gives our client broadest exposure to welding engi- 
neers and metallurgists as well as people who are 
interested in welding as a production tool. 


“With the book’s new format and editorial ap- 
proach, our client reaches the important design 
engineer audience as well.” 


WELDING DESIGN 

& FABRICATION 

Monthly Circulation - 37,000 
Published by: 


om 


~y 


The INDUSTRIAL PUBLISHING 


Corporation 
S12 HURON ROAD « CLEVELAND 15, OHIO 


_ NEW YORK+CHICAGO+LOS ANGELES-LONDON il 


er a Ce gin ee le ait es, ig ae oo ke 9 yo Td Wait Yea sama lie = : $AR ee: 
8 eae lO tT a tr age ie Bel! ‘ 2 oe = ach cree + = See bi Praag oY ced . a Ce eee Paper ert ORE tk, en eta rs ae ’ 
Ze ie ee ee eh cee Re Teale Mea 3 eg Nate = ee Sik iat Sy Be Nee ‘ aa hee, RE Se. ee 
s eM & ae ih z i : f ; * ni > :. + eg at . a ae 3 * ae = > F 2 . * 
ee ait Sale ce 
‘ sis cS! en " el ES ee Ae ees 7 
P ‘ =: ee. thaye = me a _ ~ ae 
q 4 ‘ 4.00 ¢ : 
Y ee ‘i el siti 
Pall es ang os ] - "J bs . a aS 
oy Al CT | ay . 
we $ 
a Se al ew 7 
: are | Lv a | : 
oye “ | : ; p 
iy 4.408 | | ~ eg 
i SS Story : eee nae 
oe" f . : ter ibe ae 
: an — y pe tee 
ae a A ‘ ' Pr, ai ae i, z a ea 
pal . _ ai ee : Mn, = ee, i 
% > a a a, 3 me zi i 
™ eM Dc ome le Fr i 
he ¥A te Tee * ba 2 . 
— Dicey: 
pa ee 
Be : 
ae ae 
eS aa 
= s ‘a be r uf ° 
nae < i rae hn ar i.4) ‘y ee eee 
inthe = + ae Be * 
j 2 as San ge - ; ey piles eee Sey - ae ‘ eee a ‘ 
eee oa wectuk ae, 7 Sages, fs 5 s Tr al ieee i > ss . 
om a — (ne : 1 j 
a , Gone: elding Field 896 
: : oa he ieee 3 
2%, iS i heres PCA wie 
wtb Ate we ee ee err , 
he ee ap re hs enip hemane te ’ : ” : 
Se cnet ee . ee He ee ee ORM he NE Syd es we 
© oa , “ oes - ; 
: ta ‘ - p ae =. ae 30 a af ; 2 
‘ ST ae é : ey ee — Saul 
| “y ; se —_ nm . 
é ie E V4 F »” } ; Chor Te A - 
. r ‘ | ad Pea es a a - at i ue a 
: y¥ ll. | , ate oe ae sy ae 7 * ¥ si - 
iA aia ~ : } ; ae Seo rae Serer” ‘ 
te - Pon , | - Ps, a 2x8 os 
sah Seles Se wy . — para eee. ieee ( Lee eN ES daly ee ame SLI ae ¢ kL a ; 
SE W i > 7 | “f ase ee we “tH RTA 
a : . rere 
alee Oe 
pee ti 
pes OT Ree 
Bo ng fz, on 
* ae | ree 
er | ‘ Pacey 
pad or : : 
at by. 
eos 
“ee 
aes | aly 
ss) if \s | cae 2 
is | " a 
SR } 1. 
Fae | a b . : 
7 ee 
ies a 
bere ‘ if 
A " | - 
; a | ie s 
aint | ie 
_ Ter 
ar ie 
pe ae : tar 
i 4 ea 
a > 
a 2 
: 3 a ae 
i . me. = Ae 1 
mes F y a } *] if 
iy “3 4 * re “a en. 
apes POWER Sram = a a 
eta me 2 eee eee - Wigeins ~ By ‘ig 
ae oo — hae 
Seas Fon —— ‘4 
ela ah ae aa 
iene : ra 
i | a 4 
| Po ee : 
: - : ee es 
P, mS ‘F a 
a 2a 
, | - 
| 7a 
f ; | ‘ 
\ : LA 
- ee 
} é 
| 4 
| 
q NOON 3 | : 
; emacs See MAE ee PE ' . ha si 
See ie 
aes re 
ee ; 
a 


Bx 


ae 
ae Sh 


122 


Circus Provides Object Lesson to Shopping 
Center: Be One, Says Bigtop Adman Blake 


Et CENTRO, CAL., May 17—Ad-| 
man Wally Blake has finally real- | 
ized a boyhood ambition—he has | 
run away with a circus. 

Paul A. Miller, a friend of Wal- | 
ly’s and the owner of the Paul A. 
Miller Big Top Wild Animal Cir- 
cus, induced Wally to close his 
agency—temporarily at least—and | 
join “the greatest free show on 
earth,” in a ten-state tour of major | 
shopping centers. 

Wally is now so circus-struck 
that he’s currently setting up a 
1960-'61 12-month itinerary for 
the circus, which is headquartered 
in Davenport, la. 

But through it all Wally has 
remained true blue to the adver- 
tising corps. He has functioned as 
an advertising and promotional 
drumbeater for the Miller menag- 
erie. And, not forgetting that he| 
was once advertising and promo- | 
tion director of San Diego’s Claire- | 


mont Quad shopping center, he 
has made some observations on 
| shopping center problems. 


s The Miller circus generally 
‘holds six-day stands in regional 


centers, performing free from huge | 


open stage. The sponsoring center 
pays the cost of advertising and 
promotion, and the circus derives 
its revenue from its thrill rides, 
for which special discount tickets 
are furnished center merchants to 
give away. There are five traffic- 
inducing performances daily. 

Besides learning about circus 
operations,—which is another 
story—here are some of the things 
Wally has learned about shopping 
centers. 


e In the roughly 6,000 centers in | 


the U.S., persons with a good 
working knowledge on how to pro- 
mote a shopping center are as 
scarce as little boys who don’t) 


Arthur E. Prell 
recommends 


Arthur E. Prell, Ph.D. 
Executive V.P., Director of 
Media & Research 

French Advertising, Inc. 
St. Lovis, Missouri 


MATERIAL HANDLING ENGINEERING 
for Alvey Conveyor Mfg. Co. 


“We found that MATERIAL HANDLING ENGINEER- 
ING is one of the most important buying influences 
for pre-engineered conveying systems as produced 


by our clienr.. 


.60% of the magazine's circulation 


goes to people with the title or function of material 


handling engineer. 


“We recommended MATERIAL HANDLING ENGI- 
NEERING to Alvey because it provides maximum 


coverage of all important material handling speci- 
fiers at a reasonable cost.” 


MATERIAL HANDLING i 
ENG/NEERING 

~ 44,000 
MATERIAL HANDLING 
ILLUSTRATED 

Bi-monthly circulation - 
Both Published By: 


Monthly circulation 
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AL HANDLING, 


89,000 
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WALLY BLAKE and girl friend, 
BIG MARY. 


|like to watch circuses. The field 
|has grown so rapidly that some 
| centers have become “loosely con- 
|trolled ogres,” Wally said, and it 
is his belief that the shopping cen- 
| ter “offers the major merchandis- 


|ing challenge for advertising pro- | 
|}motion people in the nation 


| today.” 


e Despite the trend to centers, 
many retail stores in them are 
having a difficult time because 
|there are no qualified advertising 
| and promotion people around. Fur- 
|ther, landlords, developers and 
|merchants often fail to agree on 
| workable promotions. Finally, 
most centers have inadequate pro- 
motional budgets. 


s Mr. Blake asserts that adequate 
parking space is not the simple 
answer to success. “Centers must 
be advertised and promoted. Many 
shopping center merchants tend to 
be aloof, indifferent and fail to 
meet competition with competitive 
| prices,” he. says. 

| “Successful shopping centers 
and their merchants offer realistic 
competitive prices, full range of 
merchandise, courtesy and good 
service coupled with good adver- 
tising and promotion, both indi- 
vidually and cooperatively.” 

It is Wally’s opinion that insti- 
tutional promotions, while they 
may be good public relations, do 
not necessarily result in sales or 
increased profits. And many shop- 
ping center promotions are excel- 
lent traffic-builders, bringing lit- 
erally thousands of people to the 
center—but at night, when all the 
stores are closed! 

What is needed, Wally thinks. 
to create peak traffic, increased 
sales, new business and good wil! 
(and more kids who want to run 
away from home) is something like 
a free, five-times-a-day circus. + 


Publication Picks Kimball 

Maurice A. Kimball Co., San 
Francisco and Los Angeles pub- 
lishers’ representative, has been ap- 
pointed to handle advertising sales 
in the 11 western states for Indus- 
trial Electronics, a new monthly to 
be issued in September by Sutton 
Publishing Co., New York, with a 
guaranteed controlled circulation 
of 25,000. Charter rate for the first 
three issues is $395 for a one-time 
b&w page. There will be no issue 
in December. Regular rates begin 
with the January, 1961, issue, when 
the one-time b&w page rate will 
be $670. 


KTBS-TV Appoints Katz 

KTBS-TV, Shreveport, La., for- 
merly represented by Edward Pet- 
ry & Co., has named the Katz 
Agency as its national represent- 
ative. 


Boat Mtg. Names Rosen 

Boat Mfg. Co., Daytona Beach, 
manufacturer of cabin cruisers, 
has named Sy Rosen Advertising, 
New York, its first agency. 


| tice suits now approaches $50,000,- | 


/maceutical manufacturers. 


Advertising Age, May 23, 1960 


Attention, Doctors! Another {Co., New York, has joined the in- 
Magazine Is Coming Your Way | ternational division of the Ameri- 
A new publication for physi- |can Broadcasting Co. as an account 
cians, Medical Legal Digest,| |executive. In another appointment 
made its bow May 15. A monthly | i? the international division, ABC 
published by Medical Legal Pub-| fn ee ae 
a 

tine wil be devoted exclusively to. The Central American Television 
the legal problems faced today by | |Network, which ABC organized 
doctors. Citing the need for such a| | with five Central American tv sta- 
book, the publisher states: “The | tions, has held its first board of di- 
national dollar volume in malprac- | 'rectors meeting in San Jose, Costa 
| Rica, electing as its president, Hu- 

| bert Federspiel, a major stockhold- 


Medical Legal Digest will have a ler in Televisora de Costa Rica. The 
controlled circulation of 160,000, a oo = ee eee 
trim size of 6%x10” and a one-time | y kend 2 A i id 
page rate of $1,200. The advertis-| ee ay 7. ABC holds an 
ing director, Thomas W. O’Malley, interest in the station. 
will be headquartered in New) 
York at 420 Madison Ave. He re- ‘Helene Curtis Offers Premium 
ports that the first issue will. carry | Helene Curtis Industries, Chica- 
18 pages of advertising from phar-| go, this spring is offering a small 
| hair brush free with every pur- 
| chase of the $1.69 and $1.95 size of 
|regular or super soft Spray Net. 
Heads New Tv Network |The brush, about half the size of a 
Patrick A. Petrino, formerly|regular brush, is designed to fit 
media director of Robert Otto &| handily into a purse. 


000 per year.” 


Petrino to ABC; Federspiel 


Samuel A. Allen 
Media Director 

Fuller & Smith & Ross 
Chicago, Illinois 


Samuel A. Allen 
recommends 

MODERN OFFICE PROCEDURES 
for A. B. Dick Company 


“MODERN OFFICE PROCEDURES’ editorial appeal 
and large circulation help A. B. Dick reach an 
important marketing area. Teamed with other good 
publications, our client’s advertising in MODERN 
OFFICE PROCEDURES is directed to people whose 
titles and functions create a community of interest 
in business communication systems, duplicating and 
copying supplies and equipment.” 


MODERN OFFICE _moomns orcs 


PROCEDURES | 
NEPOTisM 


Monthly Circulation - 100,000 
Published by: «diy heen in betennet 


| 
ff} ) | “oor cnn aoe 


rx 
The INDUSTRIAL PUBLISHING 


Corporation 
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Advertising Age, May 23, 1960 


Edwards Co. Names Huston 
Sheila B. Huston, formerly ad| 
manager of the Poly-Choke Co., 
has been appointed merchandising 
manager for the newly formed ed- | ALONG D> 
ucational equipment division of | Beiarowe fF 
Edwards Co., Norwalk, Conn. A) ZOOMATIC 
language laboratory system will be a 
the first product of the division bs aac 
which has been set up to a : 


ON A PICNIC? 


ike Me 


electronic teaching aids. 


Wiest, Kinsman Elevated 

Doug Wiest, formerly a copy-| 
writer, and Clare D. Kinsman, for- | 
merly in charge of trade relations, | 
at Shatterproof Glass Corp., De- 
troit, have been named to the new | 
posts of assistant advertising man- | 
ager and advertising assistant, re- | 
spectively. | 


Snedeker Joins Tyson or = 


Norman F. Snedeker, formerly | 
with Humbert & Jones, New York, | 


ii 


‘Beli « Howell 


Gom ON A VACATION ? 


lake fe 
a 


« Howell 


INFALLIBLE 


has joined O. S. Tyson & Co., New ON THE COUNTER—Bell & Howell, Chicago, is backing up its “Take 


York industrial 
account executive. 


agency, as an 


Me Along” spring promotion with this point of purchase display for 


dealers. 


——— 


Shulton, Max Factor, 


Nestle-Lemur Deny 


FTC Ad Charges 


WASHINGTON, May 17—-Three 
major cosmetic and toiletry com- 
panies have denied charges of the 
Federal Trade Commission that 
they make illegal cooperative ad- 
vertising payments to a Texas 
supermarket chain. 

An FTC complaint last January 
involved payments by the three 
companies: Nestle-Lemur Co., New 
York; Max Factor & Co., Holly- 
wood, and Shulton Inc., Clifton, 
N. J—to J. Weingarten Inc., Hous- 
ton chain with 


| South. 
Max Factor said payments were | 


in accord with its policy of making 
allowances on 


mers. Both Nestle and Max Factor 


45 outlets in the| 


proportionately | 
equal terms to competing custo- | 


a ee 


12 


w 


\has always been to make allow- 
| ances available to all customers, 
|\large or small, on proportionately 
/equal terms. + 


Tue 


*SWINGLES are swinging jingles that SELL! 
They're created exclusively for you by the Jingle 
Mill to move your product or win loyalty for your 
Station. 

SWINGLES are so good, 800 top advertisers and 
stations have bought over 10,000 of them, with 
a 98% re-order record. 

Put this record to work for you. Write, wire or call 


said payments were in good faith 
to meet allowances given by com- 
petitors. Shulton said its pene 


R. S. Buckbinder 
Executive Vice President 
The Frederick Clinton Co. 
New York, N.Y. 


R. $. Buckbinder 
recommends 
OCCUPATIONAL HAZARDS 
for Lehigh Safety Shoes 


“We have used OCCUPATIONAL HAZARDS for our 
client, Lehigh Safety Shoe Company, with a sched- 
ule of 12 two-color pages per year, without inter- 
ruption, almost from the very first issue of the 
magazine. 

“It gives us a depth of penetration in industry not 
duplicated by any other media in the safety market, 
with vital direct impact on the buyers and speci- 
fiers of safety equipment. 

“Response-wise, OCCUPATIONAL HAZARDS has al- 
ways been one of our most productive media.” 


Ma LPATLONAT 


OCCUPATIONAL HAZARDS 
HAZARDS | 
Monthly Circulation - 24,000 


Published by: 


IN 
} A A 


The INDUSTRIAL PUBLISHING 
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Post Office Will 
‘Curb Odd-Size 


Envelopes, Mailers 
WaSHINGTON, May 17—The Post | 


‘Office Department notified busi- 


|ferential was discussed imposing 


|New York. 


ness mail users that there will be 
less freedom in using odd-size en- 
velopes and self-mailers once the 
department begins equipping it- 
self for machine processing of 
mail. 

Under a proposed standard | 
which the department expects to | 
put into effect in January, 1962, 
only rectangular matter will be 
mailable at first and third class | 
rates. There will be minimum size | 
standards, and a requirement that | 
all third class matter be mailed | 
on all four sides. 

More than a year ago, the de- | 


partment notified Congress that! - 


existing freedom to mail just about | 
anything will have to be sacrificed 
if the government is to get full 
value from mail handling machin- 
ery. 


= At that time, it reported that a 
3x5 minimum was under consider- 
ation for letter mail. A rate dif- 


penalties on mail which failed to 
conform to the standard. * 

In an official notice in the “Fed- 
eral Register” May 5, the depart- 
ment said it now expects to en- 
force a minimum of 3” high by 
4%” long on all letter mail after 
Jan. 1, 1962, and that mail which 
does not meet this minimum will 
be non-mailable. It also declared 
that all letter mail must be rec- 
tangular in shape, with a height 
to length ratio of no less than 1 x 
1.414, and with full sealing on all 
four sides. 


= Third class mail would be 
sealed, but would carry a notation 
authorizing the postmaster to open 
for inspection. 

The proposal, which applies to 
envelopes, cards and self mailers, 
specifies a special odd-size rate for 
third class matter which is not 
rectangular, or which has uneven 
surfaces. 

The new minimum is believed 
to meet some of the objections 
which the greeting card industry 
lodged against the proposed 3x5 
minimum discussed last year. At 
the present time the Post Office 
does not enforce any minimum 
size standards. 

Thirty days has been allowed 
for comments to E. A. Riley, di- 
rector of postal services, Post Of- 
fice Department, Washington 25. # 


Bedient to ‘Saturday Review’ 
Clarence O. Bedient, formerly 
with the Christian Science Moni- 
tor, has joined the national ad’ 
sales staff of Saturday Review, | 


. 7 eee 
ea gee 


Robert H. Derek 

Media Director 
McHenry-Derek Advertising 
Greensburg, Penna. 


Robert H. Derek 
recommends 


PRECISION METAL MOLDING 
for Latrobe Steel Company and 
Latrobe Die Casting Company 


“We recommended PRECISION METAL MOLDING 
to these two clients because of its specialized edi- 
torial content, directed to important men in the die 
casting and extrusion markets. It has broad, quali- 
fied circulation to men who design, produce and 
purchase die castings, dies and extrusion tooling. 


“Good customer action resulting from past and 
current ad campaigns in PRECISIQN METAL MOLD- 
ING has substantiated our selection.” 


. Precision 

PRECISION METAL Metal Molding 
MOLDING 

Monthly Circulation - 23,000 


Published by: 


a 


~y 


The INDUSTRIAL PUBLISHING 
Corporation 
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THE JINGLE MILL 


43 W. 5lst St., N.Y. 19, N.Y. @ PLaza 7-5730 
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On UNIVERSITY CAMPUS 
...0r ANYWHERE 


= 


Of all the folks you see 
from ABC Cincinnati... 


CINCINNATI 


POST 


IMES-STAR 


*B. L. Schapker Market Research 


Total ABC circulation, the largest 
daily in Cincinnati history... 
273,148 


The Newspaper that 
Spends the Evening 
with Almost 
1,000,000 Readers 


ROBERT K. CHANDLER 
Manager ,General Advertising Department 
* 

Represented by 
The General Advertising Department 
SCRIPPS-HOWARD Newspapers 


Hoerner 


Beach 


GREGARIOUS—At a special cocktail party in Chicago 
for sponsors and agencies of ABC-TV’s “The Un- 
were (from Armour & Co., one of the 
sponsors) J. M. Hoerner, vp and general manager; 


touchables” 


Stack 


Robert MacLea 


in charge of the 


Public Utilities Ad Group 
Tax Termites 
Attacking Ad 
Industry: Proud 


Janet Wolff Tells Group 
to Sell Women on 
‘Intangible Concepts’ 


New YorK, May 17—“I see 
nothing humiliating or defensive 
about admitting that less than 
1% of all advertising is dishonest 
or misleading,” C. James Proud, 
president of the Advertising Fed- 
eration of America, declared last 
week. 


“Show me any other profession 


which has any better record than 
that, if the facts were known?” he 
asked the annual convention of | 
the Public Utilities 
Assn., where he spoke. 
“We must not, and will not per- 
mit ourselves to be singled out as 


some sort of noisome pariahs or | 


to become whipping boys for ei- 


ther a tax-hungry government or| 


political opportunists who may use 
our occasional front-window in- 
discretions for their headline- 
hunting hearings.” 


a Mr. Proud warned the meet- 
ing that “tax termites will be back 
again in their efforts to undermine 
this tool of free enterprise and 
mass communication,” 
they would be especially plenti- 
ful on the state level. 

He listed seven “danger signs” 
which should be recognized as 
threats: 


1. Discriminatory taxes on ad- 
vertising. 


2. Internal Revenue Service 
regulations disallowing certain 
advertising expenses as tax-de- 
ductible. 


3. Denial of the right to deduct 
dealers’ advertising allowances 
before reckoning the base _ for 
manufacturers’ excise taxes. 


4. State or federal regulations 
forbidding members of certain 
businesses and professions to ad- 
vertise their services. 


5. Harsh restrictions on outdoor 
advertising located on highways 
built with federal or joint federal- 
state funds. 


6. Continuous and_ increasing 
postal rate discrimination against 
advertising content of magazines, 
newspapers and direct mail users. 


7. A proposed 1% excise tax 


I gh ee gee Ee ee eS a tae Tay on Pe, Steg eae Ree ROE, See tie: Salaeeeese, Fe ae 
F ; a 


Advertising | 


and said) 


Maclean Duensing 


n, marketing director, and David 


Duensing, advertising and sales promotion manager; 
Robert Stack, star of the show, and James Beach, vp 


central division of the network. 


on television commercials to pay 
for educational television. 


es Janet Wolff, vp 
Thompson Co., New York, gave 
the convention nine guideposts 
for selling women on the “intan- 
gible concept” of gas and electric 
companies. 

Generally, she said, “women’s 
feelings about a _ public utility 
are unfavorable, in any case sure- 
ly not strongly positive.’ A good 
many “feel that electricity and gas 
are so essential that they shouldn’t 
pay any more for them than they 
pay for water, and that the utility 
company adds nothing to the prod- 
uct, doesn’t make it into anything, 
so why should she pay for that 
‘nothing.’ ” 


of J. Walter 


s She listed the following guide- 
posts: 


1. Sell the senses. Wherever 
possible, “let women see, touch, 
try out—even experience, even 


via a magazine or newspaper.” 


2. Sell women on your compa- 
ny with an emotional, romantic, 


| personalized appeal—not just nuts 


and bolts, or number of kilowatt 
hours, voltage. Give her specific 
|facts that will “help her rational- 
ize her existing beliefs.as well as 
|help her husband see the light.” 

3. When dealing with money 
|or resistance to price, emphasize 
|good value, never just low price. 


ion Electric Co., St. Louis, 2nd vp; 
Elton E. Stuenckel, advertising 
manager, South Jersey Gas Co., 
Atlantic City, 3rd vp, and Mead 
Schenck, advertising manager, In- 
terstate Power Co., Dubuque, 
treasurer. = 


Center for Research Names 
Linden, Shapiro, Dawson 


The Center for Research in Mar- 


keting, Peekskill, N. Y., has added 
two new staffers—David Linden, 
formerly with the research depart- 
ment of the Columbia Broadcast- 
ing System, and Sidney A. Shapiro, 
formerly with Alfred Politz Re- 
search. The center also announced 
that Mrs. Marjorie Granger Daw- 
son, head of her company, Mass 
Media Marketing to Women, has 
|been retained as a consultant on 
women’s and children’s studies. 


George Mott Joins SSC&B 

| George Mott, formerly with Grey 
| Advertising, has joined Sullivan, 
|Stauffer, Colwell & Bayles, New 
| York, as an account executive. on 
| Lever Bros. Leo J. Keegan Jr., for- 
merly associate director of research 


Advertising Age, May 23, 1960 


Expenditures of Top 


15 in Network TV 
February, 1960 


. Sterling Drug 
. General Mills 
. Kellogg 
10. R. J. Reynolds 
11. Ford Motor 


1. Procter & Gamble ................ $3,640,042 
2. American Home Products 2,809,082 
a CRS GN  Rcbcuatewue 2,540,219 
4. General Motors .................... 1,862,190 
5. Colgate-Palmolive ................ 1,776,474 
6. General Foods .................... 1,731,203 
7 
8 
9 


De. WIIIRA SG cbecaiidentiaded ess buechibenetes , 

13. Liggett & Myers oo... 948,698 
eer ee 939,760 
15. American Tobacco ................ 920,311 
Source: Leading National Advortisers— 


Broadcast Advertisers Reports. 
Figures include gross time costs only 


Bennett Names Goldenberg 

Harry Goldenberg has been ap- 
pointed traffic manager of Victor 
A. Bennett Co., New York, suc- 
ceeding Anthony J. DeMicco, who 
has resigned. Prior to joining the 
Bennett agency, Mr. Goldenberg 
was with Grey Advertising Agency 
and J. Walter Thompson Co. 


Whittaker to ‘Army Times’ 
Ralph R. Whittaker Jr., formerly 

exec vp of Street & Smith Publica- 

tions, has joined Army Times Pub- 


| lishing Co., New York, as a vp and 


at the agency, has been promoted | 


to account executive on the same 
account group. 


director of publications, a new post. 


Available 
to discriminating organization 
Executive 
Art Director 


Remuneration in mid twenties 


BOX 199 
Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


Inquiries held in strictest confidence 


‘America looks to the South 


“A woman wants something good | 


\for less (or nothing)—not some- 
| thing cheap,” she said. 


| 4. Don’t be afraid to pioneer a 
|/new idea with a new twist. 


| 5. When your appeal is a mass 
appeal, sharpen it by selling to 


the individual woman. 


| 6. Make your selling job a fam- 
ily affair whenever you can. 


7. Help her to be more creative. 
Appliances, she said, “are robbing 
| her of some of her creativity.” 
| 8. In talking to a woman, start 
with her personal inside world. 
Abstract ideas have meaning only 
as they relate to her. 


| 9. Appeal to her by making her 
|life easier, more exciting, but of- 
|fer her specifics that will give 
|her know-how aid in running her 
|house, something that will put a 


| little romance in her life. 


s The convention elected the fol- 
lowing new officers: Frank C. 
Lietz, advertising manager, North- 
ern Illinois Gas Co., Bellwood, 
Ill., president; Jack Fleming, ad- 
vertising and public relations man- 
ager, Canadian Western Natural 
Gas Co. & North-Western Uiil- 
ities, Calgary, Ist vp; James W. 
Lumpp, advertising manager, Un- 


for economic growth, and 


the Jackson T V 


market area 
leads that 
growth.” 


Past President, 
U.S. Chamber of Commerce 


BOYD CAMPBELL 


Pres., Mississippi 
School Supply 


Serving the Jackson, Miss., Television Market 
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Third Class 
Mailers Hit 
McKinsey Study 


(Continued from Page 1) 

& Co. was wrong in predicting 
that magazines could raise their 
subscription prices. “We found 
from our experience,” he told com- 
mittee members, “that when we 
increased the annual subscription 
price for Successful Farming rev- 
enues increased moderately, but 
costs increased sharply. So al- 
though subscribers paid more for 
Successful Farming, there was a 
net detriment to the company.” 


s After two weeks of hearings, the 
committee apparently is nowhere 
near the end in its hearings on the 
administration plan for 5¢ letters, 
a %¢ per piece surcharge for sec- 
ond class, and a 30¢ per hundred 
rate for bulk third class. Only a 
handful of publishers have been 
heard, with some already on no- 
tice that they probably will not be 
heard before the first week in 
June. 


® Direct mail’s case against rate 
increases was submitted during the 
past two days by an array of wit- 
nesses under the supervision of 
Harry J. Maginnis, executive man- 
ager, Associated Third Class Mail 
Users. In opening the third class 
case, Mr. Maginnis stressed the 
fact that the Post Office is the only 
agency in govefnment which brings 
in any substantial revenue to the 
government in return for the serv- 
ice it renders. He dramatized the 
point by displaying a copy of a 
204-page patent which cost the 
government $5,463 to print, and 
which he purchased for 25¢. 


® Bernard Fixler, one of the di- 
rect mail witnesses, told the com- 
mittee the language of the Mc- 
Kinsey report indicates “that 
whatever study they made of this 
medium was conducted among 
companies who use direct mail 
sparingly.” 

Noting that McKinsey referred 
to postage rates as a minor cost 
of direct mail advertising and sell- 
ing, Mr. Fixler said, “It is incon- 
ceivable to me that McKinsey & 
Co. was referring to a mail order 
business when they stated that 
314% of the total costs are not the 
make or break factor in this busi- 
ness.” 

Third class mailers pointed out 
that rates for bulk third class will 
be up 150% July 1, when a 25¢ per 
100 rate becomes effective, while 
post office costs are up only 112% 
ince 1946 and the cost of living 
index up only 114%. They warned 
hat further increases will be fatal, 
particularly to relatively small re- 
ailers who use “occupant” mail in 
brder to get saturation coverage of 
xeighborhoods where their stores 


ee 


Richard C. Taggart, coordinator, 
. A. Storing Co., Columbus, said 
bven if costs are passed on, some- 
bne suffers. “Of one thing I am 
mertain,” he declared. ‘The reduc- 


heir mailing lists. “Every year 
illions of dollars are invested in 
ulling lists, improving copy, cre- 
hting better selling stories and gen- 
brally improving the product,” said 
arry W. Schlosser, vp, Western 
Kuto Supply Co., Kansas City, 
o. “This is an absolute must and 
ompetition prohibits it from be- 
ng otherwise.” 


In his testimony for Meredith, 


Mr. Hall said that aside from the 
fact that it is impractical to pass 
additional postage costs along to 
subscribers, it is also impossible to 
claim more money from readers 
whose subscriptions are already on 
the books. He said average length 
of subscription for Successful 
Farming on the books is 40 months, 
while, for Better Homes & Gar- 
dens it is 21 months. 

He urged the department to de- 
termine out of pocket costs of dif- 
ferent kinds of mail handling, and 
to propose rates “realistically re- 
lated to those costs.” 

“As a government monopoly op- 
erating an essential service, the 
Post Office cannot price itself out 
of the market,” he commented, 
“but it can, and I fear will, price 
many valuable enterprises out of 
existence. 

“We venture to predict,” he said, 
“that the result of this shortsighted 
policy will not be the elimination 
of postal deficits. On the contrary, 
the Post Office Department will be 
back before you in another year 
demanding another round of un- 
justified increases.” 


s The U. S. Chamber of Com- 
merce supported the department’s 
bill “in principle,” but suggested 
that the committee consider a 
minimum piece rate to make light- 
er periodicals pay a larger share 
of cost. + 


Elliott Reportedly 
Is Key to Rep Deal 
for Ex-CBS Stations 


(Continued from Page 1) 
mission or the courts, and its sta- 
tions are leaving ahead of the 
deadline. 


= A key figure in the case of the 
four CBS stations whose business 
is on the loose is Arthur Elliott, 
eastern sales manager of CBS-TV 
Spot Sales, who declined to accept 
phone calls. Mr. Elliott reportedly 
has been active in efforts to move 
the stations as a group, either to a 
new company to be set up by him, 
or to one of the rep companies that 
are bidding for the business. Mr. 
Elliott and some of his key aides 
will move with the business if his 
deal works out. 


# AA queried executives of Jeffer- 
son Standard Broadcasting and the 
Washington Post broadcast divi- 
sion; at press time both indicated 
that no decision had yet been made 
as to who will get their business. 
One of the officials queried thought 
there might be a decision soon. 
Nobody would say who the lead- 
ing contender is, but some sources 
left the impression that Paul H. 
Raymer Co. and Henry I. Cristal 
Co. (the latter would be moving 
into tv for the first time) are 
among the leaders. Among others 
reportedly still in the running for 
these stations: Branham Co. and 
Harrington, Righter & Parsons. # 


Leo Burnett Names Tillson 
Media Department Manager 
Leo Burnett Co., Chicago, has 
appointed Harold Tillson manager 
of the media 


ion in the volume of third class | 


ail will neither benefit the Post | 
Dffice nor the over-all economy.” | 
Mailers complained bitterly | 
hbout McKinsey’s observation that | 
hey can cut costs by improving 


department, re- 
porting to 
Thomas A. 
Wright Jr., vp 
in charge of 
media. 

Mr. _ Tillson, 
formerly media 
group supervi- 
sor, is succeed- 
ed by George 
Wilcox, previ- 
ously associate 
media supervi- 
sor. At the same time John W. 
Setear, formerly assistant manager 
of the media department, has been 
appointed marketing supervisor of 
the marketing department. 


Harold Tillson 


Last Minute News Flashes 


Bondyne Names Rockmore for New Drive 


New York, May 20—Bondyne Associates and the textile fibers de- 
partment of Union Carbide Chemicals Co. have appointed Rockmore 
Co. for a forthcoming campaign on Bondyne fabrics. All other Union 
Carbide Dynel fiber advertising remains at Anderson & Cairns. Bon- 
dyne fabrics are made with Dynel fiber. 


Fiat Account Seen Shifting to Grant 


New York, May 20—Grant Advertising, which loses the Dodge car 
and truck account at the end of the 1960 model year, is expected 
to be named shortly to handle advertising for Fiat Motor Co. Fiat has 
been billing about $750,000 at Adams & Keyes. 


Gluek Names Forney in Second Switch of Year 


MINNEAPOLIS, May 20—Gluek Brewing Co., brewer of Gluek beer 
and Gluek Stite, which only last month switched its account from 
Olmsted & Foley to Colle & McVoy (AA, April 11), has now moved 
over to John W. Forney Inc., effective June 1. The account bills an 
estimated $300,000. 


Warwick & Legler Gets Pinex: Other Late News 

e Thayer Laboratories, a division of Revlon Inc., New York, has as- 
signed advertising for its Pinex line of cough syrups and other remedies 
to Warwick & Legler, New York. Keyes, Madden & Jones is the pre- 
vious agency. Cockfield, Brown & Co. will continue to handle Canadian 
advertising, the company reports. When Revlon purchased Pinex Co. 
(AA, Feb. 15), it said that both Keyes, Madden and Cockfield, Brown 
would continue on the account. 


e Richard Gibson, promotion manager of Iron Age, is leaving 
Chilton Co. to join American Aviation Publications as director of 
marketing, effective in June. 


e Clark Lawrence, formerly account supervisor, has been named 
president of Long Advertising, San Francisco, succeeding Alvin Long, 
founder, who moves up to board chairman. Wayne Lenz, business 
manager and comptroller, was named exec vp of the agency and Steve 
Daly, account executive, was elected a vp. 


e Lawrence H. Smith has been appointed commercial advertising and 
sales promotion manager of Mobil Oil Co., New York, succeeding 
Charles J. Copley, who has retired. Mr. Smith was formerly commer- 
cial program manager in Mobil’s advertising department. 


e Motorola Inc., Chicago, will feature its new Astronaut transistorized 
tv set in its 1961 line of tv and table and clock radio sets next Sep- 
tember and October. The company will use 1,000-line ads in 600 news- 
papers in 300 markets. In addition, the same markets will be covered 
with No. 100 outdoor showings and dealers’ and distributors’ radio 
spots. Leo Burnett Co. is the agency. 


e Frank Mayans and William T. Moran, both with the research depart- 
ment of Young & Rubicam, New York, have been named vps of the 
agency. Mr. Moran will become manager and coordinator of the de- 
partment and Mr. Mayans will be associate director for plans and 
analysis. 


e Kenyon & Eckhardt, which recently lost the $1,500,000 Pepsi-Cola 
account in Canada to Batten, Barton, Durstine & Osborn (AA, May 
16), is expected to close its Montreal office in the near future and 
transfer its remaining Montreal accounts, estimated to involve $150,- 
000 a year in billings, to Toronto. At press time K&E would make no 
statement on the reported closing. 


e Bradford Organ Co., Glenview, Ill., manufacturer of electric organs, 
has named Powell, Schoenbrod & Hall Advertising, Chicago, to handle 
its advertising and pr. The company had no previous agency. 


e Edward J. Crooker and Paul L. Richey have been named respec- 
tively manager of operations and assistant manager of operations of 
National Outdoor Advertising Bureau, New York. Mr.*Crooker joined 
NOAB as a field representative in 1948 and has been assistant to the 
vp in charge of finance. Mr. Richey, with NOAB since 1952, was 
brought to New York this.year after having been manager of the 
Chicago and San Francisco offices of NOAB field service. Earlier 
this week James T. Mullen, formerly manager of the poster contract 
department, Chicago, was moved to New York as account supervisor, 
and John I. Hembre, formerly account supervisor, was named manager 
of the field service department. 


e The Birds Eye division of General Foods Corp., White Plains, will 
use four-color spreads in The American Weekly, Parade and This 
Week Magazine and independent Sunday supplements May 22 through 
June 5 to promote an ad contest featuring trips to Hawaii. Entrants 
must submit an ad headline for Birds Eye frozen beans with front 
panel or a can top of a Birds Eye frozen food product. Prizes include 
two-week vacations in Hawaii for 25 couples, and 500 Minolta cameras. 
Young & Rubicam is the agency. 


e Maremont Automotive Products, Chicago, has moved its advertising 
account from Waldie & Briggs to Bozell & Jacobs, effective July 1. The 
account includes five divisions, which make clutches, auto mufflers, 
brake drums and other automotive products. 


TED R. GAMBLE 

San Francisco, May 18—Ted R. 
Gamble, 54, president of the Mount 
Hood Radio & Television Broad- 
casting Corp., Portland, Ore., suf- 
fered a cerebral hemmorrhage in 
his suite at the St. Francis Hotel 
here today and died a few hours 
later. 

Before becoming the operator of 
the KOIN radio and tv stations, 
Mr. Gamble had been president of 
Northwest Theatrical Enterprises 
and of his own company operating 
theaters in the East and Midwest. 

He was born in Nevada, Mo., 


and began his theatrical career as 


a doorman at the age of 13. When 
a 19-year-old student at the Uni- 
versity of Oregon he was general 
manager of a chain of 11 theaters. 

During World War II he was 
named assistant to the Secretary 
of the Treasury to supervise War 
Bond field organizations, and was 
later national director of the War 
Finance division. 

Mr. Gamble was appointed di- 
rector of the Theater Owners of 
America when that group was or- 
ganized in 1947. 

With Mr. Gamble when he died 
was his daughter, Susan, who is 
with KRON-TV here. 
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New FCC Division 
to Increase Local 
Radio-TV Policing 


WASHINGTON, May 20—The Fed- 
eral Communications Commission 
moved to tighten its grip over the 
radio-tv industry today with the 
creation of a new complaints and 
compliance division to put policing 
on a systematic basis. 

Under the plan outlined by 
Chairman Frederick W. Ford, the 
emphasis will be on field investi- 
gations and monitoring to check 
the performance of stations. In 
many instances, he said, hearings 
will be held in local communities 
“to provide a proper forum to de- 
termine whether the services pro- 
vided by stations have been in the 
public interest.” 


s The plan conforms to sugges- 
tions advanced recently by many 
members of Congress, including 
Sen. Warren Magnuson (D., 
Wash.), chairman of the committee 
on interstate and foreign com- 
merce and the Senate appropria- 
tions subcommittee, responsible 
for FCC’s budget. 

When it comes into existence 
June 1, the new division will have 
a two-pronged assignment, Chair- 
man Ford said. One of its duties 
will be to send investigators into 
the field to check specific com- 
plaints. Its other duty will be to 
organize a systematic monitoring 
program to audit the performance 
of stations on a spot basis. 


= The plan represents a major ef- 
fort by the FCC to prevent erosion 
of radio-tv programming, and to 
insist on compliance with rules 
governing sponsor identification. 
In the past FCC has handled 
most investigations of complaints 
by mail. In renewal cases, it has 
acted on statistical reports, and has 
never withheld a renewal for fail- 
ure to provide satisfactory program 
service. 

Chairman Ford said the commis- 

sion is determined to get “a more 
penetrating view” of station per- 
formance before acting on renew- 
als. Since there are 5,000 stations 
in 2,000 communities, he said the 
monitoring will be selective, but 
that he would expect to reach about 
100 communities during the first 
year. He is asking $300,000 of extra 
money this year. 
One of the purposes of the mon- 
itoring, he said, will be to check 
performance against promise. “In 
those cases where licensees are 
found to have abused their trustee- 
ship flagrantly, provision will be 
made for formal hearing proced- 
ures,” he said. # 


Home Testing Appoints 4 

George Gagnon, who has been 
on the staff of Home Testing In- 
stitute, Port Washington, N.Y., a 
national marketing research or- 
ganization, has been promoted to 
director of research. He will be in 
charge of consumer survey and 
product testing activities. Helen 
Hildebrand, also on the staff of the 
company, has been named assist- 
ant to the president. Herbert Ait- 
man, previously a research statis- 
tician at ABC, and Stuart Gray, 
formerly a senior research as- 
sociate of NBC, have been named 
client contact supervisors on TVQ, 
a national qualitative television 
research service operated by Home 
Testing Institute. 


Lamneck Joins Donahue & Coe 

Joseph Lamneck, formerly gen- 
eral manager of television com- 
mercials at Warner Bros., New 
York, has been named to the new 
post of director of radio-tv, com- 
mercial division, at Donahue & 


Coe, New York. 
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Resign Unethical 
Clients, Kintner 
Urges Agency Men 


New York, May 20—FTC Chair- 
man Earl W. Kintner advised ad- 
men [agency men, in the sense of 
what he had to say] to resign 
rather than work for a client whose 
advertising violated their ethics. He 
called for the development of a 
personal professional responsibility 
on the part of admen as a means 
of improving advertising. 

Mr. Kintner was one of the fea- 
tured luncheon speakers at the first 
American TV Commercials Festi- 
val & Forum held here this week. 
Wallace Ross, in association with 
Sponsor Magazine, produced. the 
three-day festival, which was high- 
lighted by the selection of the 
top 28 commercials from a field of 
about 1,300 entries. 

Mr. Kintner told the forum that 
“The member of a profession 
must test each element of his work 
product against a coherent body of 
ethical precepts; only if every 
element satisfies the spirit as well 
as the letter of the ethical code of 
his profession can a professional 
be satisfied. 

“To me professionalism means 
a willingness to respectfully dis- 
agree with one’s clients, to tell 
one’s clients forthrightly that there 
are severe objections to a proposed 
course of action, to present an un- 
objectionable program and, yes, 
to resign from the service of the 
client if he persists in following a 
course of action that would violate 
the ethics of his adviser. 


= “If advertising men develop 
this sense of professionalism, and 
if advertisers absorb the lesson 
that good will and public reputa- 
tion slowly and painfully acquired 
may well be dissipated by one ill 
advised and offensive campaign, 
public respect for advertising will 
be assured,” he continued. 

Mr. Kintner called on the ad 
industry to clean up personal 
product and proprietary drug ad- 
vertising. He said: “My voice is 
merely one of a chorus here. Mem- 
bers of the Congress, consumer 
protection groups, citizens from 
every corner of the nation and 
many leaders of the advertising 
industry have raised their objec- 
tions in a very determined manner. 
The responsibility for eliminating 
these objections is yours. You in- 
sure the continuing discredit of 
your industry if you do not dis- 
charge that responsibility.” 


@® The commercial festival’s 
Thursday luncheon smacked of an 
international flavor. Serving up 
the continental cuisine of com- 
mercials was Harry Wayne Mc- 
Mahan, tv consultant and ADVER- 
TISING AGE columnist. Mr. 
McMahan showed the admen a 
preview of 18 ads which he had 
selected from the 150 entrants for 
the Venice ad festival scheduled 
for June 13. The commercials were 
from Great Britain and various 
other European countries. 
“Europeans get higher creativ- 
ity in their commercials,” Mr. 
McMahan said, and he went on to 
prove his point graphically. One 
of the most striking observations 
to be made about the collection of 
Europe’s finest was the consistent- 
ly light, extremely soft sell ap- 


day luncheon, Kenneth C. T. Sny- 
der, tv creative director at Need- 
ham, Louis & Brorby, reviewed the 
growth of television commercial 
production since its infancy, em- 
phasizing the national, heterogene- 
ous scope which now characterizes 
the industry. “We’re not regional 
or insular anymore,” he said, “and 
we do our work where it can be 
done most economically and ef- 
ficiently.” 


@ Mr. Snyder said that commercial 
production crews travel to any 
area of the U.S. to do a job if they 
feel that the locale would add to 
the effectiveness of the commer- 
cial. This is quite different from 
the earlier days of tv, he added, 
when the industry depended pri- 
marily on New York and Holly- 
wood, looking to the eastern 
metropolis for such things as ani- 
mation and the West Coast for 
huge production extravaganzas. + 


Delta Kicks Off 
$1,000,000 Ad Push 


for New Jetliners 


ATLANTA, May 17—Delta Air 
Lines began a $1,000,000 promo- 
tion campaign this week to intro- 
duce the newest brand of jet air- 
liners to the traveling public. 

On May 15, Delta put the first 
two Convair 880 airliners into 
service, one non-stop between 
New York and Houston, and the 
other non-stop between New York 
and New Orleans. Non-stop serv- 
ice between Atlanta and New York 
began yesterday. 

Along with it, C. E. Woolman, 
airline president, told a San Diego, 
Cal., audience at the introductory 
banquet, Delta will devote the $1,- 
000,000 portion of its budget to a 
campaign to familiarize the travel- 
ing public with the Convair 880, 


which promotions will describe as |’ 
the newest, fastest and quietest of 


the jet airliners. 

Advertising will also point out 
that Delta is the first airline in the 
world to use the fastest airliner in 
the world. Mr. Woolman said the 
campaign will go through all me- 
dia—not only newspapers, radio, 
television and magazines, but also 
direct mail, special events and per- 
sonal calls. 


® As a starter, Delta public rela- 
tions teamed with Convair division 
of General Dynamics Corp. and 
General Electric Corp., the engine 
maker, in a press demonstration 
flight which carried 67 press rep- 
resentatives and company officials 
last week between San Diego and 
Atlanta in less than 3% hours. 

The advertising campaign will 
break in each of the cities Delta 
serves, a few days in advance of 
the beginning of Convair 880 
flights out of each city. By the end 
of September, Mr. Woolman said, 
Delta will have flights serving 18 
cities, from Chicago and New York 
around to Houston and the south- 
east cities. 

Burke Dowling Adams Inc. is 
the agency. + 


proach. The majority of these 
commercials, many of which are 
shown in theaters, used animation 
and unusual cinematic effects, and 
many used a light humorous touch. 

About half of the group used no 
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new Cuticura Medicated Cream 


works faster to relieve ail kinds of skin rrritatrons 


NEW—Potter Drug & Chemical 
Corp., Malden, Mass., introduces 
its new Cuticura medicated cream 
during June and July in Every- 
woman’s Family Circle, Ladies’ 
Home Journal, McCall’s, R. N. and 
Woman’s Day. Kastor, Hilton, 
Chesley, Clifford & Atherton, New 
York, is the agency. 


Dyke Joins Durham Associates 
Ken R. Dyke, who retired in 
1958 as vp and assistant to the 
president of 
Young & Rubi- 
cam, has joined 
Robert C. Dur- 
| ham Associates, 
New York, as a 
| senior consult- 
ant. Mr. Dyke 
has been in ad- 
vertising and 
sales promotion 
since 1920. He 
was. formerly 
assistant ad 
manager of U.S. 
Rubber Co. and was also onetime 
vp in charge of programs for the 
National Broadcasting Co. 


Olden joins BBDO Art Staff 

Georg Olden, formerly director 
of graphic arts with the CBS Tele- 
vision Network, has joined Batten, 
Barton, Durstine & Osborn, New 
York, as a group art director in 
the television department. A fre- 
quent winner of awards, he recent- 
ly was selected by a Japanese art 
magazine as one of the 15 leading 
graphic designers in this country. 
Ralph Amirati, formerly an art 
director with Erwin Wasey, Ruth- 
rauff & Ryan, has joined BBDO as 
an art director. 
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words at all, depending on tricks 
of animation, electronic devices, | 
music and sound effects to get) 
their message across. Mr. Mc-| 
Mahan said that he would review | 
the Venice ad festival entrants in | 
the June 20 issue of ADVERTISING | 
AGE. 
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like this will help 
kick off Delta’s 
$1,000,000 ad push 
for its new jet- 
liners. 
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FDA Fires Dr. Welch After Probe, 


(Continued from Page 2) 
committee showed that much of 
the money originated with Chas. 
Pfizer and Lederle, the two 
\largest antibiotics producers. 
| Pfizer’s expenditures for advertis- 
ing in the journal were $65,475; for 
reprints $171,752; and for extra 
pages $19,484. Lederle’s expendi- 
tures included $77,680 for adver- 
tising, $89,065 for reprints and 
$1,750 for extra pages. 

There were 75 purchasers of 
reprints, according to the evidence, 
including $676 of purchases by the 
Department of Health-Education- 
Welfare. Major purchasers of re- 
prints, other than Pfizer and Led- 
erle, included: Wyeth $84,120; Up- 
john $52,127; Smith, Kline & 
French $39,063, and Squibb $37,- 
525. At least 29 advertisers used 
the quarterlies. Leaders, other 
than Pfizer and Lederle, were: 
Bristol $28,651; Eli Lilly $26,982; 
Upjohn $25,873, and Abbott Labs 
$23,364. 


a Testimony showed that Parke, 
Davis & Co. had given a $100,000 
grant in 1956 for a joint effort 
by M.D. Publications and Dr. 
Welch to launch a British edition 
of Antibiotic Medicine & Clinical 
Therapy. It was liquidated after 
eleven issues, and Dr. Welch re- 
ceived $18,972.89 of the residue. 
Mr. Engelstad also reported Dr. 
Welch received $36,750 from Med- 
ical Encyclopedia Inc., owned 
jointly by himself and Dr. Felix 
Marti-Ibenez, the 100% owner of 
M.D. Publications, and $1,729.45 
from “bulk sales” of publications. 

Sen. Estes Kefauver (D., Tenn.), 
the committee chairman, com- 
mented that the existence of a 
formula for determining compen- 
sation would make it very diffi- 
cult for Dr. Welch to disassociate 
his official capacity from his fi- 
nancial interests in these publica- 
tions. 

As director of FDA’s antibiotics 
division, Dr. Welch has been the 
government’s top expert respon- 
sible for “securing and organizing 
scientific facts and opinions con- 
cerning the efficacy under condi- 
tions of use of all classes of 
immunological products and anti- 
biotics.” 


s The hearing record showed he 
obtained permission from his su- 
periors in 1950 to participate in 
the founding of a technical pub- 
lication for the antibiotics field, 
and certain other outside writing 
activity. The department was ad- 
vised that the outlook was uncer- 
tain, but that he would receive 
an honorarium if the publications 
became profitable. 

His original publication, Anti- 
biotics & Chemotherapy, was ac- 
quired in 1952 by M.D. Publica- 
tions, and he remained as editor. 
He also served as editor of a second 
publication, Antibiotic Medicine & 
Clinical Therapy. 

Later he engaged in other enter- 
prises with Dr. Marti-Ibenez, in- 
cluding the encyclopedia. Begin- 
ning in 1953 he arranged for joint 
sponsorship by M.D. Publications 
and the Food & Drug Administra- 
tion of an annual antibiotics sym- 
posium in Washington. Papers from 
this symposium were published as 
“Antibiotics Annual” by Medical 
Encyclopedia Inc. 


s His connection with the pub- 
lication became a public issue in 
February, 1959, when Saturday 
Review published two articles 
questioning his relationship with 
the drug industry. Late last year 
Secretary Flemming signed regu- 
lations which forced Dr. Welch to 
withdraw from his outside editing 


~ Says Ads Were Basis for Compensation 


activities (AA, Feb. 9, Oct. 
59). 

Testimony received by the Kef- 
auver committee reported he had 
been unwilling to divulge to the 
department the amount of re- 
muneration he received from out- 
side activity. A memo drafted by 
FDA at the time the Saturday 
Review series appeared said he 
receives an honorarium for his 
services as editor of Antibiotics 
& Chemotherapy and that “this at 
times amounts to as much as 
$3,500 per annum.” 


19. 


= The Kefauver committee also 
received a copy of a memo sub- 
mitted by Dr. Welch to Food & 
Drug Commissioner George Lar- 
rick in 1956 in reply to charges 
from leaders of the drug industry 
that his name was being used in 
the sale of advertising in M.D. 
Publications. He told Commission- 
er Larrick he had reassured in- 
dustry leaders that he had no 
business interest in M.D. Publica- 
tions. 

The committee also received 
evidence that Dr. A. H. Holland, 
who was director of medicine for 
FDA in 1956, also served briefly 
on the editorial boards of the anti- 
biotic journals edited by Dr. 
Welch, and had received $4,875 
during the period June-Decem- 
ber, 1956. FDA sources confirmed 
that Dr. Holland, who left the 
agency more than a year ago, had 
served briefly with the publica- 
tion, but subsequently discontinued 
the arrangement. # 


Standard Motor 
Sets Magazine Push 
for Its Herald Import 


New York, May 20—The Tri- 
umph/Herald, a new British im- 
port that is called “three full en- 
gineering years ahead of other 
economy cars,” was introduced in 
the U. S. this week by Standard- 
Triumph Motor Co. 

Incorporating many new features 
and sporting an Italian design by 
Giovanni Michelotti, the Tri- 
umph/Herald is being backed with 
the biggest ad budget ever mount- 
ed by Standard-Triumph, U. S. 
subsidiary of the British manufac- 
turer, Standard Motor Co. 


= Already introduced in 87 other } 
countries, where it is reportedly a 
hot seller, the Herald made its 
advertising debut in a three-page 
insertion in the May 23 Time, with } 
the same ad scheduled for next § 
week’s Newsweek and U. S. News § 
& World Report. 
Standard-Triumph will then be- 
gin using pages in eight magazines 
and half-pages in 75 newspapers 
across the country. On the maga- 
zine schedule also are Holiday, 
Motor Trend, The New Yorker, 
Road & Track, Sports Cars Illus- J 
trated, Sports Illustrated, and Sun- 9 
set Magazine. j 
The Herald will be available § 
here in three models—two-door 
sedan, sports coupe and converti- 
ble. Prices at eastern ports of en- 


try will be $1,999, $2,149, and 


$2,229—plus state and local taxes. 


s Advertising, prepared by Doher- 
ty, Clifford, Steers & Shenfield, 
hails the Herald as “the car that 
almost never needs. greasing.” 
Copy will ride hard on the fact 
that “only four parts of the Tri- 
umph/Herald ever need grease— 
the trunions and water pump once 
every 6,000 miles; the steering box 
and wheel bearings once every 12,- 
000 miles. (That’s about once a 
year, if you drive as much as most 


people.)” # 
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the most challenging 
Liiblemof cur times! 


In Chicago, TV Station WBKB is investigating the problems of peace 
in our age by presenting a public service series, PEACE REPORT, 
which explores this vital issue in depth. Each of five separate two- 
hour reports brings together some of the finest minds of our time, 
each examines a different aspect of peace. PEACE REPORT is not 
a conventional series. Four hours of the REPORT originated from 
Argonne National Laboratory, where for the first time in history, 
telecasts were actually powered by nuclear energy. On one program, 
four of eight living Nobel Peace Prize winners were brought together. 
On another, twelve of America’s leading military experts and prom- 
inent industrialists were featured. 


WBKB’S PEACE REPORT is typical of what many fine TV stations 
throughout the United States are doing in the public interest. These 
stations are planning for and programming to a television audience 
that has come of age, a mature public determined to face today’s 
most significant problem, man’s survival. 


All five of the reports of this investigation into the issues of peace in our 
times are being offered by WBKB to the Ford Foundation for distribu- 
tion. All five are also available to any commercial or educational televi- 
sion station in the United States at no cost. (Stations to supply their 
own tapes for dubbing.) Address: Program Director, Station WBKB, 
190 North State Street, Chicago 1, Illinois. 


REPORT NO. 1—“71- Philosophy of the Atomic Physicist’’— An actual visit to Argonne National 
Laboratory with on-the-spot commentary by staff members: Moderator: Norman Ross; Guests: 
Dr. Norman Hilberry, Director of Argonne National Laboratory; Dr. Louis Turner, Deputy Director, 
Argonne National Laboratory; Dr. William F. Miller, Director of Applied Mathematics Division, 
Argonne National Laboratoy; Dr. Albert Crewe, Director of Particle Accelerator Division, Argonne 
National Laboratory; Dr. Harry Auerbach, Associate Statistician, Division of Biological and Medical 
Research; Dr. Joseph Katz, Senior Chemist, Chemical Division, Argonne National Laboratory. 


REPORT NO. 2—"How Atoms Are Being Made to Work for Peace’’—A program telecast from 
Argonne National Laboratory exploring peace-time atomic research. Moderator: Norman Ross; 
Guests: Dr. Norman Hilberry, Dr. Austin Brues, Dr. Harry Auerbach, Dr. Theodore Tahmisian, 
Dr. John Skok, Dr. Joseph Katz, Miss Gladys Swope, Mr. William Doe, Mr. Joseph Harrer, Dr. 
Francis Throw, Dr. Albert Crewe, Dr. William Miller, Dr. Rollin Taecker. 


REPORT NO. 3—«The Ethics of Peace’’—Four of eight living Nobel Peace Prize winners examine 
the relationship of ethics to world conflicts and tensions. Moderator: Norman Ross; Guests: 
Rt. Hon. Philip Noel-Baker, British M. P., Nobel Peace Prize—1959 (Disarmament); Lester B. 
Pearson, Leader of Canada’s Liberal Party, Nobel Peace Prize—1957 (Efforts toward minimizing 
international conflicts); Lord John Boyd-Orr, Nobel Laureate for 1949 (For service as first director 
of United Nations Food and Agriculture Organizations); Sir Norman Angell, writer, Nobel Peace 
Prize—1933 (Authored commentary on topic of war). Also: Harry Bullis, Chairman, Board of 
Directors, World Brotherhood, Incorporated; Hon. Albert De Smaele, President of Central Economic 
Council of Belgium. 


REPORT NO. 4—“How the Military and Industrialists Seek Peace’ (Part 1)—Moderator: Norman 
Ross; Guests; Major General Leighton I. Davis, Assistant Deputy Chief of Staff, Development, 
U. S. Air Force; Vice Admiral John T, Hayward, Deputy Chief of Naval Operation for Research and 
Development; William C. Sullivan, Chief of eneodh Section, Domestic Intelligence for the Federal 
Bureau of Investigation; Lieutenant General Arthur G. Trudeau, Chief of Research and Development, 
U. S. Army; Frank R. Barnett, Director of Research, The Richardson Foundation, Inc.; Gerhart 
Niemeyer, expert on Communist Philosophy, Professor of Political Science, Notre Dame University. 


REPORT NO. 5—“How the Military and Industrialists Seek Peace” (Part 11) Moderator: Norman 
Ross; Guests: Thomas G. Lanphier, Jr., former Vice President, Convair Division, General Dynamics 
Corporation; Rear Admiral eum Ward, Jule Advocate General, U. S. Navy; Dr. Martin Blank, 
distinguished German political scientist; Dr. William Davis, Director of Research, Huyck Corpora- 
tion, and former Chief of Scientific Research, U. S. Air Force; Jack L. Camp, Head of —— Opera- 
tions, International Harvester Corporation; Frank R. Barnett, expert on Russian affairs and psycho- 


WBKB CHICAGO~7 


Owned and operated by American Broadcasting— Paramount Theatres, Inc. 


ee 


Ww 


, 
eich itor Mabe Mer aia ee scl Soe Zoe ag ¢ 


6 ape "on ee peat 
= Zl S 5 ’ 
* ae ee % » a oa a 1 een 
, = ‘ Se eae : ae 3 epee ies t 
~ ee sen Zap: ... ee. : yep ee P euisame. re Pre Shika 
Cah ing ee sare 2 anges i a oe NT eet : sel ee 1 tan et ie 
A. fa Pn! ie : Sea Pe tet, Beene - z Me poe ara a eae ee ee aaa hep rere ts ee 
: 5 er ae a ‘ ‘ ¥ ie ¢ 7 i) ae a ee ete 2s fet” aaa ee RD mpage re: ; ; Reale ie Aree” ae ee ee il = sé 
“eens ie pee : yey ; a ees Shien 1 ee ms Be eee ae : ; no Se ig Boe Pe tities” 
Ach. ies oe amet = 1: yale Ree a5 ee a ie Pe cee ee meee he BSS, ere ae ae ea A oe aaa Pe a cs a > - eee ae 
: Ooh peer ea UE eee rd eee oka sr Ss Ma SS hee es BS oS : Ls ae Sa ni epee " yond hig a 
: ‘ee ive “Sp on VeRO pout mes Bais ey ity a4 mY bs . 7 . Nei e ‘ Pa. Se ae 
: ca “ oe B “ e ie = a % . 3 4 la a8, sae” 
- ; ae me ey 
‘ ; = 
f ‘ iy x : : 7 oe — ie 
ae Pan er 6 Ae a ee % xf 
eo i, moe, = hears fe “Se a z a 
a. ; aa Fs, a 7 ae ‘ 
) = — ais umn _ ae 
ai-5 ‘ = ont . Bites nit et q J ; “ Yes 
i ine . Meee <2 ae 
+, . a 
; “4 : % “eee xe 
af ‘ i 3 4 Bee ay 
i < " ~ ~= “ss jose 
? ? “ i * ole 
: “« é ist : oi 
a is oa WES ches S 
: ae. . i een 
hate . ° ‘ @. & ee Pact 
s prt: : iy ; 
ies rs een 
f me *» Pr ¥ a a ie are 5 
. a a Wes — 7 ar 
€ Cay! aaa a . ashe ad mie 
— Paige ee, =, Se eed ’ 

* ae a 7 eae a ea : ai) 3 Py ie, 
: nig ignareeese. =2 ae See a at : 7 ; 
ey ne Bios O sclege ca Be is SURES eee cy coh ge ce ae 7 Wir Oh Sr 
“ Te kg col ea a seateise rs: meee. Sct es Pa gee 
; é Opes ae sil b -* Maees is a Ngee cat 4 - i a es 
ee p tie } “ola OK Le ee eee a a FS ; . ; Deke, igs Se 

4 € ’ i 7 mie: am i be ew | eae -« eee a Ne ig — a 
& * a ae Te eRe, Pai: 2 4 “s i “baaecg ee ne 2 rene ae: - am te: eg 5 
_ : <A ie ae eet: ge 4 Bn i peek: gt 5h Sd oe False 
— ee ee ee a rane ae 
A ee: sa NRT aig i) eee Ruane Saale = 
: 4 OS), Sia ey Pn parent 8 : *2.. Smee ae es a — " tate ui 
: : « a ee Fema" Via Boe a ee l ¢ Lehiee 
iE i : eo ra tala ia ee : i je ree 
‘es ci are a <— a ) ae 
be foe ae > - ae - —_ oF m 
es 5 és * va gw oe an eS a : # 
ti é ee a, | Was font re tdi REE = ‘ 
ai : mets. ae cae = 7 ; F 
; re et er aa} i . ie “iq ; 
7 Me 3 Sie aa 
. : ‘ee = : <7 “ iis : 
ee, bie Ceres aie i eras. ea oni a . 
cia aaa at gee es ae ieee es Fs ‘i , es 
gue ae ae. aa eee he per 
— Po ee > ie : . 
ze : ot : ern Best oe. i att Ro. ms a hee 
sea “des a hg ¥ —_ : | i sae 
pe ney : Fs : hd . * , 
vary eee ins — ~ a 
eee — wie ae bee She aod 1) ; 
i ‘ ; a ‘ 
a : : ; SB, <p i 
ae re . ee : 
; ‘ cage ¢ 3 Mes op i; . 
is a Mier Sad I ? a ee 
: ; pare en " ae. SAS Vien 
eye’ om - fg ere et sr t mt aa . Lise 
ae * ts \ Saas a eS f a —— 
ee. oe | a +4 itis 
pen nee ae Neg “oe eee a x Boe 
a en t itll A ce by ert Tears 4 2 ae 
: , , REIN oe 3 eee ay oe A I % a 2 Ree ge 
“ a Ree ead = ase ie, Spied ae | Geer rs 
oe Se te apace ; ene: rhe 
oe SAC raat By fo ee oe a , Re Saree 
4 Z ce sth Ne A ms ‘ “i 4 eee 
ss a8 j BN ae ae er! oo - y ; : * 
om 6s Pas . * ' " 
x “s ‘ ; ae 
. & - ot ’ “a 3 
é ? is Nhegt ieee a , a tgs F ees Tie 
.. Seniaer ee % . ae =e 4 » 
vor Bae ee — .j (Dy n Gyr ee bie 
Be sh A ; eS, at 
‘ ee eS ae Re ee paige ee ‘ ae ad 
: : Ae a Ra RE uae =e 7 pre ee eo ae ier | 
” ‘5 8 BA aaa rai i “oi. Rt os) ae Beste ie 
A Eig tes 22, eee Ae ee, ee al ; ‘ 
io eg Pete oe ne ey a wets ee 
ie ted od See) oR NR Peel eng: " be aN ou ee 
a ms ; aint Nets Meemienea eta eg j <n ea ‘ ’ ae 
ons = : pa age aa 5 
4 wid ‘ a - - ba] Saar aa SE a ng : Ean petisa, gS 
ter nes St in Beco aes Aids een co ga ee Feta On Se 
. oe PS y ; ies, ne Rc OP ey me ean rae pide ‘ a 
: ee aes, ~ . Pa spn ey he Z 44 ond 
- eae 5. : : eed Poot a) ui ‘ + ge . oa 
3 BREN ef ei i a ae é E. - Se aad cis ‘s oa 
bs 2 ee hs pee, a ob a ete oct r Cae , ae ." J Fie si es 
re ‘ J ir bee Ages So eat i Le aoe ‘s iY 
r gts Per =f Ce eared Ie 4 Sci a ome es : Site 
a 279 ig sae le Bae ee ae ee re sera, Te Aa aa I sake ae ake oe 
—CldL Se ee cee ete bee Se Samana ae er 
; IRN oc Can taty shy mag SS: dated ME ARRAY 5 Se eas ae UNE Sele, ee ee Si ca 1 gt ee 
igh cht inc a Re TE 88 PE Peet at Dug eee sr ey Suhre iucah eens ro een ae: St Sa: ee Mrcies 
1 Oe eR ccna des pee Reale cy ear a i aigee ay Bek ee aa kl ee pees ane 
: ee ed oy ant otk ae : eh roy a eS Rae - HABE T IGEN (Ee eae ete sin mh a eee 
Jin 1 Pe eaters ai. id aaa: Vegeta ice eee geet sis : 2 2 ee bs 
aap tet aa led Bo ee oun ae 
or ‘. aie ; act eae eae ae ee nee Fs apo 
ee ‘ oS : ; a Pacha Wiel ene 
~ ; ae) Mes: 5 ! iets: 
eis ‘ = Keio MG = ? ie $ Pay spac co el tease ee tice =: Bont = 
j CR rca Se SG Es Ba i si 
i Sa 
a ee o q ~ monlalt us i 
: eo zt ii ica 
é “a 3 : ; on eee : : Bien 
a oe * shear bere ati ie ‘ pais se Oe) ha aera aosien | PRA ran ae 
ae a ag. set aay hres = vid Pilot wes i if ahs z os > Ler 
oe Mey ‘ / a ies 3. ee Se ae é te a Nag A 
are nice i 5 Comb oA 2 EE, ee , saver CD eae shure syT te: tse ee 
op . A : Suh ere ey a 5, ci oath Re Tee Sc: ae Oe ed 
Re ir i «OU eee see x | ee i a jo a yen a lg Stat 
eae oe Cae kee SS yl eae a gies LF SAP Oe ee a ee Sot ag. 1,9 ey ea pe i Selle: 
ay patil jae oe eles ia jie a ote rr ete ae sh ead ae Tice: J 
% kaa — ence Se ren 4 eo eg ae ce ag Lig Skee SERN 
. br Bee es Cay to. . e Fea: peak, Ph oe ne 
e co ¢ 7 Ss Sa TBE RR pre 
Seb : Shah ge . "eee aS a 3: oe : _— | 5 Shcte ad 4 
ate ts, are. OO a ay a 
baa, 5 ays: es ia Mee 
; : ’ ae 7 7 
. 7 olen, - oe . ? 
ar a . : ? 
7.) * SY eee Otay ia ss . f ie eG fi fy Beale 
; eee ie eae ce, a Se a os ae. ee cre 
: ew ear Pe ee ee cote ae ll at ae Ae acres 
i i a Say hy ee eee 
; J Bs isis ; . Np Nek RC a eee es eae Sees 
ea ‘saa ROA x a . Fe a oe Foie ee ae ae ger: nom . is OM 
Day Tae * Bes: C2, aes ens exe “See See 2 ice co Aa a P Viet ee 
Re Edn — Bey ae eet Se Per hy, as Kee ye 
ramen tee fe Sa ane ears ee ar Bre all te - Bey Ane pu r 
ke is Ser Sa -. git” Seas el iui ee s eee 
Wea MURI: (a2. a VD Cig Sy Bi ae a sce ; Z e2 TG eat 
boas ee 3 tae) Ene eae * : is ' ~~ ae 
Laer ibicsh rand atta ae oy = . . ef ty as 
EEO testi ac Beste WU Eat te, re feet re + tn . 
Ree sip aa eas aj " ‘tae 
Bot eg Dh EE ce gD OR AS . aoe 
Bik g Bons ipa ca gains es ae ~ : Satie nae ge 
5 Si, a eee oe ee uaa % —— tists. eat 
sa he po kee ; Rt . eee — 
; ST toe = 7 : = : at eGo ee 
ELE. 0s Se oa ihe poe mee ‘ 
ee TR are j pile “8 Np ae ee Tih cad aR Ga Serta Sed ee 
EN” " ee : p ie ey ee ery 3 
St nae A a, eS re Sern ar ie we Se pe ~ 
ace — ha na oe er en chee NESS a} < 
sabi Ste 9 : iF : ve . 5 ain See Meee se RS ; 
ro tae - Fs ‘ ate Be aps aa Pita en aN 
see , ey ns, 0S aa nc 5: la Ce ee 
; iy . Been | sy f =? ue os, ia 1 eae 
_ ee ae e * sete eee De be ae ne SR eee ha Fi 
Sie: Be ae ey. a ex. ee oar, 
Rope ee aa rir SS hee 1g 7 oe . 
Me rae art Desert er a ea ee a 
gaits cis ts aan ey a : 2 
g gee peerage 5 
pean se 2h Sa : 
Ste + 7 
: “A. i 
n 
an : 
“ Be tate! : 
oo eae 
ls eieige 
. ae i 
* ‘ ~l a oe : 
© i. . eat 
‘ wy = ‘. : 
= 2. ~*~ 
sitian SM . , ‘ : d 
sg BoC “7 ; 4 4 : 
i 
it 
vol = 
ae e 
cana ¥ ; . ‘i Fo > he eh ae ~~ 
ae w is a le eae ET -_ i eae , 


128 


Film Folk Leaving 


Tape Commercial Field 448 


(Continued from Page 3) 
studios without starting union dis- 
sension. 


s Competing with the networks is 


{national accounts; shooting in 
smaller cities, outside strong union 
‘territory, can result in tremendous 
savings. 

Faistaff used KHOU-TV’s facili- 


io 


ly 


: 
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OUT OF RETIREMENT 
—Fisk division of 
U.S. Rubber Co. 


sei hor 


Advertising Age, May 23, 1960 


60% of the total crop may not be 
possible. Thus efforts have been 
directed toward (1) reducing 
|grower costs, to bring the profit 
| point lower in terms of fresh fruit 
|sales, and (2) finding more prof- 
‘itable processed uses. The latter is 
|important, in that when consumers 
ithink fresh fruit prices are too 
high, they turn to juice. 

An example of the former is an 
investigation of grading lemons in 


i , fi . nde: the field for direct shipment to the 
tough, according to the film pro-|ties to tape a commercial for P is bringing back ultimate destination. The practice 
ducers, because the networks have|showing in the Houston area. a its “Time to Re- | now is to pick, then ship to a pack- 
the edge in tape equipment, ex- Another Corinthian station, @§ tire” boy in its | ing plant, where the fruit is grad- 
perience and trained, tape-wise WISH-TV, Indianapolis, made a - 


technicians. And since commer- 
cials are only a minor part of their 
tape operations, which also 
used for programming, the net- 
works can afford to give clients a 
better price than they can inde- 
pendent producers. 

Unlike Filmways, another major 
commercials producer, which 
dropped out of the tape fray after 


test commercial for Esquire shoe 
polish for an Indianapolis test. 


are | 


|@ A spot check by AA indicated, 
|however, that there has been re- 
latively little commercial taping 
outside the major commercial 
production centers of New York, 
Los Anyeles, Detroit and Chicago. 
But the future may find agency 


Filmways, said his company’s | unit equipment in the future when 
brief experience with tape in 1958|they have location shots to make 
and 1959 was a disastrous one.|jn such places as Florida. 

He estimated that the experience | 


cost Filmways about $150,000 be- VIDEOTAPE HOOKS UP 
fore the tape equipment was sold AGENCY, AD PRODUCER 


last year. 
Mr. Ransohoff, who runs one of} NEW York, May 19—Before long 
: : agency men expect to be able to sit | 


Sunkist Names 


the busiest commercial factories, 


coal 2 : i isturbed about the |in their own conference rooms and | L m A t 
oe does not seem disturbe |watch hot-off-the-tape-machine| e on ccoun 


situation. His experience has con- , 

vinced him that the independent Commercials as they are screened 
|over tv monitors. 

This step forward in tape tech- 


(Continued from Page 1) 
as a part of a program to meet the 


producer cannot compete with the 
networks in tape at this time, but | 


: : j j j The 1941-’42 crop totalled 25,113 | ,; j 

‘1; |Mique was announced this week by|™assive challenge of increasing . picture. | 
poe Er Migr Fae lve pe ohn Lanigan, vp and general man- | Sales in a period of rising produc- carloads. For 1950- er om = Similarly, in one area, the | 
oe quest is that only nites 9%. ager of Videotape Productions of|tion and intense competition for|crop was 27,732 carloads. e 


10% of the commercials business New ‘Fork. Fis told Apvanrnne Aas) ee vais lemon sales 
is going into tape, despite the early is company had been working) a : World 
enthusiasm of drum-beating boost-|With the telephone company for|have been declining since Wor 
on the last 15 months on a proposed | War II, and in choosing Burnett, 
‘ system to make viewing of tape|the board was influenced by its 
= Mr. Meighan theorized that the |Commercials easier for agency men, | Meat Institute program “which is 


rumors about his company may 
have grown out of the fact that 
its Videotape Center building, a 
former live tv theater, is on a 
block that will be razed in the fall 
of 1961 to make way for new con- 
struction. Videotape Productions, 
which is owned by Mr. Meighan, 
Ampex and Minnesota Mining & 
Mfg., has started shopping for new 
quarters, he said. 

The former CBS executive said 
there have been offers to buy 
Videotape Productions, but there 


| who don’t have time to rush to the 
studio and who don’t want to spend 
the $60,000 or so required to buy 
a tape machine for viewing in the 
agency headquarters. 

Mr. Lanigan said the New York 
| Telephone Co. has agreed to set 
up a switching center that will 
make it economically feasible to 
connect tape producers and ad 
;agencies via special video lines. 
At the outset the switching system 
| will be able to accommodate about 


credited with reversing the down- 
ward trend of meat consumption, 
followed by a sharp increase in 
consumption,” the announcement 
stated. 


= (Burnett was named to handle 
the American Meat Institute con- 
sumer account in 1940; it resigned 
the business in 1954. In this era 
the account was billing as much as 
| $3,000,000 a year. In 1955 the ac- 
|count went to Lennen & Newell, 


| 


Burnett for Fresh 


advertising. Burr 
E. Giffen, who 
originated the 
symbol 54 years 
ago, re-creates 
his original 
sketch in USS. 
Rubber’s exhibit 
hall in Rockefel- 


cess in building better sales,” 
said. 

It appears Burnett has its work 
cut out. California and Arizona ac- 
count for all U. S. lemons, which 
also represent approximately 50% 
of the world total. The lemon crop 
has increased steadily for the past 
20 years, according to figures of 
the Lemon Administrative Com- 
mittee, which regulates shipment 
of lemons. 


he 


1958-’59 crop was 36,961 carloads, 
and the estimate for the 1959-’60 
crop is 38,260 carloads. 

In the face of these increasingly 
larger lemon crops, the dilemma of 
the grower is that, based on pres- 
ent costs, he must sell approxi- 
mately 60% of his crop as fresh 
fruit on the domestic market in 
order to operate at a profit. He 
cannot exist on sales of lemon for 
juice. Yet the lemon committee’s 
figures show that from a high point 
of 81% of the crop sold fresh in the 
U. S. in 1943-’44, with the excep- 
tion of a few short-crop years, the 
proportion of the crop sold fresh 
domestically has steadily declined. 

Figures for most recent years 
are: 


1952-’53 (small crop), 62%;) 


ed, then re-shipped, either as fresh 
fruit or to a processing plant. 


® The four frozen fruit punches 
introduced nationally by Sunkist 
earlier this year represent an ex- 
ample of lemon juice marketed in 
a form that is more profitable 
than when it is sold as lemon juice. 
All four punches have a different 


I Y ler Center. Be- | fruit juice in them, but all have 
a brief try, Elliot, Unger & Elliot) producers taking excursions to gasssm hind him is 9% |lemon juice as a base. The budget 
will keep its taping equipment. (more out-of-the-way places for statue of the |of $1,700,000 allocated to introduce 

f taping assignments. Some agencies ai trademark. Ithe punches indicates the impor- 
# Marin Ransohoff, president of | will consider using local mobile . 


tance the growers attach to them. 

While other Sunkist citrus fruits 
—orange and grapefruit—are pos- 
ing no particular problems, a sit- 
uation similar to that facing lem- 
|ons is potentially present. Demand 
| for fresh oranges is now greater 
| than supply, and prices are good. 
|This, results principally from the 
| loss of 80,000 acres of orange plant- 
|ings in southern California to sub- 


division development. 


nia and Riverside, can change this 


premium grapefruit, non-bearing 


present bearing acreage. + 


Hardboard Assn. Sets 
$50,000 Campaign 


San FRANCIsco, May 18—Plans 
for an intensive, six-month, $50,- 


nounced here today at the start of 
a three-day semi-annual meeting 
of the Hardboard Assn. 
Representing more than 95% of 
the $100,000,000 hardboard indus- 
try, the trade group’s members 
|meeting at the Sir Francis Drake 


However, | 
recent plantings in central Califor- | 


Coachella Valley, which produces | 


grapefruit plantings now exceed | 


000 campaign to advertise the ad- ] 
vantages of hardboard were an- ] 


— 


|30 agencies. Agencies and produc-|but budgets dwindled; although | 
|ers must pay an installation charge | L&N was still nominally the agen- | 
: ‘ : of about $200, plus a monthly |cy early this year—when the ac-| 
time. He seemed respectful of, but ot ge y : Sod tien peeeiiaae daa 
not worried about, competition | phone lines service charge. /count mo 
from CBS. This company is looking | jactually had been inactive for some | 


Hotel heard president F. M. 


1953-'54, 41%; 1954-'55, 55%; 1955- | Hughes, of Forest Fiber Products 
56, 55%; 1956- 57, 47%; 1957-'58,|Co Forest Grove, Ore., outline a 
42%; 1958-’59, 40%. To date this | new program “designed to build 
year the figure is 29%. awareness of the advantages of 


are no plans for selling at this 


es Mr. 


abroad for new business; 
are under way now to make a play 
for business from England. 


® As early as the fall of 1958 the 
Film Producers Assn. of New York 
was worried about network com- 
petition in a tape age. The associ- 
ation announced that it would ask 
the Department of Justice to ex- 
plore possible monopolistic prac- 
tices by the tv networks in the 
production of film and tape pro- 
grams and commercials. The film 
men also have talked of putting 
their grievances before various 
Washington committees. But noth- 
ing in the way of action has been 
forthcoming from Washington ei- 
ther on the part of the Justice 
Department or any of the congres- 
sional committees. And so far the 
members of the association have 
not been eager to spend $75,000 to 
$100,000 to start an anti-trust court 
action on their own. 


@ The networks are big factors in 
tape production, but the independ- 
ent producers also are competing, 
to a lesser degree, with stations in 
New York and elsewhere. A num- 
ber of stations put their tape 
machines to work on commercials, 
particularly for local and regional 
accounts. Some advertisers occas- 
ionally have used station equip- 
ment in test markets areas to 
make spots for test campaigns for 


ees 


plans | 


peak EE ea elk Le eles hair 


Lanigan said the phone 
| company agreed to set up the sys- 
tem after several agencies had in- 
dicated they would be interested 
|in having such a service. 
| Among the agencies considered 
likely clients for the new service 
|are Batten, Barton, Durstine & Os- 
|born, Compton Advertising, Mc- 
Cann-Erickson, Ted Bates Co., 
N. W. Ayer & Son and Benton & 
| Bowles. 
| “One of the drawbacks of tape 
j/has been that the agency men had 
|to go back and forth two or three 
|times to see how their commercial 
|was coming along,” Mr. Lanigan 
explained. “Now with no more ef- 
|fort than it takes to make a phone 
|eall, the agency group concerned 
|can check the day’s shooting at the 
jend of the day—or, if they wish, 
|they can accept or reject various 
versions of the commercial during 
|the shooting day as soon as they 
have been taped.” 
| The Videotape Productions ex- 
|ecutive said a number of agencies 
‘in the past had considered setting 
up a permanent phone line that 
would enable them to monitor 
|commercials in the agency office, 
but the costs had proved prohibi- 
| tive. 

Mr. Lanigan said he expects the 
|switching center to begin opera- 
tions within a couple of weeks and 
to become fully operative within a 
few months. # 


years. 
end of the account, which had been 
at L. G. Maison & Co. moved to 
K. E. Shepard Advertising [AA, 
March 7]}.) 

Burnett’s work on various food 
accounts also reportedly influenced 
the committee—Pilllsbury, Kellogg, 
Green Giant, Campbell frozen 
soups and the Tea Council. 


@ The agency starts in the posi- 
tion of having been told it need 
not be restricted by the present 
914¢ per carton advertising assess- 
ment in whatever plans it may 
have. This year the fresh lemon 


down for media and production 
gives $573,000 for U. S. advertis- 
ing, $55,000 for Canada and $125,- 
000 for export. Other budget items: 
Merchandising, $417,000; consum- 
ers service, $37,000; administrative, 
$47,000, and miscellaneous, $58,- 
000. 

Commenting on the budget, Mr. 
Eller said it is recognized the ad- 
vertising fund is modest, consid- 
ering the market challenge it rep- 
resents. “The lemon industry is 
comprised of progressive business- 
minded growers. Sunkist Growers, 
which represents 77% of Califor- 
nia-Arizona production, doubtless 
will consider an increase in the 


| budget totals $1,330,000. The break- | 


The business publications | 


wre Dea geen ess 


= Export sales have increased over 
this period, but the major share of 
the lemon crop is now being proc- 
essed for juice, lemonade, punches 
and other uses. For 1958-’59, the 
percentage of lemons _ processed 
was 49%, compared with 37% in 
1940-’41, and a low of 22% 
reached in 1944-’45 and 1948-’49. 
The 1959-’60 figure to date is 60%. 
Add to this the 77,000 cars of 
lemons in storage on May 15, and 
the problem is apparent. 
Currently, it is estimated the size 


of the lemon crop will increase by | 


approximately 20% in the next few 
years. This increase reflects the 
delayed reaction of growers to the 
lemon market when frozen juices 
were introduced in 1952-’53. At 
that time, demand for lemons for 
juice was so great that prices sky- 
rocketed. This led, as it has in 
similar situations in the past, to 


greatly increased lemon plantings. 


The full effect of these plantings 
will not be realized for several 
years, because it takes 6 to 7 years 
before the trees bear commercial- 
ly. Today, the return from lemons 
used for juice is one-eighth what 
it was in 1952-’53. 


= Facing these facts, Sunkist has 
been investigating all aspects of the 


self-imposed assessment, upon de- | planting-through-marketing cycle. 
velopment of a program which|It is recognized that reaching—and | 
promises reasonable hope of suc-/ stabilizing fresh lemon sales at—/dia will be used. 


American-produced hardboard.” 


= The campaign for the associa- 
tion, which has nine member com- 
panies and is directed by Donald 
Linville, executive secretary, will 
be directed by Biddle Co., Chicago. 


tries will be used exclusively. Ads 
will site some 18 advantages 
claimed for domestic hardboard. 
Identical themes will be stressed 
in the association’s consumer 


dled by the 
Board, Chicago. 
“This action 
Mr. Hughes told ADVERTISING AGE, 
“in order to meet the challenge of 
mounting foreign imports and oth- 
er developments within the rapidly 
expanding hardboard industry. Im- 
ports have now captured about 
2% of the domestic market.” + 


Public 


Heritage FM to EWRR 

The San Francisco office of 
Erwin Wasey, Ruthrauff & Ryanj 
has been appointed to handle ad 
vertising and public relations for 
Heritage FM Stations, a group off 
fm outlets in 25 markets, including 
Seattle, Portland, Ore., Denver, Los 
Angeles, Chicago and Boston. Na 
tional consumer magazines, tvj 
radio, newspaper and outdoor me4 


Trade magazines reaching the] 
building and construction indus-§ 


| educational and p.r. activities han-| 
Relations} 


is being taken,”§ 
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“FACTS, NOT THE FUNNIES”. 


i - 


. Frank Smith’s “spade 


Is a spade is a Spade” editorials have won wide praise 


from industrial leaders. 
Congressional Record. 


YOUTHFUL “OLD PRO’... Edi- 
tor Ed Lally, former Wall Street 
Journal bureau chief and UPI 
reporter, knows that there’s 
no substitute for first-hand 
reporting, thus keeps his AMM 
staff roaming the metal news 
fronts. 


PRESIDENT-PUBLISHER Archer 
Trench participates in metal 
industry activities, constantly 
drives for complete and au- 
thoritative news coverage. 


Cr... 


PAT TRENCH, Managing Editor, 
is the one who takes charge of 
putting the paper to bed each 
day. Pat's job is to arbitrate 
reasons... 


...to decide which news is 
really the most vital...which 
metal-industry executives start 
their workday with AMM 


story needs to be cut...which 
ones ought to be featured. 


“What's new?” This is the question metal-buying executives have to 
answer every workday morning. And, every morning, they get their answer 
in the pages of American Metal Market, daily newspaper of the metal 
industry. 


Why AMM? You can see 19 good reasons right on this page. 19 full-time 
members of our world-wide staff. Experts whose job it is to sift the metal 
news flashed to us all day from around the world... interpret it... then 
present it clearly and comprehensively. Crisp, complete coverage daily of 
the market news, prices and trends that top-tonnage metal buyers must 
have first thing every morning. 

Because AMM is “must” reading... and can’t be deferred, you can be 
sure your ads are seen on the day top-tonnage metal buyers make their 
buying decisions. 

Proof of AMM’s worth is its high subscription, $24 a year... 100% paid. 


Low space rate...AMM’s concentrated audience makes it possible to 
plan campaigns with tremendous impact. Why not get all the facts now... 


SEEN OUR “BOOK OF NAMES?” It’s a “Who's 
Who” of AMM subscribers...prime prospects for 
the products and services your clients have to 
offer. Ask our representative to show you a copy. 


on = AMERICAR 


pees 


"tee ab es te taaat har ee aah ae aa 
18 Cliff Street, New York 38, N. Y. Digby 9-1040 


.are often read into the 


COPPER’S MR. CHIPS... Nor- 
bert Langer’s been studying 
developments in the world 
copper and zinc markets for 
longer than he likes to recall. 
Daily cable reports form the 
skeleton for his articles; the 
meat comes from his prized 
telephone list. 


LIGHT METAL—HEAVY JOB... 
Considered by many to be the 
most knowledgeable reporter 
covering the industry, Karl 
Rannells travels up to 20,000 
miles a year by plane, train 
and riverboat, to bring eye- 
witness reports of what’s new 
in aluminum to AMM readers. 


WASHINGTON COVERAGE by Freeman Bishop and his 
staff. They attend Congressional sessions regularly, 
White House conferences, and make daily swings 
through the various government agencies to report on 
anything government is doing that will affect metals. 


BACK TO BROADWAY. Our Pitts- 
burgh bureau chief since 1941, 
veteran George E. Ehrnstrom, 
Jr. starts his third decade with 
AMM back in New York City. 
His new role directing and 
expanding editorial-page fea- 
ture coverage...a job for 
which George's background has 
made him well-qualified. 


WORLD TRADER turned writer, Joel Mirel covers the 
world’s tin markets for AMM readers; his wide ranging 
contacts both in Europe and the Far East enable him 
to report the market price of tin twice daily. 


JIM STAFFORD keeps a prac- 
ticed eye on lead, zinc, mer- 
cury and antimony markets, 
watches domestic producers, 
importers and government, 
then wraps it all up in concise, 
market-wise reports each day 
of the working week. 


WHAT'S NEWS TO MEN IN 
METAL? Bill Buckley decides 
that question hundreds of 
times a day as chief of the 
news desk. From field offices, 
correspondents and wire serv- 
ice tickers, this former Wall 
Street Journal staffer picks the 
stories AMM subscribers want 
to read. 


Be 


DIRECT FROM CHICAGO is 
the offices of AMM come daily 
reports and stories from Blaine 
McKee...right on top of all 
the metal news in this dynamic 
industrial area, he’s regarded 
as an industry expert on steel 


warehouse activities. 


JOHN RUTH... scholarly, pre- 
cise, well-informed, he watches 
the new developments in met- 
als and metallurgy. Beryllium, 
titanium, zirconium and other 
exotic metals are his beat; 
the missile and rocket field is 
his speciaity. 


THE STEEL CITY IS NO 
STRANGER to Evelyn D'Andrea, 
newest addition to AMM’s edi- 
torial staff. Graduate of 
Carnegie Tech, Evelyn comes 
to us straight from a five-year 
stint in the Wall Street Jour- 
nal’s Pittsburgh office. 


er 
Yi i 


NEWS OF STEEL AND STEEL 
LABOR, sharp and to the point. 
That’s Bill Smith's job at AMM. 
And he brings to it years of 
experience on the New York 
Times and as an editor of 
Business Week magazine. 


“OLD PRO” IN PITTSBURGH. 
For years, the Pittsburgh Sun- 
Telegraph has carried a lively 
column under the by-line of 
business and financial editor 
Hi Howard. Now, as the new 
chief of AMM’s Pittsburgh bu- 


reau, Mr. Howard will be cov- 
ering the same beat he has 
covered since 1933. 


JOHN FRY, native Canadian 
from Montreal, has had heavy 
experience in non-ferrous met- 
als, now keeps his finger on 
the pulse of copper industry 
news and world markets. 


BILL NOLLE, with decades of 
statistical analysis behind him, 
is well-equipped for his job of 
interpreting ‘‘What’s behind 
the figures...what do they 
really mean for AMM readers?” 


RED METAL, LIGHT METAL, or 
anything from outer space to 
plastics is likely to go through 


Ernie Ostro’s typewriter. For 
while he specializes in copper 
and aluminum, he might also 
be described as AMM’s roving 
reporter for special assign- 
ments. 
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The Advertising Market Place | 


Advertising Age, May 23, 1960 


Rates: $1.25 per line, minimum charge $5.00, Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline; Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


HELP WANTED 


POSITIONS WANTED 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


i 
TAKE ‘5 OF OUR BUSINESS X¥Z*@Z GOOD RETAIL AD MANAGER | MEDIA DIRECTOR OR ASSISTANT | Growing regional hotel, motel, trade | AVAILABLE JULY Ist 
We want an agency man; good experi-|Chicago area female, heavy dir. mail;|who can make top management presen- | publication with terrific market sales | CREATIVE AD AGENCY GEN. MGR. 
ence on large dairy account; strong on/| Sales Promotion background, 8 good yrs. | tations with intelligence, conviction. 10 | story, seeks representation in New York | Heavy in account service and new 
campaign selling and equally strong on|exp. Sharp, fresh ideas and copy. Build-| years creative media with agency, adv. | area. Excellent commission arrangements. | business activity. A realist on agency 
landing new business. Must qualify and | ing, food; TV exp. Good eye for layout, 


be able to prove it. He will not be re- 
quired to invest capital. We're a young, 
fast-growing agency in Southeast. Write 


us! 
Box 3722, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN 
opportunity for young man 
with some experience in advertising 
space sales 
nationally known business 
in the graphic arts field. Office 
in Bergen County, 


Splendid 


located 
N. J. Sales territory 
general metropolitan area. Please tele- 
phone New York City WoOrth 6-1770. 
Ask for Sales Manager. Or send resume 
to: 
Box 3723, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


Job entails selling for two)| 
publications | 


| media and budget. Single, 34, can travel. 


Box 3736, ADVERTISING AGE 
E. Illinois St., Chicago 11, Illinois 
SEASONED PR EXECUTIVE 

OFFERS PROFITABLE RESULTS 
Box 3719, ADVERTISING AGE 

200 E. Iliinois St., Chicago 11, Illinois 

EDITORIAL SERVICE 

I will edit and produce your publication 
for you on a fee or percentage basis, 
saving you costly overhead and waste 
manpower while lending you TOP talent. 
I have a background of national maga- 
zines & can guarantee to make yours 
sing. I handle all writing, editing, art, 
layout & production, & cut costs. 
Wagner, 423 S. Elm Dr., Beverly Hills, 
Calif. CR 5-8910 


| 200 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 

469 E. Ohio St., Chicago SU 2255 


CREATIVE WRITER. Young, bright & 
ambitious. 3 yrs. agency exp. all phases. 
Box 27 K 749, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif 


Hundreds of $7,000-$35,000 executive jobs 


available. Get free Report. Strict confi- 
dence National Employment Reports, 
P. O. Box 6731, Chicago 80. 


RALSTON PURINA COMPANY 
has an opening in the St. Louis head- 
quarters for an Assistant to the Cereal 
Advertising Manager 
Position will involve handling of national 
advertising, working with Production, 
Research, and Sales 
Experience in advertising agency media 
desirable. Age 26-30, draft exempt. Col- 
lege graduate with Journalism credits 
Future potential: brand advertising 
management 
Qualified applicants should write 
A. W. Moise 
Ralston Purina Company 
St. Louis 2, Missouri 
MOLENE PERSONNEL SERVICE 
publicity ‘ 
advg. managers copywriters 
artists media production sales 
“All is grist which comes to our mill” 
ANdover 3-4424, 105 W. Adams St., Chgo 3 
AN UNUSUAL 
FOR AN EXCEPTIONAL SALESMAN 
Trade paper selling experience, 
selling ability and a merchandising back- 
ground are the qualifications needed to 
fill a top sales spot in the New York 
office of a leading trade paper in the 
building industry. If you feel that you 
can meet these requirements, write giv- 
ing background and qualifications. Sub- 
stantial salary and incentive plan. 
Box 3725, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


ADVERTISING ASSISTANT 
We make dairy equipment and heavy 
industrial machinery. We need a young, 
ambitious advertising assistant to pro- 
» sales literature, handle trade shows 
fairs, create promotions for our 
dealer network. This is not a job for a 
beginner because you will need adminis- 
trative and creative experience to 
produce the kind of results we want. 
In turn, we offer extremely pleasant 
working conditions plus excellent ex- 
perience and advancement opportunities. 
If you feel you can handle this job, 
we would be pleased for the chance to 
review your resume. Send it along with 
a letter that will help us get to know 
you, (Please don’t phone) to 
Robert R. Kubick 
The De Laval Separator Company 
25 Columbia Street 
Poughkeepsie, N. Y. 
BARNARD'S 
A Specialized Placement Service 
ADVERTISING PR, EDITORIAL, SALES, 
F 


, 


editors | 


SALES OPPORTUNITY | 


creative | 


ADVERTISING—SALES PROMOTION 
13 creative & admin. yrs. for 2 national 
food, biscuit, candy, bev. mfgrs. in Pa. & 
Chicago. Young. $9-10M. Firm or agency. 

Box 3724, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
ART-BY-MAIL? MAIL ORDER PRICES! 
FREE ESTIMATES! SAMPZES! NOW! 


Paul Morey Art Service 


P.O. Box #4 Redwood City, Calif. 
PACKAGE COPY BUY | 
Two-man agency copy team: creative, | 


| versatile, on time, seasoned. Top national 
consumer, trade ad experience includes 
|acct. planning, contact. All media. All 
collateral. All yours for $23M. Samples, 
resumes prove this a good buy. 
for ‘em today. Manhattan only, 
Box 3726, ADVERTISING AGE 
630 Third Ave., 
Comb. copywriter-media salesman with 
experience in 50K radio, national busi- 
ness mag., local newspaper and own 
business, wants challenge. Lives Fla. 
west coast, re-locate if nec. Early 
excellent health, refs 
Box 3727, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
COPYWRITER; (29) will relocate any- 
where for good team. 10 years consumer/ 
industrial exp. on major accounts. What 
offers? 
} Box 3728, ADVERTISING AGE 
| 630 Third Ave., New York 17, New York 
| Southern Advertising Manager 
| Heavy admin. background with lIdg. co. 
| $1,500,000 budget. Univ. grad. Ten years 
exper. Age 32. Married. Earning $13,500. 
Seeks greater opp. Prefer South. 
Box 3729, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ADV ACCT EXEC or ADV. MGR—Top 
flight for industrial/scientific/electronics 
fields. Strong adv, prom, P.R. exp. Excell. 
contact ability. Tech degree, engr’g exp. 
Box 3718, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ROUNDED ADVERTISING INDUSTRY 
EXPERIENCE: CREATIVE, 
RESOURCEFUL. 
PRIMARY: Magazine & Newspaper Space 
Sales. National, Local. Consumer, gen- 
eral industrial, retail & wholesale trades; 
mail-order. 
SECONDARY: Agency, general. 
copy, roughs, media, spots, sales pro.; 
trade research, total from street to 
presentation. Creative Time sales. 


Box 3730, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Contact, 


SECRETARIAL & GEN OFF DESIRE EDITORSHIP TRADE JOURNAL 
call or write Integrated versatile orientation; creative 
Miss Barnard _, Mr. Pollard | and administrative background. 
WA 22-2306 220 S. State St., Chicago 4 P. O. Box 302—Monticello, N. Y¥ 
| ) . . . 


a em 


100 E. OH 


Air Conditioned 


@ All space daylighted 

@ Numerous private offices 
@ New automatic elevators 
@ Asphalt tile floor 


1O ST.-IN THE HEART OF 
THE NORTH MICHIGAN AVE. DISTRICT 


Call Mr. W. 


BROWNE & STORCH, INC. 


919 N. Michigan Ave., Chicago 11, Ill. * WHitehall 4-7373 


Send | 
please. | 


New York 17, New York | 


| This man can help secure new business, 
| retain present accounts. Employed, 34. 
Box 3731, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AN FRANCISCO AREA agency or ad- 
vertiser will get full value from services 
| of this young lady. Now in charge of 
| media and research for small Midwest 
| agency. Seven years of agency and crea- 


| tive printing experience; two years of 
| college. Fast; accurate; conscientious; 
}accustomed to assuming responsibility. 
Age 23; single; personable. Will relocate 


without expense to employer. 

BOX 3732, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ARE SALES SAGGING ........ 
in any of your product lines? Experi- 
enced salesman—analytical listener— 
wants to get into advertising by way of 

field service or market study. 
Box 3733, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
NEED A HYPO? 
TALENTED YOUNG PRACTITIONER 


AVAILABLE TO GIVE SHOT OF HIGH- 
POWERED ADVERTISING-PROMO- 
TION TALENT. SOLID EXPERIENCE 
AND SUCCESS IN TREATMENT OF 6 
FIGURE PLAGUED WITH 
DIRECT ; CATALOGS, BRO- 
CHURES AND OTHER COLLATERAL 
WOES. RESUME ON REQUEST. 

Box 3734, ADVERTISING AGE 

E. Illinois St., Chicago 11, Illinois 
ADVERTISING—MARKETING 

va EXECUTIVE 

A” package goods expert with solid 
knowledge of all advertising phases. 
Strong and creative marketing man. Now 
VP supervising major accounts’ with 
agency in top ten. Former 
| with $3,000,000 budget. 
locate. 

Box 3735, ADVERTISING AGE 
|200 E. Illinois St., Chicago 11, Illinois 
Account Executive with the necessaries 

-and a new $ IDEA. 9 to 12 range. 
Box 3654, ADVERTISING AGE 
E. Illinois St., Chicago 11, 


| 200 


In 30’s. Will 


| 200 


| N.Y.C. 


ad director | 
re- | 


Illinois | kane 10, Wash. 


Assistant publisher will be in New York trends, organization and _ services. 


week of June 5 to contact interested Seeks wide opportunity to sell, pro- 
reps. Write mote and grow. 
Box 3741, ADVERTISING AGE 


Box 186, ADVERTISING AGE 


630 Third Ave., New York 17, New York || 999 £ inlinois St., Chicago 11, Illinois 


PUBLISHER'S REP 


Nationally known industrial publication 
needs top flight aggressive man for New 


York and New Jersey area. Our men 
know of this ad. Send resume, all replies 
confidential. 

Box 3740, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


BUSINESS OPPORTUNITIES 
CLASSIFIED BILLING WANTED 
by established, well-recognized midtown 
advertising agency. We are ex- 
panding our Classified Division & want 
exp’d manpower & billing of any size. 
We offer full agency facilities & excel- 
lent staff. Will buy or consolidate. 
Box 3739, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
TRADE PUBLICATION 


MANAGING EDITOR 


We are the number one industrial 
publication in an exciting and chal- 
lenging field. The man we want will 
be a top flight professional capable 
of handling a 3200 pages a year 
monthly. Considerable business paper 
experience is an absolute must. A 
scientific or engineering background 
preferable . but not necessary. 
Excellent starting salary. Future un- 
limited. Send complete resume in- 


Available. Profitable. High industry in- cluding current salary to: 
fluence. Excellent potential National, ade 
weekly, merchandise field. $300,000 all Box 201, Advertising Age 


630 Third Ave., New York 17, N.Y. 


cash. C. K. Feinberg, Publications Broker. 
Box 1036, Newark, N. J. 


Small Publication for sale. Bi-Monthly. 


} 
Good possibilities. National. Sold by sub- | 
scription only. Priced cheap. Publisher | 
has other interests. | 

Box 3737, ADVERTISING AGE | 
630 Third Ave., New York 17, New York | 


ORIGINAL CIVIL WAR Newspapers | 
Available Display, Promotion purposes | 
issues N.Y. Times, Herald, Harper's, Les- 
lie’s Weeklies All battles, events 1861-65. | 
Box 3738, ADVERTISING AGE ough knowledge of farming as 
630 Third Ave., New York 17, New York | well as consumer and industrial 
MISCELLANEOUS || products. You will work on es- 
KLIP-R-KIT LOW COST AD ART! || tablished accounts as well as 
Pocket kit of 450 sharp offset paste-up | busi d ] Y 
cartoons, reverses, heads, layouts, ‘“gim- | new business deve opment. ou 
micks” Ideas galore! 5%2x8'%. opens 8'% x will be supported by outstand- 
$2 postpaid! money-back guarantee. ing talent in a completely de- 
partmented organization. Good 


COPY WRITER 


Chicago agency has opening for 
an experienced man with thor- 


John L. Warren, P.O. Box 674AA, Spo- 
salary. Send letter with your 


aged 
ETS, 
oar ~ w 


Transformation of the man who 


entrusts his personnel problem to 


Meta, Hever SPECIALIZED PERSONNEL SERVICE, INC. 


Serving the MIDWEST for over 25 years. 


resume. Our employees know of 
this ad. All inquiries will be 
answered. 

Write Box 216, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


IF ADVERTISING 
1S YOUR BUSINESS 
... PLACING 


YOU IS OURS! 


CHICAGO EMPLOYERS! 


We have well qualified 


Melo, iver 


1229 NATIONAL CITY BANK BLOG., 
CLEVELAND 14, OHIO 
PHONE: TOWER 1-6165 B | 


a 


Copywriters 


on print. 


care. 


Exceptional 
Office Space 
in Chicago! 


26,000 Sq. Ft. 


Sublease 


(12,855 sq. ft. Floors) 
WILL DIVIDE 


. Fluorescent Lighting 


@ Acoustical ceilings 

@ Excellent parking facilities 
@ Restaurant in building 

@ Unexcelled transportation 


B. Snowhook 


COPY WRITER 


Well-established 2,000,000-class agency in Northern Indiana offers 
good salary, excellent family living conditions and uncommon 
growth potential with opportunity to become the major writer on 
important national accounts. Agency experience required; heavy 


The man we want has a good background, wide range of interests, 
and has demonstrated ability to think straight and write fluently 
and convincingly on varied accounts. Must be a self starter, able 
to work well with others, take direction objectively, and treat every- 
thing from full-color ads to two inch black-and-white with loving 


For all this we offer exceptional (we believe) lifetime career oppor- 
tunity. Act promptly. Include photo, home phone, list of interests 
and a few good samples with your résumé. Prompt action and re- 
turn of your material guaranteed. Your inquiry held in confidence. 
Box 214, ADVERTISING AGE, 200 E. Illinois St., Chicago 11, Illinois 


Advertising Managers 
Asst. Adv. Managers 
Account Executives 
Radio & TV Men 
Production Men 
Artists 

Editors 

Photographers 


Professional, Sales 
and Clerical Office 


Illinois State Employment Service 
73 West Washington Street 
Financial 6-3960 


St., Chicago 11, Illinois. 


BROADCAST 
SUPERVISOR 


MAJOR 4A AGENCY IN CHICAGO 


Increased TV advertising by new and present clients has 
created need for an additional Broadcast Supervisor on 
our staff. This person will have full supervisory responsi- 
bility for the broadcast activities of assigned client ac- 
counts, all major users of network broadcast media. 

The man who will best qualify for this position will have 
some agency and/or network TV administrative experi- 
ence. Professional experience in the theater and in TV 
production is highly desirable. 

Send letter of application, including resume and salary 
requirements, to: Box 215, Advertising Age, 200 E. Illinois 


DO YOUNG ADMEN 
READ AD AGE? 


Of course they DO! Nevertheless, our re- 
cent ad headed “Your Best Chance Is 
Here,"’ brought scores of replies from 
mature and highly-experienced men—but 
fewer than we'd hoped for from you 
wonderful young upstarts who deserve to 
do better. 

Maybe we gave you the impression that 
a vast majority of our openings are over 
your heads. If we did, kindly be advised 
that “‘it ain't so.”’ 

At this moment, for example, we want 
several young fellows for art jobs—(all 
kinds)}—and several more for copy-writing 
in publicity, sales promotion, industrial, 
electronics, pharmaceutical and consum- 
er-goods openings. Some with contact- 
ing requirements. Good jobs—good pay 
—good opportunities—good employers. 
Mostly top ad agencies. 

One of these jobs probably needs YOU. 
Therefore will you not kindly shake a 
procrastinating leg and contact us right 
now? Thank you! 


Cliff Knoble—Consultant 
. Advertising—Marketing 


IMPERIAL PERSONNEL 
37 S. Wabash - Chicago - FRanklin 2-4233 
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Advertising Age, May 23, 1960 


PRINT PRODUCTION ASSISTANT 


Great opportunity and excellent salary for an experienced man 
26-40 years of age to start as understudy and second in rank to 
top man with large 4A agency in Western Pennsylvania. Plenty 
fine suburban homes at reasonable prices. Write detailed ex- 
perience, age and family status. Interviews can be arranged with 
expenses paid. Box 211, Advertising Age, 200 E. Illinois Street, 


Chicago 11, Illinois. 


Our 49th Year 
ART DIRECTOR & CONTACT 
good opportunity with agency 


in medium-size town $8,500 
COPYWRITER — Industrial, 

agency experience 10,000 
COPYWRITER—Consumer goods, 

growing agency 8-10,000 
PUBLICITY WOMAN, food exp. 8,000+ 
WOMAN’S EDITOR, home econ 7,000 


MANY MORE — MAIL RESUME 


GLADER CORPORATION 


110 8. Dearborn St., CHICAGO, ILL. 
Phone: CEntral 6-5353 


DO YOU NEED 
Copywriters, Ad Managers, 
Production People, Artists? WE 
HAVE THEM! Check with 

MARAMAC PERSONNEL 


5 No. Wabash, Chicago 2 
RA 6-3538 


ADVERTISING 
SPACE SALES 


Leading merchandising trade pub- 
lication has opening in midwest 
office. Packaged goods sales, adver- 
tising and/or marketing experience 
essential. Liberal salary, commission 
and expenses. Our staff knows of 
this advertisement. Box 209, AD- 
VERTISING AGE, 200 E. Illinois 
St., Chicago 11, Illinois. 


ELECTROTYPE SALESMAN 


Established electrotyping company 
has an immediate opening for a 
sales representative who wishes to 
increase his opportunities.. 

This company has complete facili- 
ties for manufacturing all types of 
flat and curved plates, including 
the latest “3M” treated plates for 
magazine, book and carton print- 
ers. Liberal benefits. All inquiries 
held in confidence. 

Box 210, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 
167 NORTH LAGALLE STREET, CHICAGO 1. LLINOTS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


ASSISTANT ADVERTISING MANAGER 
Sizable firm selling industrial products 
into the commercial and industrial build- 
ing market is looking for a man with 
experience in that field to assist the 
advertising and sales promotion manager. 
Applicant must have cxperience in indus- 
trial advertising with particular emphasis 
on sales promotion. Must be able to write 
a limited amount of copy, plan coordi- 
nated sales programs, promotional meet- 
ings, have knowledge of audio-visual aids, 
advertising production, direct mail tech- 
niques, and have administrative ability. 
This is not a ‘‘chained-to-the-desk’’ type 
of job nor is it a soft spot. Requires a self- 
starter who can accept responsibility to 
execute complete programs with sales di- 
visions. Salary commensurate with ability 
Send resume to Box 208, Advertising Age, 
630 Third Ave., New York 17, New York. 


ACCOUNT 
EXECUTIVE 


Expanding agency needs crea- 
tive account man to serve pres- 
ent accounts and work on new 
business development. Talent, 
leadership and experience in 
agricultural, industrial and con- 
sumer products a must. You 
need no billing; just the ability 
to produce. We have a top qual- 
ity, full service organization 
with a proven record for growth. 
Send resume, references and 
letter describing your qualifica- 
tions. Chicago location. Box 217, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


Better Jobs and Lower Fees 


SALES PROM MGR appliances 10-15M 


ADV MGR industrial 10-12M 
A.E. packaged foods 15-20M 
CREATIVE DIRECTOR agency 25M 

ADV MGR(2) appliances 9-11M 
COPY CHIEF dept store 10-15M 
ART DIRECTORS(3) agency  10-15M 


Send 2 complete resumes to us 
for confidential handling 


WALKER 
83 So. 7th St., Minneapolis 2, Minn. 


DON HARRIS NEEDS: 


SENIOR MERCHANDISER, top-bracket 
agency, a right hand to one of the best. 
Package goods, especially foods. Confident 
in untangling problems, prescribing and 
presenting to show-me clients. No job for 
part-way experience .............. $17,500 
MERCHANDISER, big-name agency. 
Younger version of man for job listed 
above, similarly an authentic first-rater. 
Could come from agency, company, or be 
now with wide-range responsibilities in 
food chain 
ASSISTANT 
Completely qualified advertising admini- 
strator who's supervised sizeable staff 
Sih otee\ sas ketesh ti hek chat be ee $12-15M 
ASSISTANT ADVERTISING MANAGER, 
grocery products. Pet-food experience a 
plus. Probably 30-35 ............. 0M 
HOUSE ORGAN EDITOR, some publicity. 
Chemical background helpful. Probably 


DIRECTOR, agency. Rare job because 
only requirements are: research-oriented 
academic background; energetic ambition. 
 ¢nsedssaeleena ry ede adeta at ee TO $6M 


DON HARRIS, DIRECTOR 
Advertising and Marketing Division 


MONARCH PERSONNEL 
28 E. Jackson, Chicago, WA 2-9400 


50% INTEREST IN 
ADVERTISING AGENCY 
FOR SALE 
(Los Angeles) 


Principal of well-established ti lly 
known Los Angeles advertising agency 
wishes to retire and devote time to other 
investments. Billings now over $1,000,000 
yearly with sound ten-year profit record. 
Purchaser's immediate salary and bonus 
will be between $20,000 and $25,000 an- 
nually. Fine opportunity to increase in- 
come as agency continues to prosper. 

Present owner will sell on time basis if 
necessary with one-third ($20,000) cash 
down and balance over the next two years 
= pees coming out of earnings if 

esired. 


Ideal opportunity to get established in 
a going business overnight in the prosper- 
ous and important Los Angeles market. 
Offer should be especially attractive to 
someone who is experienced and is both 
capable and desirous of becoming the top 
officer in the agency. Other stockholders 
would particularly like to attract a top 
— man in either the art or copy 

elds. 


Write, giving full background in adver- 
tising and/or allied fields, to Mr. Howard 
Seymour, C.P.A., Box 218, Advertising 
Age, 4041 Mariton Avenue, Los Angeles 8, 
California. 


McGraw-Hill Still 


Bulging: New Moves 
to Hightstown Set 


New YorK, May 17—McGraw- 
Hill Publishing Co. is again bulg- 
ing at the seams. In 1958 the pub- 
lisher moved its shipping, ware- 
housing and companywide stores 
out of its 35-story headquarters 
here to Hightstown, N. J. Today 
the company said that the space 
released by that move has been 
absorbed and that it is contem- 
plating another move. 

McGraw-Hill said, “Studies to 
date contemplate a two-story, air- 
conditioned structure with about 
100,000 sq. ft. of floor space, 
roughly equivalent to four lower 
floors of the McGraw-Hill build- | 
ing. Such a new building would | 
not be ready for at least a year.” | 

The departments to be princi-| 
pally affected are in accounting, | 


NSEC of Toronto Elects Munro 

George R. Munro, general sales 
manager of Molson’s Brewery Ltd., 
has been elected president of the 
National Sales Executives Club of 
Toronto, succeeding F. G. Allen, 
manager of fountain sales divi- 
sion, Coca-Cola Ltd. Other new 
officers are: W. E. Vaughan, dis- 
trict manager, Firestone Tire & 
Rubber Co. of Canada, Ist vp; 
H. S. Fursman, vp and general 
sales manager, Link-Belt Ltd., 
secretary; R. A. Hopkinson, presi- 
dent of Cook & Son Ltd., treasurer, 
and A. G. Watson, general sales 
manager, Drug Trading Co., Ltd., 
historian. Executive secretary is 
Vernon Lang. 


Marschalk Opens in Columbus 
McCann-Marschalk, a division 


of McCann-Erickson, has opened a| 


new service office at 2144 River- 
side Ave., Columbus, O. John 
Ribbing, formerly an account ex- 
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Arthur W. Oldham, account serv- 
lice director in the Cleveland office, 
| will supervise the Columbus oper- 
lation. The office will service 
| Anchor Hocking Glass Corp., Co- 
|lumbus Coated Fabrics Corp., Co- 
\lumbus & Southern Ohio Electric 
Co. and Miraplas Tile Co. 


Honig Has 52nd Birthday 

Honig-Cooper & Harrington, San 
Francisco, celebrated its 52nd an- 
niversary with completion of a 
new wing on its agency-owned 
building. Since its erection in 1954, 
the building has been enlarged 
three times and, with the new 
wing, now comprises about 16,000 
sq. ft. 


Steel Named Ad Manager 
McNeil Laboratories, Philadel- 
phia pharmaceuticals manufactur- 
ing company, has appointed Edwin 
R. Steel advertising manager. With 
the company for four years, Mr. 


for both the book company and |ecutive in the Cleveland office,|Steel was formerly advertising 


the publications division. Actual 
moving of these departments to 
the new Hightstown building is 
expected to start in the fall of 1961 
or early 1962, the company said. 
The new building would be 
built adjacent to that constructed 
in 1958 on 38 acres of company- 
owned property in Hightstown, 50 
miles from New York, where Mc- 
Graw-Hill now employs 110 people. 


® McGraw-Hill currently occupies 
about 90% of the 29-year old Mc- 
Graw-Hill Bldg., at 330 W. 42nd 
St.; the remaining space is occu- 
pied by its service companies. 

In 1951 the company had to 
open an “armex” at 351 W. 41 St., 
when it hired 173 temporary em- 
ployes for its technical writing 
service to produce literature for 
government and industry. While 
the technical writing staff has been 
reduced, the annex still houses 
more than 140 employes, now rep- 
resenting many company depart- 
ments. 

In 1957 it moved its Atlantic 
district sales staff out of its head- 
quarters and into a new office at 
500 Fifth Ave., which opened with 
88 employes and now houses 111. 

McGraw-Hill today has 4,967 
employes in 20 domestic and 17 
foreign offices. Some 3,700 are in 
the New York area. # 


Crawford to Clark & Bobertz | 


Crawford Door Co., Detroit, has | 
named Clark & Bobertz, Detroit, 
its advertising and public relations 
counsel. 


Copywriting Studio 
Confidential Work 
Add our copy experts 
to your staff—but not 
fo your payroll—get a 
top creative team for a 
pre-agreed token fee. 
Persuasive Communication 
any kind — any medium 


270 madison /ny 16 


will be resident account manager. 


|production manager. 


plete 
Your 


Use This Space to Print or Type Your Classified Advertising Message 


Want a 
Trade ? 


Your classified ad 

in Advertising Age 
may very likely 

do the trick for you! 


If you have something to swap 
that appeals to marketing men or 
women—spell out your deal in a 
classified ad. You cover the com- 


market. You get fast action. 
cost can be as low as $5 per 


ad! Try it. 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday, 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column 
‘inch, and card discounts, size, and frequency apply. 


Agencies... Ad Managers. . . Art Studios: 
CUT DOWN YOUR OVERHEAD! 


Expert free-lance copywriting is avail- 
able any time you need it... and —_" 
when you need it! Fast, professional, 
part-time service backed by 10 years of 
national and local consumer, retail and 
industrial experience. Top references. 


HOLDEN ADVERTISING 
6620 W. Diversey Ave., Chicago NA 2-6355 


ADVERTISING EXECUTIVE: 


National company needs top professional to create and direct over- 
all advertising program consisting of direct mail, display ads, trade 
shows, public relations program. Ours is not a large company but 
rates tops in our industry. The person we want may be presently 
employed on a fulltime basis and wish to supplement his income, 
or he may be a young guy who is low man on the totem pole; 
or may be some real smart gal who may not be getting the recogni- 
tion she deserves. State experience in detail. 


Interviews held strictly on a confidential basis. 
Box 213, Advertising Age, 200 E. Illinois St., Chicago 11, Illinois. 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 
67 E. MADISON - SUITE 1418 
CHICAGO 2, Ill. 
CEntral 6-5670 


BIRCH 


Personnel 
Service, 
Inc. 


COPY CHIEF 


1 am enclosing $ 


1 State 


Tescouthty seasoned man with both 
creative ility and administrative 
experience. Supervise 4-person de- 
partment in leading Midwest agency 
outside Chicago and write copy for 
key accounts. Unlimited opportunity 
for growth. Our employees know of 
this ad. Write, giving full details 
and salary requirements. Box 205, 
Advertising e, 200 E. Illinois St., 


Chicago 11, tlinois 


Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


4041 Marlton Avenue 
Los Angeles 8, Calif. 
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TS Ld Morning Evening Sunday Total 
R.0.P. Color Use Top 200 Dailies, R.O.P. Color Linage 
° 98. Syracuse Herald-Journal & 
. / * Herald & Herald American .. 551,649 101,059 652,708 
Is Up 25% ln 59; January December, 1959 99. Hammond Times ..............:0000000 478,636 173,852 652,488 
Source: Media Records 100. Richmond News-Leader ............ 644,503 644,503 
3 ; 101. Albuquerque Journal! 454,811 187,690 642,501 
‘Journal Is No l , Morning «= Ceesing = Sondey ae | 102. Spokane Chronicle nnn: 635,201 635,201 
° a a. gy ened 2,213,135 eee rt ms a 103. Evansville Press & Courier Press 495,732 127,327 623,059 
ee ee ’ — PUG. Doetnn QU Sicisicccsisisciccriesens 502,530 116,745 619,275 
Media Records Report 4 — = ““ sagen rainy 105. San Francisco Chronicle .... 486,056 123,766 609,822 
st: See arene. peveerewvenswentenenrtvtores ’ yrhihly 106. Cleveland Plain Dealer .... 558,346 48,385 606,731 
on 229 Dailies Shows 5. Salt Lake City Tribune .............. 1646,709 272,451 1,919,240 | 107 Knoxville News-Sentinel ............ 492,335 113,985 606,320 
Linage Hit 153,215,463 Sa ee Sere ~~ 1,353,199 436,771 1,789,970 | 198, san Francisco Examiner .......... 526,726 78,914 605,640 
7. Houston Chronicle  .............00+ 1,322,824 405,423 1,728,247 109. Los Angeles Herald Express ...... 597,961 597,961 
New York, May 17—Media Rec-| 8: Nashville Tennessean 601,828 = 1,614,365 | 110 Phoemix-Gozette ......sssessscorcessee 596,359 596,359 
ords this week reported that 229 9. Salt Leke City Deseret 111. Shreveport Journal ..............000 590,792 590,792 
dailies carried 153,215,463 lines of News Telegram ..........::00000 1,613,473 1,613,473 112. Wichita Eagle 412,590 175,591 588,181 
r.o.p. color advertising in 1959, as| 10. Minneapolis Stor & Tribune ...... 1,297,074 = 301,973 1,599,047 | 113. s+. Paul Pioneer Press ...c.ccsssee. 586,612 586,612 
compared with 122,621,232 lines in| '1. New Orleans Times-Picayune .... 1,414,898 VOPA2Z2 1,584,320 | 14.4. Tulee TribUMe acccscccseeseseneereeneee 576,736 576,736 
1958, an increase of nearly 25%. 12. Atlanta Journal & Constitution 1,224,702 349,403 1,574,105 115. Fort Werth Star-Telegrom ........ 568,662 568,662 
In a rundown on r.o.p. color lin-| 13. Cincinnati IOI  Skasistentdeoneits 1,016,938 553,551 1,570,489 116. Oklahoma City Times 565,124 565,124 
age carried by newspapers, Media 14. Dallas Times-Herald ................... 1,220,626 333,364 1,553,990 117. Pasad Ind aun 556,296 556,296 
Records listed the Milwaukee Jour-| 15. St. Paul Pioneer Press & Dispatch 1,147,100 396,744 1,543,844 | 115 Rochester Democrat & Chronicle 423,323 131,222 554,545 
nal as running the largest amount} 16. Columbus Dispatch 1,134,943 335,380) 1,490,323 | 119 Kansas City Times ...sccccsssccsseees 553,531 553,531 
of color advertising in 1959—2,- 17. Birmingham News .... a 1,048,670 440,720 1,489,390 990, Rachecter Times Malen 552,094 552,094 
213,155 lines in daily editions and | 18. Denver Post .......cc----mvssm 1,230,976 = 215,519 = VA4GAPS | 191, Detrett Times .accsccnesccccssesssscssseen 533,502 17,174 550,676 
744,606 lines on Sunday, for a to-| 19. Cincinnati Post & Times-Star .... 1,429,675 1429475 | 199. indionapolis Times. .occeec-sssess.-n- 488,213 61,087 549,300 
tal of 2,957,761 lines. 20. Omaha World Herald .............. 1,074,682 347,459 =—1,422,141 | 193. Memphis Press Scimitar ............ 541,362 541,362 
Other newspapers in the top ten| 21. Dallas News 1,081,481 336,069 1,417,550 | 194 Little Rock Arkansas Gazette... 325,749 207,927 533,676 
were the Chicago Tribune, 2,413,-| 22. San Diego Union... 876,469 485,479 1,361,948 | 195 seattle Post Intelligencer ........... 400,429 130,315 530,744 
503 lines; Los Angeles Times, 2,-| 23- St. Louis Post-Disptach ............ 1,049,335 312,422 1,361,757 126. Harrisburg Patriot & 
170,059 lines; Miami Herald, 2,011,-| 24- Des Moines Tribune Register .... 1,053,657 287,385 1,341,042 Rehted liens 436,004 84,917 520,921 
171 lines; Salt Lake City Tribune, | 25. San Diego Tribune ..............00+ 1,338,319 1,338,319 127. Boston Globe 520,268 520,268 
1,919,240 lines; Fort Worth Star-| 26. Houston Post  ........s-scesesseres 978,747 321,232 1,299,979 | 108 portland Gregus soured! ......... 389,604 126,666 516,270 
“ Telegram, 1,789,970 lines; Houston| 27. Washington Post .. 972,440 313,134 1,285,574 | 199 Little Rock Arkansas Democrat .. 399,254 109,394 508,648 
te ; Chronicle, 1,728,247 lines; Nash- Deets FRE uicisailcniiecicsccssenee 990,564 272,411 1,262,975 i i 506,067 506,067 
oats ville Tennessean, 1,614,365 lines;| 29- Long Beach Independent- 131. Honolulu Advertiser ............:.++-. 304,844 197,808 502,652 
ie Salt Lake City Deseret News Tel- Press Telegram... 1,173,235 86,633 1,259,868 132. Fort Wayne News-Sentinel ...... 502,537 502,537 
egram, 1,613,473 lines, and Minne- a a 1,034,301 199,334 1,233,635 133. Boston Herald ...<.ccececsccocescce.s.. 418,772 82,688 501,460 
apolis Star & Tribune, 1,599,047| 31. Sacramento Bee .........0.-.-0 1,063,400 165,458 =— 1,229,058 | 134 modesto Bee -..csccsccscssssssssssssssee 436,980 63,439 500,419 
lines. 32. Long Beach Independent ........ 1,168,538 1,168,538 | 135. Syracuse Post-Standard ........... 489,520 8,910 498,430 
33. Los Angeles Mirror Daily News 1,159,263 1,159,263 | 136. South Bend Tribune .............. By 330,878 161,595 492,473 
= The Milwaukee Journal contin-| 34 Philadelphia Bulletin ............... 868,740 = 273,186 = 1,141,926 | 197 Evansville Courier sss a 486,439 486,439 
ued to be the No. 1 newspaper for | 35: Chicago Daily News nm. 1,136,067 1,136,067 | 138. pittsburgh Sun-Telegraph .......... 397,035 89,030 486,065 
r.o.p. color linage in the first quar-| 2 Atlante Constitution ................. 1,120,438 1,120,438 | 139, jockson-State Times ...ccccccsss-.. 358,771 123,380 482,15) 
ter of 1960, carrying 880,198 lines| 37- Cleveland Press ...........-. " 1,116,581 1,116,581 | 140. Norfolk Ledger-Dispatch & 
during the month. Other leading| 38 Akron Beacon Journal .... 935,998 169,884 1,105,882 Pertanian QPOF .accsccesoossens.n 476,798 476,798 
ss newspapers for the period were the| 3% 5vffalo Evening News .............. 1025,656 1,025,656 | 141. Baltimore News-Post & American 390,724 73,614 464,338 
oe Los Angeles Times (599,746 lines) ;| 40: T9mPO Tribune... 745,093 276,916 1,022,007 | 149 Albany Times URIOR .oeccscsssss..-- 308,387 153,827 462,214 
Miami Herald (506,164): Fort | 41. St. Petersburg Times ......0....... 835,815 176,095 = 1,011,910 143. Worcester Gazette oS 461,554 461,554 
Worth Star-Telegram (460,340);| 42: Nashville Banner vee 1,009,049 LOOPOE | 146. Greckten e0Td ncccccsccesseeornen 460,712 460,712 
Chicago Tribune (458,378); Dal-| 43: bos Angeles Examiner ........... 90 S22 95,203 WOOT 02S | 145, Roanoke THOS ..ccsscsscsssssessesees 342,766 114,306 457,072 
las Times-Herald (451,203); Hous-| 44 Rockford Star. ..-s.ccssersesernree 616,087 171,001 = 987,838 | 146 Worcester Telegram ................. 288,249 163,012 451,261 
ton Chronicle (436,932); Dallas| 45: Ocklond Tribune reese O54,513 127,921 = PRB ASE | 167, Wichita Eagle ..cssosssnsesees mtb 450,168 450,168 
News (412,203); Minneapolis Star| 4% Sen Jose News & Mercury News TIV,T30 206,342 = 978,072 | 148. Erie Times & Times News .......... 397,723 50,597 448,320 
& Tribune (393,709), and St. Paul| 47: Riverside Press-Enterprise... a7, 157,639 = 975,55? | 149. Duluth News Tribune ccc. 271,114 172,662 443,776 
Pioneer Press & Dispatch (374,-| 48 Toronto Telegram pin Po gay | 150- Denver Rocky Mt. Mowe ann me 2000 442.200 
8). # pened aie igi Sete > cane ae ’ , 151. Boston Traveler .............:ccccc:e000++ ; 7 
| 4 a Gazette ~ peigae 915,439 655,388 242,637 a 152. Fort Wayne Journal Gazette .... 427,051 9,856 436,907 
] BARS arene ce rere, So mperonvenen nnn eens saeotone ; r : 153. Des Moines Register ................ 430,673 430,673 
Eee See, ee 
Up 28.7% in March, | 54. San Antonio Light... 643,802 233,601 _— 877,403 me ae Sse aa biggie pea : prope 
. . Grand Rapids Press... 716,664 151,034 867,698 ‘ << ? ’ 
28.3% in Year: Hoe | &. beret Now 704831 79,75 864,606 | Jon auuavergue Tribune re er 
New York, May 17—Newspaper | 37: Lovisville Courier Journal ....... re ate css ee 391,155 21,240 © 412,395 
r.o.p. color linage in March totaled | 58- Norfolk Virginian-Pilot & 160. Owensboro M 377,610 18,230 395,840 
14,427,974 lines, a 28.7% gain over Portsmouth Star ..........0000000 635,233 207,277 842,510 180. © Secs See 383,755 11,320 395,075 
color linage rung up in March, 59. Shreveport Lg CIE SE A: 632,281 209,064 841,345 162. Newark News 25 394,228 394,228 
1959, according to a report issued | 60- Lovisville Times ....-.-verrv — 835,070 | 163. Charlotte News ...cccsssesesstseen 391,768 391,768 
this week by R. Hoe & Co. 61. Mobile Press & Press Register .. 685,623 149,038 834,661 164. San Rafael Independent Journal 383,389 383,389 
Color linage for the first quarter | 62: Milwaukee Sentinel ... on 127,186 832.714 | 165. Charleston Gazette-Mail ......... 300,293 77,662 377,955 
of the year totaled 35,085,966 lines, | 63. Orlando Sentinel ....... ~ 608,320 222,844 831,164 166. Owensboro Messenger ees 377,610 377,610 
a 28.3% gain over linage reported| 64. Dayton News cnc A epee dR opto Sek SSRN 377,177 377,177 
for the same period in 1959. eS eg SO REE eee 631,532 187,081 818,613 168. Knoxville Journal 1 See 376,782 376,782 
Retail color linage in March 66. Peoria Journal & Journal Star 681,904 131,837 813,741 169. San Francisco News-Call-Bulletin 375,960 375,960 
amounted to 6,976,411 lines, a 34% | $7 Charlotte Observer... — 151,483 809,775 | 170. £1 Paso Herald-Post .....ccu ene 374,702 374,702 
gain over retail color linage in| 68 Philedelphia Inquirer ............ ones 193,360 812,252 | 171. Wichita Beacon .......... 297,529 72,492 370,021 
March, 1959. General and auto- | 69. Phoenix Republic ..........0..00000 598,538 200,349 798,887 172. Readake Weld Mews 359,770 359,770 
motive color linage for the month, | 70. Richmond Times-Dispatch .......... 456,053 338,941 794,994 | 17S, Masses  Preth- .cscicscsucsca- 359,769 359,769 
St 6,471,066 lines, was up 26.6%. | 7'. Momphie Commorsial Appeal . 608.095 phillies Ei SRR 357,072 357,072 
Benge eli rey y ig Tt Fav aan | TIE: Wetilngton BOW inne 355,869 355,869 
io ie ce eee : ; 176. Columbus Citizen ........cs.sse0000 260,640 89,864 350,504 
Y ee ee ae ween | 74, Kansas City Star ..ccssssssseeneee 604,455 155,249 759,704 | 170° CO Sand tulnésiead 238,036 93,628. 331,664 
were the biggest users of r.0.p TE. Gary Post-Teiwne 0.0... 665,068 113,715 757.583 | 178. Cleveland News 20.0.0... 331,606 331,606 
etter tn Merch placing 646. 296 76. Portland Oregonian .............+. 606,015 151,206 757,221 179. Jackson Clarion Ledger & 
lines. Other big users were dairy| 77° Chicege Sun-Times —— — or Clarion Ledger & News .... 265,838 53,846 319,684 | 
products, 621,224 lines; new pas-| 78 snag oe se ne roe 754,278 | 190. son Francisco Call-Bulletin ...... 308,622 308,622 
s cars, 547,7 ines; miscel- | eo 2 are 1. Newport News Press ................ 258,599 45,344 303,943 
iialitis Seals, $41,010 Mines, and pen weeny Semen nent — 112.779 753,806 | 199° Unca Observer Dispatch 271,553 30,951 302,504 
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Advertising Age, May 23, 1960 


New Trendex 
Is Broad-Gauge 
Viewing Report 


Data Include Sponsor 
identification, Degree 
of Liking, Show Choosers 


New York, May 18—The latest 
Trendex network tv report repre- 
sents another step in the cam- 
paign to soft pedal ratings in favor 
of qualitative data. 

This report on viewing for the 
first week in February and March 
in 29 multi-station cities shows 
audience composition, frequency 
of viewing, viewer reaction to the 
program, sponsor identification 
and who selected the program—as 
well as the program rating. Trend- 
ex defines a rating as the percent- 
age of total tv homes called found 
viewing the program. This report 
marks the start of an expanded 
Trendex service covering a broad- 
er area. 

This kind of analysis of tele- 
vision programming could be called 
a something-for-everybody ap- 
proach. A specific program or 
category that does well by one 
standard may do poorly by an- 
other, but in most cases this broad 
look will give every program and 
sponsor something to be at least 
mildly happy about. 


® New information which Trend- 
ex is incorporating for the first 
time includes breakdowns for 
individual programs in network 
nighttime tv, in terms of frequency 
of viewing; reaction to program 
and reaction to the series. There 
is also more detailed information 
showing who in the family had a 
hand in helping select the pro- 
gram being watched. 

Since this is the first time 
Trendex has provided this kind of 
detailed information for a broader 
look at tv, it remains to be seen 
how advertisers and their agencies 
will make use of it. A look down 
the wide page of figures will show 
a sponsor how his program looks 
in general, in terms of the com- 
petition. But it will probably take 
detailed analysis to make the et 
of figures meaningful. 

To illustrate what can be done | 


with the data, ADVERTISING AGE | 


being surveyed—frequency of 


viewing and reaction to the scries. 
AA was given the top ten, in order 
(with several ties included), for 
each program type. 


# In terms of frequency of view- 
ing, the sponsors who will be 
happiest are “Maverick” (Kaiser, 
Drackett); “Father Knows Best” 
(Scott, Lever); “Perry Mason” 
(participating sponsors); Law- 
rence Welk (Dodge); the “Real 
McCoys” (P&G); “Have Gun, Will 
Travel” (Whitehall, Lever); 
“What’s My Line?” (Sunbeam, 
Kellogg); Danny Thomas (Gener- 
al Foods); “Loretta Young Show” 
(Toni, Warner-Lambert) and “77 
Sunset Strip” (participating spon- 
sors). These programs were the 
top ten in terms of the percentage 
of homes where the viewers said 
the program was viewed “regular- 
by.” 

Several of these were also 
among the ten best liked series. 
The leaders on the basis of the 
viewing homes, which termed 
these series among the best, were 
“Perry Mason,” “Father Knows 
Best,” Lawrence Welk, Danny 
Thomas, “Maverick,” “20th Cen- 
tury,” the “Real McCoys,” “Un- 
touchables,” Dick Clark, Perry 
Como, and Red Skelton. 


= The category comparisons in 
particular carry out the some- 
thing-for-all theme. In average 
ratings, situation comedy and 
western drama placed first and 
second, respectively. But, as usual, 
westerns as a category and other 
action formats—adventures, mys- 
tery and crime shows included— 
were weak in the sponsor identifi- 
cation rankings. An easy winner 
in the sponsor identification stand- 
ings was the variety-comedy-mu- 
sic category. Runner-up was the 
half-hour drama. 

The program types most likely 
to keep peace in the family circle 
—but not by comfortable odds— 
were quizzes or variety stanzas. 
These types did best in terms of 
unanimity of program selection. 
Quizzes also did well, as did situa- 
tion comedies and westerns, on 
the basis of regularity of viewing. 

This report also seeks to gauge 
viewer reaction to the tv show he 
is watching when called by the 
interviewer. The reaction is brok- 
en down in terms of “one of the 
best,” “good,” “fair,” “poor” and 
“don’t know.” The viewer was 
asked his opinion of the specific 
program he was watching the 
night he was called, as well as to 


score ranged from 46% to 55%. # 


Freyd 


TRIO—Present at the 79th annual 
in White Sulphur Springs, W. Va., 


Proprietary 


(Continued from Page 1) 
drug products and the advertising 
used to sell them. 


e 2. To educate the public to the 
fact that such products are effec- 
tive when properly used, no mat- 
ter where they are purchased. 


e 3. To persuade the consumer to 
abandon the stoicism that makes 
him suffer discomfort unnecessar- 
ily. 


= Mr. Lipscomb, who presented 
the research findings, has a back- 
ground of nearly 30 years in the 
drug business, including service 
with McKesson & Robbins, Lever 
Bros. and J. B. Williams. 

“Our research shows,” he said, 
“that consumers rate home medi- 
cation companies’ service to them 
just as well as they do a food 
company or a soap company. All 
in all, the survey (conducted with- 
in the past few weeks and pre- 
sented for the first time today) 
seems to bear out the fact that 
|the proprietary industry has an 
|above average image. Most people 
|recognize and believe you are in- 
|terested in the public’s welfare. 
“There is only one area where 


asked Trendex to pull out the/|the series as a whole. In the pro- you are clearly on the bottom of 
leaders in two of the new areas | gram type comparisons, the “good” |the totem pole—and that’s in the 


Bernegger 


eS 
i. A 


Willimgham 
meeting of the Proprietary Assn. 
were Paul Freyd, Batten, Barton, 


Durstine & Osborn; E. Lloyd Bernegger, Warner-Lambert Pharma- 
ceutical Co., and Carl Willingham, National Assn. of Chain Drug 
Stores. 


Drug Ads 


Disbelieved: Lipscomb 
| 


area of advertising,” he said. To 
illustrate, he pointed to 43% of the 
people surveyed, who said they 
would not trust headache remedy 
advertising, and to 41% who said 
they would not trust laxative ad- 
vertising. 


® Specifically, the nine-point pro- 
gram recommended by Mr. Grafer 
called for, among other things, an 
active attack by Proprietary Assn. 
members on false and misleading 
advertising, “to combat the con- 
sumer view that if it weren’t for 
the government we’d really go 
wild.” 

He also urged members to (1) 
“individually challenge your own 
advertising”; (2) develop a three- 
year public relations program; (3) 
develop an internal program for 
members; (4) keep up to date on 
consumer attitudes and (5) con- 
centrate on eliminating consumer 
stoicism—‘“the tendency in most 
people to endure discomfort un- 
necessarily.” 


# Mr. Brown observed in his an- 
nual address that “the human and 
the proprietary life spans are 
moving in opposite directions, and 
for identical reasons. 


Source: Trendex 29-City Program Report 


Network TV Program Type Comparisons 


1. 2. 3. 4. 5. 6. UB 8. 
Type of Frequenc Reaction Reaction Sponsor 
Viewing Audience Program Additional of to to . Identi- 
Home Composition Selectivity | Selectors Viewing Program Series fication 
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lote: Sports and news not included 


because of insufficient data. 


| “Scientific advances and modern 
|know-how have lengthened the 
jactive life expectancy of man; 
|scientific advances and modern 
| know-how will shorten the active 
| life of proprietaries. 

“I cannot imagine that product 
obsolescence will occur with the 
|rapidity with which many new 
|developments have suffered in the 
ethical field,” he added, “but the 
| trend will be in that direction 
;none the less. 
| “Does this mean that our pro- 
|prietary field is less inviting than 
iit has been traditionally? Certain- 
ily not. But it does indicate that 
|we have te be increasingly re- 
|sourceful and willing to change 
| SaeeRened concepts if we are to 
|continue to be successful,” he said. 


® Modernized and reformulated 
products and new uses for old 
products were two of the avenues 
for opportunity which Mr. Brown 
said are open to the proprietary 
makers. He told the smaller com- 
panies in his audience—who earli- 
er this week explored their special 
research and development prob- 
lems—not to be discouraged be- 
cause they can’t match the re- 
search and development budgets 
of their affluent competitors. 

“The challenge in new products 
is to our creative imagination, 
rather than to the size of our 
research facilities. The new prod- 
ucts in proprietary medicine will 
usually not be the result of basic 
scientific discoveries, as is the 
case with ethical companies. 

“Instead, our new products will 
emerge because someone con- 
ceived of a market need or a mar- 
ket opportunity and then built a 
product, using—and this is impor- 
tant—already available therapeu- 
tic agents. 


s “In the area of creativity and 
imagination, the small company 
can hold its own against the large. 
Size is not the key. Group creativ- 
ity has always taken a back seat 
to individual creativity. I can’t 
recall a single instance where a 
committee ever painted a master- 
piece, composed an enduring piece 
of music or wrote a great novel.” 

Mr. Brown pointed to Noxzema, 
Listerine, Clearasil and Dristan to 
support his view. 

Clearasil was not based upon the 
discovery of “a magic new chemi- 
cal’”’ but a combination of already 
known and tested ingredients. “It 
was the original idea behind Clear- 
asil, and the masterful advertising 
of it, that caused its success—and 
without the financial resources of 
a large company to bankroll the 
operation.” 

The spectacularly successful 
Dristan, made by the giant Amer- 
ican Home Products, “many of us 
in the room including your speaker 
have viewed with a touch of sor- 
row as well as envy,” the B-M 
executive commented. 


s “The list of active ingredients 
on its label does not disclose any 
‘substance not available to any of 
us. Of course the formula develop- 
ment work was an excellent piece 
of work, but the real clue to its 
success lies in the imaginative 
positioning of Dristan in the highly 
competitive cold field and building 
| upon a new advertising approach.” 

Mr. Brown observed that many 
Proprietary Assn. members today 
market high volume products that 
had their origin more than half a 
century ago and still have sub- 
stantial sales and profits. 
| “Sal Hepatica was the corner- 
|stone upon which Bristol-Myers 
was built; Bromo-Seltzer, Mex- 
sana, Black Draught, Eno’s, Lysol, 
Carter’s Little Liver pills and 
many others played similar roles 
| for their companies. 

“This is a happy picture for us 
to contemplate, but I do not think 
that this history will repeat itself. 
It is my firm conviction that no 
longer can a manufacturer estab- 
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lish his proprietary medicine and 
look forward to its probable and 
profitable life for 50 or more 
years.” 


® Among the reasons this is now 
a saga of the past, the speaker 
stated: 

e 1. The proprietary field “is be- | 
ing eyed enviously by companies | 
which have never been in the field | 
before. Soap comvanies, cosmetics | 
companies, sundry manufacturers | 
and even our ‘ethical’ brethren” | 


Bhs sie ia e 


are bringing rivals to existing 
products and developing brand 
new medications to “invade fields 
already known to have large sales 
potentials. 

“Can’t you imagine the new 
product commiitees of these com- 
panies trying to assess the vulner- 
ability to successful attack of such 
products as Vick’s VapoRub, Milk 
of Magnesia, Alka-Seltzer or Sal 
Hepatica? Maybe you have even 
been present at such discussions. 
I will have to confess that I have 
been.” 


e 2. Many older proprietaries were 
built on claims for effectiveness 
in a wide variety of ailments. 
Competitors now move in on this 
broad base with products aimed at 
one or two specific ailments, often 
promising more precise and pow- 
erful benefits. 

“This prospect is not pure spec- 
ulation on what might happen, 
since to a degree it has taken 
place for some time. The single 
medicine which at one time pro- 
mised relief to sufferers from 
rheumatism, hyperacidity, exces- 
sive uric acid and general debility 
does not find today its major com- 
petition from similar products, but 
from new entries into the field 
with formulae aimed specifically 
at each of its indicated uses. 

“Unfortunately, the older prod- 
uct seldom has participated in 
market expansion unless it has 
altered its marketing strategy to 
meet its new competitors.” 


e 3. Even if the product does not 
offer demonstrable or dramatic 
superiority, “newness per se is a 
product plus in the eyes of many 
people who are looking constantly 
for new and better brands -and 
who are willing to experiment in 
the hope of greater satisfaction.” 
About one-quarter of the adult 
population falls into this group, he 
said. 
e 4. It is difficult for the public 
to accept a new use for an estab- 
lished product “unless the ration- 


ale and documentation for the| 


claim are easily grasped.” 

For example, an established hair 
shampoo usually can’t claim anti- 
dandruff activity, even though it 
has that quality, without adding a 
“new” ingredient to support the 
basically new claim, Mr. Brown 
said. 


® A survey by the international 
trade committee of the association 
showed that about one-third of 
those replying to a questionnaire 
wanted further 
overseas markets. 
kets were named, the most inter- 
est was in Mexico, Brazil, 
United Kingdom, Puerto Rico and 
Cuba. 


s Joel Y. Lund, vp, Warner-Lam- 
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While 20 mar- '”’s new Canadian operation, lo- 
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McWeeney 


Winter 


Cuicaco, May 17—At Tatham- 
Laird last weekend, 30 staff mem- 
bers played a “management game” 
in an effort to find out how the 
other half—their clients—live. 

The ingredients for the “man- 
agement game” were the 30 per- 
sons, divided into six hypotheti- 
cal marketing teams; a model 
problem and an IBM 650 data 
processing machine. 

The six teams took over the op- 
erations of a fictitious company 
which was having financial diffi- 
culties but had possibilities. Par- 
ticipants were given initial condi- 
tions including economic index, 
pricing, market composition, plant 
and production figures, deprecia- 
tion standards, capacity, market- 
ing areas and transportation de- 
tails. 


s The teams made management 
decisions covering all facets of the 


Watson Chipman 


WINNING MANAGEMENT TEAM—This team of Tatham-Laird staff mem- 
bers won out over five other teams from the agency in a “manage- 
ment game” competition last weekend. The team members are Ray 
McWeeney, a print media manager; Fred Winter, comptroller; Art 
Watson, account executive, and Don Chipman, market research an- 
alyst, who acted as president of a fictitious corporation. 


Six Tatham-Laird ‘Marketing Teams’ 
Match Wits, Skill with IBM 650 Unit 


business for a three-year period. 
The decisions were fed into the 
IBM machine and computed. At 
the end of each quarter, each 
team received confidential infor- 
mation from the computer on its 
own activities, orders received, 
money spent on marketing, total 
sales dollars and delivered unit 
cost. 

Each team also received total 
market information similar to that 
normally available to business 
management. The team which 
built up the greatest assets won 
the contest. 

This is believed to be the first 
time an advertising agency has 
employed the electronic training 
techniques now being introduced 
by major corporations for their 
management personnel. Tatham- 
Laird is negotiating with IBM for 
another “management game” ses- 
sion. + 


K astor, Hilton Sets 
Canadian Office; 


Nine Accounts Move 


New York, May 19—Kastor, 
Hilton, Chesley, Clifford & Ather- 
ton has opened a Canadian subsid- 
iary under its own name to service 
12 accounts, nine of which were 
previously handled by the agen- 
cy’s former Canadian affiliate, 
Bradley, Venning, Hilton & Ather- 
ton Ltd. 

William. E. McDonald, a former 
|vp at Bradley, Venning, has been 
named president of Kastor, Hil- 


cated in the MacLean-Hunter 


the Bldg., Toronto. Howard D. Mac- 


Kenzie, formerly with MacLaren 
| Advertising Co., was named as- 
|sistant to the president, and Joan 
| Jackson, formerly with Cockfield, 
/Brown & Co., becomes media buy- 


bert Pharmaceutical Co., was er. 


elected president to succeed Mr. | 


Brown. Elected vps of the associa- 
tion were Ivan D. Combé, Eastco 
division of Combe Chemical, and 
Jerome A. Straka, Chesebrough- 
Pond’s. + 


Overlakes Names Doner 
Overlakes Corp., maker of Cruis 
Along cabin cruisers and Century 
speedboats, has appointed W. B. 
Doner & Co., New York, to handle 
its advertising. Jaqua Co., Grand 
Rapids, is the previous agency 
(AA, May 9). The account is ex- 
pected to bill more than $300,000. 
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| Kastor, Hilton, which broke off 
|its affiliation with Bradley, Ven- 
/ning on April 30 (AA, March 7) 
| listed among the accounts formerly 
|handled by Bradley, Venning as 
Calmic Ltd., Carter Products N. S. 
Inc., Cockshutt Farm Equipment 
|Ltd., Neidner’s Sons Ltd., Potter 
| Drug & Chemical Corp., Q-Tips of 
Canada, Russell Co. of Canada, 
and Smith Bros. In addition, the 
agency will handle Canadian ad- 
vertising for Economics Labora- 
tory, Chemway Corp., and W. 
Lloyd Wood Co. Ltd., which will 
introduce Man Tan and Sustamin 


212 into Canada. 

The New York agency handles 
domestic advertising for Econom- 
ics Laboratory and Chemway, and 
also for Man Tan in the U.S. 


s According to Kastor, Hilton, the 
nine accounts brought in from its 
former Canadian affiliate repre- 
sent “in excess’’ of $500,000. How- 
ever, Hedleigh Venning, of the 
Canadian shop, told ADVERTISING 
AGE that the accounts billed less 
than $300,000 while serviced by 
his agency. 

Meantime, Mr. Venning said he 
is conducting negotiations with 
several other U. S. agencies and 
will probably announce a new 
affiliation within the next 30 days. 
He said that until a new affilia- 


tinue in business as Bradley, Ven- 
ning, Hilton & Atherton. + 


French Names Driggs, Smiley 

R. T. French Co., Rochester, 
N.Y., has promoted two assistant 
advertising managers, Robert P. 
Driggs and Floyd L. Smiley Jr., to 
two newly created posts of mar- 
keting manager. Mr. Driggs will 
be in charge of instant potato, 
spices, and other seasonings and 
Mr. Smiley will handle mustard, 
sauces and other items. Earlier, 
Buell Culver, previously product 
advertising manager, was named 
advertising manager and Richard 
M. Dowling was advanced from 
jassistant to manager of market 
| research. 
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tion is set up, the agency will con- | 


IARI Plans New 


Repeat Ad Study 


on Wider Basis 


New York, May 19—The Indus- 
trial Advertising Research Insti- 
tute will conduct another repeat 
ad study to determine whether the 
findings of a similar study made 12 
years ago still hold true, now that 
more ads are being repeated. 

The new study will also attempt 
to ascertain whether the original 
findings hold for other than the 
two publications used in the first 
study (Product Engineering and 
Steel), and will look at other re- 
peat cycles besides those studied 
in 1947-48. 

Announcement of the new study 
was made yesterday at an IARI 
forum, at which 130 subscribers 
and non-subscribers reviewed a 
study on motives in industrial buy- 
ing and heard about new studies 
on mailed readership and copy 
characteristics. 

After the IARI forum is repeated 
May 24 in Chicago and at the 
Assn. of Industrial Advertisers con- 
ference June 9 in Washington, in- 
dustrial advertisers will be asked 
to cooperate in the study. Adver- 
tisers will be asked to earmark for 
the test at least one ad they’ll be 
preparing for next fall or next 
spring. 

“Assuming you use some publi- 
cations studied by one of the ad- 
vertising readership services such 
as Starch, Readex, Shepard, Fos- 
dick, Ad-Gage, Reader-Feedback, 
etc., modify your advertising 
schedule so as to repeat the ad or 
ads under certain controlled con- 
ditions,”’ a proposed letter will say. 


s There are two requirements: 
The advertiser must agree to run 
his ad at least four times under 
controlled conditions. If he is not 
an IARI member, he must agree 
to pay $50 toward defraying study 
expenses. The charge holds re- 
gardless of the number of test ads. 
Participants are promised interim 
reports, and a complete report at 
the end of the test. Ads can be one 
or two pages. 

Various cycles and suggested 
publications. are spelled out for 
monthly, semi-monthly, bi-weekly 
and weekly publications. 

Presentation of the proposal 
was preceded by a report of the 
chairman and co-chairman of the 
copy characteristics council, John 
De Wolf, vp of F. M. Basford Co., 
and J. Wesley Rosberg, senior vp 
of the Buchen Co. 

They reported that the proposed 
study on repeat ads was an out- 
growth of relatively successful at- 
tempts by the committee to put 58 
of 250 copy characteristics of 2,285 
ads through an IBM data process- 
ing machine. Information from 
the machine gave them answers 
similar to Starch’s noted scores, 
Mr. De Wolf said. 

“The machine came within 75% 
|of picking good and bad ads,” he 
|said. “Mr. Rosberg, Howard G. 
|\Sawyer, vp and marketing di- 
|rector of James Thomas Chirurg 
\Co., and I can do better than that 


ourselves, but for the first time |The phonograph division made. the j 
i/switch in April. Another unit 


|people can argue with arithmetic 
instead of with us.” 


= Edmund Greene, chairman of 
the council on techniques and 


|standards of mailed readership 
| studies, and associate director of . . 
marketing services at Monsanto troduce the 1961 line of Columbiez 
phonographs in Latin America ir 


Chemical Co., reported on prelim- 
inary findings of a study to be 
published this year by IARI. 

Using write-in, check-list and 
magazine-cover selection question- 
naires mailed to a Monsanto list, 
opinion research asked which of 


four publications readers read reg- 
ularly, occasionally, hardly ever, 
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or not at all. Two weeks later per- 
sonal interviews were held with 
364 respondents and 92 non-re- 
spondents. 

Readers were asked to prove 
readership. Some couldn’t. Ques- 
tioning of non-readers, he added, 
disclosed some actually were read- 
ers. 

Mr. Greene said mail readership 
studies should be used with cau- 
tion; that the consistency of replies 
between mail and personal inter- 
views vary in the neighborhood of 
70% to 80%; that cover picture 
type questionnaires overstate read- 
ership, and write-in type question- 
naires understate readership. 

“Playback changed the rank or- 
der,” he said. “Perhaps it’s too 
tough. We hope to resolve in the 
mind of the. advertiser what he 
wants to consider as readership.” 


= Thomas B. McCabe Jr., director 
of marketing services of Scott Pa- 
per Co., called for sharper mar- 
keting tools and more capable mar- 
keting personnel. “Marketing has 
not kept up with other areas 
of technology,” he said. 

“Each year the problems and op- 
portunities become more complex, 
particularly with many companies 
now working on a worldwide ba- 
sis.” 

He suggested to forum members 
that an institute for improved 
techniques of marketing research 
be established, through company 
contributions. Such an institute, he 
said, should survey packaging ef- 
fectiveness and advertising, and 
select, screen and develop mar- 
keting personnel. + 


AIA To Begin 
Public Service Push 
Backing Advertising 


NEw YorK, May 18—The Assn. 
of Industrial Advertisers, in sup- 
port of a program to convince 
management that advertising can 
make “an extremely important 
contribution to their business,” is 
planning a public service ad cam- 
paign in which six management 


advertising. 
Some of the questions: 


all advertising for a year? Why 
‘can’t we cut back on advertising 
and use the money to hire more 
salesmen? What do we actually get 
in exchange for this amount of 
money?” 

The consultants who are partic- 
ipating as ad subjects for a six- 
page ad campaign are: Judson F.H. 
Turton,’ president, Turton Associ- 
ates, Cleveland; C. Wilson Randle, 
president, Booz, Allen & Hamilton, 
Chicago; John R. Sargent, partner, 
Cresap, McCormick & Paget, New 


dent, William E. Hill Inc., New 
York, and Mr. Robert Heller, pres- 


CBS Int'l to Donahue & Coe 
CBS International, New York, a 
division of the Columbia Broad- 
|casting System, has followed Co- 
\lumbia Phonographs from Mc- 
|Cann-Erickson to Donahue & Coe 


CBS Records, and its subsidiary 
Epic Records, 
Wunderman, Ricotta & Kline t 


national will use magazines to in- 


August. 


Lando Names Scheidl 

Lando Advertising Agency 
Pittsburgh, has appointed Bernarc 
Scheidl vp, creative art services 
Mr. Scheid] was formerly art di 
rector. 
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consultants will answer questions | 
management frequently asks of] 


“What § 
would happen if we simply stopped § 


York; A. J. Bergfeld, president,§ 
Stevenson, Jordan & Harrison, New} 
York; Mr. William E. Hill, presi-] 


ident, Heller Associates, Cleveland. § 


last week nameé J 


succeed Benton & Bowles, whict J 
resigned the account. CBS Inter- J 
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Dr. Gallup Signs Agreement 


| Sareea 
ee te * ib 


Dr. George Gallup (right) signs agreement which names The Gallup 
Organization, Inc., as research advisers for Million Market News- 
papers, Inc. At the left is F Bourne Ruthrauff, Executive Vice-Presi- 
dent of the newly formed newspaper sales group. The five member 
newspapers are: Boston Globe, Milwaukee Journal, Philadelphia 
Bulletin, St. Louis Post-Dispatch, Washington Star. 


Welcomes Research Director 


Advertisement 


Pn yates See 


Promotion Director David M. 
Podvey (seated) is shown 
here with Albert G. Forbes, 
new Director of Research for 
Million Market Newspapers, 
Inc. Widely known for his 
broad experience in research, 
Mr. Forbes was formerly Re- 
search Director of Crowell- 
Collier Publishing Company, 
and associated with Alfred 
Politz Research, Inc., and 
Bennett-Chaikin, Inc. He will 
direct, in conjunction with 
Dr. Gallup, the comprehen- 
sive research facilities which 
Million Market Newspapers, 
Inc., is now making available 
to national advertisers and 
their agencies. 


Gallup Organization Named 
Research Advisers for 
Million Market Newspapers 


New national newspaper organization 
initiates plan to provide 
more helpful research for national 


advertisers and their agencies 


The Gallup Organization, Inc., internationally known for 
market, opinion and social research, was named April 1 
as research advisers for Million Market Newspapers, Inc., 
national sales organization for the Boston Globe, Mil- 
waukee Journal, Philadelphia Bulletin, St. Louis Post- 


Dispatch, Washington Star. 


A special advisory team, headed by Dr. George 
Gallup, will work directly with Million Market News- 


papers, Ine. 


This is the first time The Gallup Organization, Inc., 
has been engaged for an assignment of this nature. 


FULFILLS MMN PROMISE 


The appointment of Dr. Gallup 
marks one of the first steps to- 
ward the fulfillment of the prom- 
ise this organization made when 
it opened its doors on January 4 
of this year. At this time, MMN 
announced its aim of furnishing 
more pertinent and useful re- 
search and market data to 
national advertisers and their 
agencies, as well as more effec- 
tive aid in the fields of mar- 
keting, merchandising and 
promotion. Plans concerning 
the latter are currently being 
firmed up by the member news- 
papers and will be forthcoming 
shortly. 


INVESTIGATE FIRST 


In an announcement issued in 
conjunction with the Million 
Market Newspapers, Inc., re- 
lease, Dr. Gallup stated that he 
will “first investigate what re- 
search has been done by all five 
member newspapers. This anal- 
ysis will be both qualitative and 
quantitative. We will also con- 
cern ourselves with providing 
the advertisers with the specific 
kind of research needed, includ- 
ing a more adequate method for 
testing the effectiveness of news- 
paper ads. Our plans also call 
for a study of copy research, in 
order to discover more effective 
ways of using newspapers for 
national advertising.” 


COMPETITION CITED 


FE Bourne Ruthrauff, Executive 
Vice-President of MMN, pointed 
out that in the past, newspapers 
have concentrated a great deal 
of their research efforts on try- 
ing to demonstrate local advan- 
tages over other papers. This 
important competitive selling 
job will still be carried out by 
Million Market Newspapers. Dr. 
Gallup, however, will concern 
himself with the broader aspects 


of effective newspaper use by 
the national advertiser. 


NEW SERVICE ERA 


“We are confident,” Mr. Ruth- 
rauff stated, “that as a result of 
the affiliation of this great re- 
search organization with five of 
the nation’s most dynamic and 
progressive newspapers, a new 
era of service to national adver- 
tisers will be developed.” 


Mr. Ruthrauff noted, how- 
ever, that though The Gallup 
Organization, Inc., will be, in 
effect, MMN’s research depart- 
ment, other research organiza- 
tions will be called in from time 
to time to make outside studies. 
This will insure that MMN offers 
research with as broad and un- 
biased a base as possible. 


“We are building complete 
facilities for the testing of news- 
paper advertising impact.” 


MEMBER NEWSPAPERS 


The members of the Million 
Market Newspapers, Inc., are: 
the Boston Globe, Milwaukee 
Journal, Philadelphia Bulletin, 
St. Louis Post-Dispatch and 
Washington Star. 


Each newspaper is published 
in markets having well over a 
million population. 


Organized January 4, the 
newspaper group has been build- 
ing nation-wide facilities for 
better research, marketing, mer- 
chandising, promotion and mar- 
ket data. 


Offices are maintained at: 
New York 17, 529 Fifth Ave., 
YUkon 6-3434; Cuicaco 1, 333 
N. Michigan Blvd., STate 2- 
0103; Detrrorr 2, New Center 
Bldg., TRinity 5-3350; Los An- 
cELEs 5, 3540 Wilshire Blvd., 
DUnkirk 1-2251; SAN FrRAN- 
cisco 4, 111 Sutter St., DOuglas 
2-5422. 
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